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Executive Summary 

 
Introduction 
In order to improve communications with users, the Boulder County Parks and Open Space Department 
(BCPOS) contracted with Blakely + Company to conduct a Communication Practices Evaluation.  The 
overarching goal for the study was to enhance the general public’s knowledge, understanding, and 
appreciation of open space properties and the rules and regulations through better communication and 
consistency of communications tools.  
 
 
Purpose and Need: 
 
Purpose 
BCPOS believes information is essential to knowing about, understanding, and appreciating open space 
properties. How this information is communicated can affect a visitor’s expectations about an open space 
property and their ultimate experience.  Therefore, BCPOS’s communication tools are essential in creating 
appreciation of the county’s natural and cultural resources as well as support for BCPOS’s management 
activities and rules and regulations. 
 
Need 
BCPOS has traditionally communicated information about its open space and trails systems via printed 
brochures, a quarterly newsletter, and onsite kiosks containing trail maps and other pertinent information. 
A variety of signs occur along trails, including directional, rules and regulations, and interpretive signs 
describing the natural or cultural elements of the site. With the advancement of online communication 
tools, the department has developed and implemented new forms of communication including website, 
social media, and smartphone applications.  
 
BCPOS provides various types of information and utilizes a number of terms and phrases to describe and 
designate particular resources, land management activities, and regulations.  However, it is unclear how that 
information influences people’s behavior on open space.  BCPOS strives to have relevant and consistent 
messaging throughout the open space program that the public recognizes, understands, and appreciates 
and that provides the most compliance with rules and regulations.   

Objectives:  
 

1. Evaluate the effectiveness of the department’s public communication tools (e.g. web pages, social 
media, park kiosks, trail signs, brochures, quarterly newsletter, and maps) in providing relevant, 
desired, and necessary information and develop consistent standards for branding and messaging 
across all communication tools.  

 
2. Identify specific terminology for open space rules and regulations whose use would most likely 

increase understanding, appreciation, and compliance with various open space management goals, 
policies, land designations, and regulations.  
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Studies Utilized:  
Two studies were utilized in the development of this report — focus groups, which are a qualitative 
methodology and surveys, which are a quantitative methodology.  
 

• Focus groups (five) with BCPOS property users 
• Surveys of BCPOS property users (436 surveys) 

 
Literature Review 
 
Since 2000, there have been several studies conducted by recreation and land management organizations 
around the world that looked at best practices for communicating with the public. In “Promoting Persuasion 
in Protected Areas: A Guide for Managers Who Want to Use Strategic Communication to Influence Visitor 
Behaviour,” (Sam H. Ham, Terry J. Brown, Jim Curtis, Betty Weiler, Michael Hughes, Mark Poll) these 
Australian researchers focused heavily on communications based on visitor belief systems. Their 
recommendations centered on making messages easy to process and making them relevant through the 
generous use of words such as “you,” “my” or “your” and appealing to a personal or subjective norm.  
 
Another Australian study, “Marketing of Protected Areas as a Tool to Influence Visitors’ Pre-Visit Decisions,” 
(Mike Reid, Stephen Wearing and Glen Croy, 2004) focused on “the issues salient to developing and 
implementing pre-visit communications in the context of protected area marketing and management.” 
Prepared for national parks and protected area managers to help them communicate more effectively with 
potential visitors prior to their visit, the study recommended refining pre-visit communication roles within 
the organization, using visitor data to improve strategy development and campaign planning, developing a 
clear brand identity and vision and focusing on the website as the main communication tool for visitors.  
 
With regard to conservation, one study, “Communicating Nature Conservation: A Manual on Using 
Communication in Support of Nature Conservation Policy and Action,” (European Center for Nature 
Conservation, 2000) this study provided 10 key recommendations on how to better develop communication 
strategies. Recommendations included clearly defining goals and objectives, having a clear communication 
policy in place, adequate resource allocation (both staff and budget), providing communication training and 
assuring internal coordination among departments.  
 
Key Findings 
Included here are findings related to the specific project objectives and types of questions seeking to be 
answered. Additional findings can be found in the Findings and Recommendations section, which begins on 
page 9.   

 
• According to the survey results, the tool used most often by users seeking information about a 

property prior to a visit is the BCPOS website. In the focus groups the website was also listed as the 
most useful communication tool BCPOS utilizes.  

 
• All of the communications tools studied had some usage and awareness, but some stood out in 

addition to the website. These included kiosk signs at trailheads, the BCPOS Facebook page, 
property brochures, interpretive signs, rules and regulation signs and closure signs. Staff assistance 
and word-of-mouth communications also had strong awareness. These are the tools that will have 
the biggest impact on the understanding and compliance with goals, policies and regulations.  
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• According to the focus group participants, the types of information most desired by visitors include:  

 
o Allowed property and trail uses  
o Trail length, details and conditions  
o Terrain and topography 
o Amenities 
o Special features 
o Rules and regulations  
o Access points and parking  
o Location/directions  
o Flora/fauna/ecosystems 

 
• Overall, BCPOS users feel the department does a good job of communicating with them. In the 

survey, 76% said their experience at the property matched the information provided “to a large 
extent.”  

  
• The terms and phrases that resonate most with the public and will most likely increase 

understanding, appreciation and compliance include:  
 

o For Closure Signage information, “Reason for closure” and “map of closure area” were the 
most preferred types of information for closure signs.   

 
o For Habitat Closure signage, “Sensitive habitat,” was by far the most preferred phrase in the 

survey and “Critical Wildlife Habitat” was used in the two most popular signs shown during 
the focus groups.   

 
o For Agriculture Closure signage, there was not a clear favorite among the options provided. 

“Active agriculture” and “land leased by local farmers” were the top two preferences.   
 

o For Park Planning Closure signage, there wasn’t a clear choice among respondents. The top 
answer was “preservation area,” but only 27% of respondents selected that answer. 
“Protection area” was second most preferred, but only by 15% of respondents.  

 

Recommendations 
Some of the key recommendations are included here and more, including specific recommendations for the 
communication tools, are outlined in the Findings and Recommendations section, which begins on page 9.  

 
• Continue putting a strong emphasis on public communications. Overall there was very little 

dissatisfaction with how BCPOS communicates with the public. The comments had more to do with 
improving specific communications tools.  

 
• Develop a Graphic Standards manual and a Design Standards manual so that everyone who is 

working on communications is starting from the same point. This will ensure greater consistency in 
design and a stronger overall brand for BCPOS.  
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• Continue to improve the website and make it the primary communications tool for people 
interested in information about the department and specific properties. The site design should be 
improved to make it more consumer-friendly and the information most valuable to users should be 
prominent and easy to find.  

 
• Try to narrow the number of communications tools to the ones that are most important to users 

and eliminate ones that are not critical. Besides the website, the most important tools include the 
kiosk signs at trailheads, the BCPOS Facebook page, property brochures, interpretive signs, rules and 
regulation signs and closure signs. 

 
• Staff assistance and word-of-mouth communications are important according to the study 

participants. Staff should be given information updates frequently so they can speak consistently 
about key issues and properties.  

 
• For sign verbiage, use the following words and phrases to increase understanding and compliance:  

 
o For Habitat Closure signage:  

“Critical Wildlife Habitat” was the most preferred phrase in the focus groups and “sensitive 
habitat” was the most preferred phrase in the survey. We feel it’s important to create 
consistency with the signs so we recommend “Critical Wildlife Habitat” for all applications. 

 
o For Agriculture Closure signage: 

 Use “active agriculture” to most clearly explain why the property is not open to public 
 use.    

 
o For Park Planning Closure signage,  

Use “Preservation area” for signs on properties that are closed due to the park planning 
process.  
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Methodology 
 
Focus Groups 
 
Five groups were conducted in June 2013. The original plan was to conduct four groups, however a fifth was 
added after it was determined that several respondents were more actively involved in department issues 
and programs and we felt it would be more effective to combine them into a separate group. So a group of 
“stakeholders” was added on June 13, 2013. Four people participated in that group.  

 
Meeting Date/Time 
Wednesday, June 12 — 6:00 p.m.  
Wednesday, June 12 — 8:00 p.m.  
Thursday, June 13 — 4:00 p.m.   
Thursday, June 13 — 6:00 p.m.   
Saturday, June 15 — 10:00 a.m.  
 

The screening criteria for the groups included: 
• They had to be a Boulder County resident  
• They must have used county open space properties and facilities in the past year  
• They had to be at least 18 years of age or older and we tried to recruit participants across a broad 

range of ages 
• We attempted to recruit participants from a range of users — hikers, mountain bikers, bird 

watchers, etc.  
• The goal was for the groups to be 50% female and 50% male 
• We tried to split the participants evenly between Boulder, Longmont and other parts of the county 

(1/3 from each area)  
• The participants could not be Boulder County Parks and Open Space employees nor could they work 

for a market research firm.  
 

The participants were recruited through two methods — posts on the BCPOS Facebook page asking for 
volunteers and personal recruiting at four of the BCPOS properties (Betasso Preserve, Heil Valley Ranch, 
Rabbit Mountain and Pella Crossing). A chart of participant demographics can be found in the appendix. 
 
When forming the groups, the goals was to recruit at least twelve individuals per group with the expectation 
that two or three individuals from each group would not attend, leaving eight to ten participants.  

 
Meeting Date/Time # Participants 
Wednesday, June 12 — 6:00 p.m. 9 of 10 
Wednesday, June 12 — 8:00 p.m. 9 of 12 
Thursday, June 13 — 4:00 p.m. 4 of 5  
Thursday, June 13 — 6:00 p.m. 8 of 10  
Saturday, June 15 — 10:00 a.m. 9 of 12 

 
A $50 incentive was paid to each participant at the conclusion of the session.   
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Each group lasted between 1.5 and 2 hours and were conducted using a client-approved script to ensure the 
results would satisfy the research goals and objectives. Focus groups are a qualitative research methodology 
and the results are not statistically projectable throughout a population. Any numerical values cited are for 
summarization only. 

 
The Focus Group Questionnaire utilized consisted of an Introduction to the focus group process; questions 
related to the Types of Information and Communications Methods used by BCPOS; a Materials Review that 
analyzed a variety of communication tools; specific discussion about Closure Area Signs and Maps; and a 
closing discussion that allowed participants to add any additional information they wanted to include 
relevant to the overall discussion.  
 
At various times during the discussion participants were given handouts and asked to write their answers 
prior to the group discussion. The four handouts included:  
 

• Handout #1 — This handout asked participants to imagine there was a new BCPOS property being 
opened to the public and (1) where would they go to find information about the new property and 
(2) what type of information would they want.  

 
• Handout #2 — This handout listed the various types of information BCPOS communicates with the 

public and participants were asked to rank them according to their importance for them personally.  
 

• Handout #3 — This handout includes the same types of information BCPOS communicates with the 
public, however in this instance participants were asked to indicate where they would go to find 
each type of information.  

 
• Handout #4 — This handout included a full list of BCPOS communications tools and asked 

participants to mark the one tool they felt was most important; they were then asked to mark all of 
the tools they felt were unnecessary.  

 
The results outlined in this report are the research team’s findings for this project. The results should be 
viewed as strong indicators, however there is no guarantee that the application of these results will bring 
absolute success. Therefore, it suggested these results be used as a tool, along with BCPOS’s management’s 
knowledge of the organization’s overarching goals and objectives; the nature of open space properties; and 
the county’s residents, when making final communications decisions.  
 
Survey 
 
Boulder County Parks and Open Space (BCPOS) conducted a written survey at five properties between 
August 24, 2013 and November 3, 2013. Surveys were cancelled from September 12, 2013 to October 9, 
2013 due to flooding.  
 
The five properties where surveys were administered were:  
 

• Caribou Ranch 
• Heil Valley Ranch 
• Betasso Preserve 
• Rabbit Mountain 
• Walden Ponds Wildlife Habitat 
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Due to the floods, the number of surveys administered at Heil Valley Ranch were about half of the initial 
goal. Since the property was closed due to the flooding, the remainder of the surveys was administered at 
Betasso Preserve because it is similar to Heil Valley Ranch in terms of uses and topography.  

436 surveys completed resulting in a 95% confidence and 4.69% margin of error. The 436 surveys were 
completed in 569 attempts (133 refusals), which is a 77% response rate. This is an excellent response and 
compares with the two most recent five-year studies conducted by the department.   
 
Surveys were conducted on weekdays and weekends and during three time periods — morning, afternoon 
and evening. 70.41% of the surveys were administered on weekends and 29.59% on weekdays. 43.58% of 
the surveys were administered during morning hours; 35.78% during afternoon hours and 20.65% during 
evening hours.  
 
The breakdown of completed surveys by property were:  
 

• Caribou Ranch 109 
• Heil Valley Ranch/Betasso Preserve 105 
• Rabbit Mountain 112 
• Walden Ponds Wildlife Habitat 110 

 
The margin of error at a 95% confidence level for each property is:  
 

• Caribou Ranch 9.33% 
• Heil Valley Ranch/Betasso Preserve Not Calculated 
• Rabbit Mountain 9.23% 
• Walden Ponds Wildlife Habitat 9.33% 

 
The surveys were gathered during 41 survey shifts. Each shift was two hours long, resulting in 5.3 completed 
surveys per hour. The surveys were conducted at property trailheads and potential respondents were 
contacted as they were exiting the property.  
 
13 individuals conducted surveys — five BCPOS staff members, five volunteers and three participants in the 
Senior Tax Work-off Program.  
 
Each surveyor attended a formation training session and during the survey collection they wore a BCPOS hat 
and nametag for identification.  
 
Each surveyor was provided an identical package of materials, including clipboards (6 + sign), surveys (35 per 
shift), cover sheets (one per shift), envelopes (two – to store completed surveys), pens (7), a highlighter, hat, 
paper clips (two per shift) and several of Michelle Bowie’s business cards in case participants had questions 
about the survey.  
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Findings and Recommendations 
 
 
Website  
 
Focus Group Results:  
 

• The website is the most valuable communication tool according to participants.  
 

• The BCPOS website had strong awareness prior to the focus group sessions. It was mentioned by 
more than half of the focus group participants.  
 

• They liked the information on the site and many felt it was easy to navigate, but the consensus was 
also that the design was too “government” looking and didn’t fit the user experience when they are 
at the properties.   
 

• Some of the participants’ comments and suggestions included:  
 

o Make the site more visually appealing 
o Add more and larger photos to better show off the properties 
o Think about a mobile version of the site or develop a new site with responsive design so the 

site appears well whether someone is accessing it on a computer, tablet or phone 
o Remove the navigation down the left side because it does not relate to the BCPOS site 
o Like the icons on the parks page tables 
o Like the use of the Twitter feed to give real time updates to trail conditions 
o Should have trail conditions on the main trails page 
o Make new properties more prominent 

 
Survey Results:  
 

• 61% of all respondents said they visited the BCPOS website in the past year.  
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• Almost two-thirds of respondents (62%) said the BCPOS website is very easy or easy to use. Only 7% 
said it was difficult or very difficult.  

 
• The top three answers in terms of most valuable information on the BCPOS website all had to do 

with trails — trail maps (82%), trail conditions (56%) and trail difficulty (45%). No other answer was 
mentioned by more than one-fourth of respondents.  

 
Professional Analysis:  
 

o The website has a “government” look to it as opposed to one that is more consumer 
friendly. 
 

o The sections at the top are easy to read, however the large amount of copy on the 
homepage (below the top buttons) is not inviting.  

 
o Because it follows the county’s website template, the navigation on the left side is not 

relevant to BCPOS and is thus confusing to the user. Users typically feel that the navigation 
they see is related to the site they are using, which is not the case in this instance.  

 
Recommendations:  
 

• Continue to improve the website and make it the primary communications tool for people 
interested in information about the department and specific properties. The URL should be featured 
prominently in other forms of communication.  
 

• The design of the website may be limited by the overall Boulder County site and the platform being 
used. If not, we would recommend a significant design change that makes the site more visually 
appealing. This includes larger photos, less copy and removing the navigation related to the county 
on the left hand side of each page.  

 
• We recommend a new content strategy that focuses on the information users want most about 

BCPOS and the properties. These include: 
 

o Trail maps, trail conditions and trail difficulty (terrain and topography) were listed as the 
most important pieces of information on the BCPOS website.  
 

o Other information mentioned as being important to property users includes allowed 
property and trail uses, rules and regulations, amenities, parking access, and directions.  
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Kiosks  
 
Focus Group Results:  
 

• All of the focus group participants said that at some point they have read one of the kiosk signs.  
 

• Kiosks were considered to be the second most useful method of communication.  
 

• The consensus was that these signs are well designed, easy to read and fit with the natural settings.  
 

• Some of their comments and suggestions included:  
 

o The map is most important and should be the largest element 
o Like the use of icons at the bottom of the signs 
o Prefer bulleted copy, not paragraphs to make it easier to read 
o Have an emergency phone number visible on the signs 
o Information about where you can and can’t go on the property should be easier to 

determine 
o More use of icons on the maps to show what is and isn’t allowed 
o Make the rules and regulations more prominent — it is too difficult to find them 

 
Survey Results:  
 

• More than 70% of respondents rated maps (75%), activities permitted (73%) and rules and 
regulations (71%) as somewhat or very important among the types of information listed on the kiosk 
signs. The other two items — brochures and special event announcements — were both listed as 
somewhat or very important by less than half of the respondents.  
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• The percentage of respondents rating each type of information as very important went up after the 
flood for all options except maps, which stayed the same.  

 
Professional Analysis:  
 

• The kiosk signs are very well designed. The information on each one is well spaced making it easy to 
find information and the design of the overall structure fits well with the natural environment.  

 
Recommendations:  
 

• Try to incorporate the two most prominent suggestions that came out of the research — make the 
maps larger and make the rules and regulations more easily readable. These were two of the three 
most important types of information on the kiosk signs according to survey respondents.  

 
• We also recommend the suggestion from the focus groups to have an emergency phone number (if 

there is one other than 911) prominently displayed on the signs.   
 
 
  



 Communication Practices Evaluation 

Boulder County Parks and Open Space Department 13 

Property Brochures 
 
Focus Group Results:  
 

• Throughout all of the groups, almost all of the participants had seen one of the brochures prior to 
the focus group session.  
 

• Overall, the brochures were well received. They liked the information provided and consistent 
design, but some felt it was too consistent and it was hard to tell the brochures apart.  

 
• Most of the participants felt the map was the most important part of the piece.  

 
• Some of the participants comments and suggestions included:  

 
o Include the website on the front of the brochure 
o Use more color to differentiate the various brochures 
o Make the map more prominent, it’s the most important part of the brochure 
o Make the symbols on the maps consistent across the board 
o Include photos of the most likely flora and fauna 
o Use better quality photos 
o Put pdf’s of the brochure online 

 
Survey Results:  
 

• Overall, 39% of respondents sometimes take a property brochure when they visit a BCPOS property 
and 37% never do. Another 23% said they do on their first visit.  
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• When asked to indicate their interest in various informational topics included in the property 
brochures only three topics had more than half of the respondents say they had “considerable 
interest” in the topic — map (70%), plants and wildlife (58%) and sights at the property (50%).  

 
• When you add “moderate interest” to the total, all but one topic was mentioned by more than half 

of respondents. That one was “management activities,” which only had 17% say “considerable 
interest” and another 28% say “moderate interest.” 

 
Professional Analysis:  
 

• This series of brochures is very consistent in the design. For users who go to different properties it is 
easy for them to recognize this source of information and they know visually what to look for at 
each property.  
 

• The size of these brochures is appealing since they are easy to put in a pocket or hold onto while 
hiking.  
 

• The two-color design and brochure layout are not consistent with any of the other materials.  
 

• The quality of the photos isn’t consistent throughout the brochures. Some of the photos used are 
low-resolution or poorly taken.  

 
Recommendations:  
 

• Change the Property Brochures to a four-color design if the printing budget allows for it. Give each 
brochure a unique secondary color so users can tell the apart.  
 

• Make sure the map is prominently featured in the brochure. It is the most important element users 
want to see.  

 
• Focus on the information users said they want most — map, plants and wildlife and sights at the 

property. Reduce the information about other topics, or eliminate it if spaced doesn’t allow for it.   
 

• Use better quality photos. At the very least all photos should be high resolution.  
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Closure Area Signs 
 
Focus Group Results:  
 

• Closure signs had strong awareness prior to the focus group sessions. They were mentioned by more 
than half of the focus group participants. 

 
• The first part of the section about closure signs asked participants to imagine they were in charge of 

developing the signs that let people know a particular property or area in a park was closed because 
it was wildlife habitat. They were asked to write down the language they would propose for the sign, 
with the goal of increasing understanding, appreciation and compliance. Overall the participants had 
a strong grasp of what the goal was for the sign, though the amount of copy they wrote varied a 
great deal as did the tone. Some were nicer, using “please” and “thank you” in their copy and others 
were much more direct and stern. A complete list of their individual signs can be found in the 
appendix.  

 
• After writing the verbiage for their own sign, participants were asked to review a page that showed 

nine examples of closure area signs and to put an “x” next to the sign they thought would be most 
effective. The sign that received the most marks (14 votes) is shown here.   
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• The second most popular sign (six votes) was one for Heil Valley Ranch that had the words “Critical 
Wildlife Habitat” in larger letters and a map of the property that showed the closed areas.  

 
• With the top two signs having the words “Critical Wildlife Habitat,” we can make the distinction that 

those words are seen as effective for areas that are closed due to wildlife habitat.  
 

• The third part of this section asked participants what words or phrases related to signage of this 
type would they find more appealing or less appealing. Some of the responses included:  

 
o Brown ones blend in too much 
o Have a way to distinguish the levels of seriousness 
o Big “alert” in red letters 
o If never going to be open to the public, don’t say “closed” because implies it will be open 

someday 
o Include contact information 
o Should be friendly, but firm 
o Find one common sign so people won’t be so offended 

 
Survey Results:  
 

• The first question asked respondents what type of information would be most effective on signs 
letting people know a property is closed. “Reason for closure” and “map of closure area” were by far 
the top two answers with 89% and 71% respectively. “Friendly request for your cooperation,” was 
the third most common answer, but barely more than one-third (36%) of respondents mentioned it.  
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• The next question asked which phrase resonated most in describing habitat that is closed for 
wildlife. “Sensitive habitat,” was by far the top answer (61%) with the second most common answer 
only receiving 7%. There was no significant difference in the answers from the individual properties.  

 

 
 

• The third question about closure signs asked which phrase resonated most in describing land that 
was closed to the public for agriculture. Overall, “active agriculture” (41%) and “land leased by local 
farmers” (35%) were the top two answers for describing land that is closed to the public for 
agriculture. Again, the other responses often combined two or more phrases, such as having the 
sign say both of the top two answers.  
 

 
 



 Communication Practices Evaluation 

Boulder County Parks and Open Space Department 18 

 
• The final question about closure signs asked which phrase resonated most in describing an area that 

is close to the public during the park planning process. The top answer “preservation area,” only 
received 27% of responses. “Protection area” was second with 15%. Almost half of respondents 
didn’t answer the question or gave other options (44%).  

 

 
 
 

Professional Analysis:  
 

• There is little consistency among the sign design styles and no consistency with other 
communications tools.   
 

• Many of the signs have short copy and large type, which make them easy to read, which is even 
more important for these types of signs.  

 
Recommendations:  
 

• Develop a consistent design standard for the signs to go along with the more consistent messaging. 
We recommend the brown signs with white type. These were well-liked in the focus groups and 
they fit with the natural environment.  

 
• Keep the copy as short as possible and the type as large as possible given the size parameters of the 

signs. This will help increase readability.  
 

• For sign verbiage, use the following words and phrases to increase understanding and compliance:  
 

o For Habitat Closure signage:  
“Critical Wildlife Habitat” was the most preferred phrase in the focus groups and “sensitive 
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habitat” was the most preferred phrase in the survey. We feel it’s important to create 
consistency with the signs so we recommend “Critical Wildlife Habitat” for all applications. 

 
o For Agriculture Closure signage: 

 Use “active agriculture” to most clearly explain why the property is not open to public 
 use.    

 
o For Park Planning Closure signage,  

Use “Preservation area” for signs on properties that are closed due to the park planning 
process.  
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Rules and Regulations Signs 
 
Focus Group Results:  
 

• Rules and regulations signs had strong awareness prior to the focus group sessions. They were 
mentioned by more than half of the focus group participants.  

 
• In general, the participants felt the signs were less inviting and more difficult to read because they 

were all type, without graphics.  
 
Survey Results:  
 

• The Rules and Regulations signs weren’t specifically studied in the survey, however when asking 
about the kiosk signs respondents listed the Rules and Regulations as one of the three most 
important pieces of information on the sign.  

 
Professional Analysis:  
 

• We understand that legal standards require the long list of rules and regulations, but the layout of 
the signs does not immediately get your attention. Small design changes could make it so these 
signs get users attention more easily, which would increase use and compliance.  

 
Recommendations:  
 

• Simple changes to the design can make these signs easier for visitors to read. Some changes could 
include reversing the headline out of a color bar, making the signs slightly larger and having a little 
more space between each numbered item. 
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Facebook and Twitter 
 
Focus Group Results:  
 

• Facebook was considered to be the third most useful method of communication.  
 

• Several of the participants “like” the BCPOS Facebook site so they had strong awareness of it.   
 

• Of those who follow the Facebook page, the majority felt the site provides good information and 
they really like the photos from the properties. The other types of posts they like include trail and 
property conditions, and reminders to plan hikes.  

 
• The majority of participants have Facebook pages.  

 
• Some groups didn’t have anyone who uses Twitter and the most in any group was two.  

 
• The BCPOS Facebook page had strong awareness prior to the focus group sessions. It was 

mentioned by more than half of the focus group participants.  
 

• Because few participants have Twitter accounts there was little awareness of BCPOS’s Twitter 
presence.  

 
Survey Results:  
 

• Respondents were asked if they looked for information about the property before their visit and 
33% said yes. Of those, 4% said they used Twitter as a source and 3% said Facebook.  

 
Professional Analysis:  
 

• The department uses these social media platforms as well or better than most organizations, 
especially government organizations.   

 
• The Facebook program is very good. Having more than 3,000 followers on Facebook is a strong 

testament to the execution of this tool. By comparison, the Facebook page for the City of Colorado 
Springs Parks, Trails and Open Space Department has around 670 followers.  

 
• In looking at the posts, they are informative and well written and photos of properties are used well 

also. The use of Twitter as a way to communicate trail and property conditions is also an asset.  
 
Recommendations:  
 

• We do not recommend any changes to the current Facebook and Twitter strategy. The frequency 
and type of Facebook posts are good and users find the site to be a valuable resource. Even though 
few users have Twitter accounts they like the use of Twitter to communicate trail conditions on the 
website.   
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Interpretive Signs  
 
Focus Group Results:  
 

• Overall the respondents liked the design of these displays very much, especially the use of color.  
 

• They thought the signs provided interesting information for the trail user.  
 

• Some of their comments and suggestions included:  
 

o Don’t put too many of them along the trails 
o Use different materials – they seem to decay quickly 
o Include some at trailheads for mountain bikers who are less likely to stop along the trail 
o Include the information online as well 

 
• Interpretive signs had strong awareness prior to the focus group sessions. These were mentioned by 

more than half of the focus group participants.  
 
Professional Analysis:  
 

• These signs are well designed and use color and “white space” effectively. Design elements from 
these signs could be utilized in other materials to build consistency.  

 
• The mix of photos, illustrations and graphics are done well and create an inviting display that is easy 

to understand.  
 

• The copy doesn’t feel too long which made the length of time spent reading and reviewing the signs 
reasonable.  

 
Recommendations:  
 

• The primary suggestions we have for these signs came from the focus groups. Consider adding the 
information to the website under individual properties; limit the number of signs along trails 
because some users felt it took away from the “natural” experience if there were too many; and 
include some near the kiosks for mountain bikers who are less likely to stop and read them during 
their ride.  

 
• We do not recommend making any significant changes to the current design style(s) being used. 

One thing to be sure and avoid is increasing the amount of copy used on the signs from what is used 
now because this would be one thing that would quickly reduce the use of the signs.  
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Quarterly Newsletter (Images)  
 
Focus Group Results:  
 

• Very few of the participants had seen the newsletter and had no idea they could sign up to receive 
it. Of those who do receive it, they enjoy reading it.  

 
• The majority of participants did not like the design of this piece and suggested a significant redesign 

if you continue using this tool. Suggestions included:  
 

o Make it more like a magazine 
o On the cover, tell a little about what’s inside 
o More color in the design 

 
• After reviewing it in the focus group, several people thought the content was good, though several 

thought there was too much copy and not enough photos and graphics. The Nature Detectives 
section was well liked. 

 
• Some of their comments and suggestions included:  

o My first impression was unimpressive, but changed mind after looking at it 
o Offer this online (Flipbook) 
o Like updates on regional trails 
o Use the money to make a kids booklet instead 
o Wonder if the cost is necessary; the website is better 

 
Professional Analysis:  
 

o Well-written and interesting content. 
 

o The layout doesn’t get your attention right away. The design feels old and there are too few 
graphics to break up the large amount of copy. 

 
Recommendations:  
 

• Eliminate this piece or combine it with the newspaper inserts.  
 

• If you decide to keep this piece, we recommend:  
 

o Updating the design so that it is more contemporary 
o Use more photos and graphics to break up the copy  
o Consider fewer articles and stories per issue to allow for the increase in graphic images 
o Treat it more like a magazine with “teaser” headlines on the front cover about what is inside  
o Consider emailing the magazine instead of printing it in order to save money and paper 
o Put the content online  
o Post links to individual articles on the BCPOS Facebook page 
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Newspaper Inserts 
 
Focus Group Results:  
 

• Very few of the participants had seen this tool prior to the focus group sessions. This could be for a 
couple of reasons — the samples shown had not been inserted in the newspaper recently and 
newspapers subscribers and readership have dropped off over the past few years.  

 
• Participants liked the design of this piece, especially when they compared it to Images, which was 

reviewed right before this and, which like the inserts, is a multi-page piece. The one negative design 
issue that was brought up was the quality of the photos.  
 

• The majority of participants liked the content of the inserts and several mentioned combining it with 
Images so there was only one piece and you could possibly save some money.  
 

• Some of their comments and suggestions included:  
 

o Would pick up as a free handout 
o Like the in-depth stories 
o Like the information about non-trail properties and where the money is going 
o Think they serve an incredible service to the taxpayer 
o Think it would help people vote for taxes 
o Good way to reach people who don’t know about open space 

 
Professional Analysis:  
 

o The inserts are well designed and do a good job of presenting a large amount of 
information. The texture design on these pieces is especially nice.  

 
o The colors used in the inserts had a nice, “earthy” feel and fit with the organization and 

what you provide to users. These colors should be considered for other materials as well.  
 

o The sections are well separated and white space is used well considering the large amount 
of copy. Design elements from this piece could be ones that are utilized in other materials to 
make them consistent.  

 
Recommendations:  
 

• Eliminate or combine with the quarterly newsletter.   
 

• If you decide to keep this piece, we recommend:  
 

o Continuing the keep the design colorful with a variety of graphics and good use of white 
space 

o Utilize it on a more consistent basis so residents have an opportunity to see it and read it 
o Put the content online  
o Post links to individual articles on the BCPOS Facebook page 
o Utilize these more frequently as you approach times to renew the open space tax; likely 

voters tend to skew older and they are also the primary readers of newspapers 
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Maps 

Focus Group Results:  
 

• Several types of maps were handed out to participants. After they reviewed them, we asked several 
questions.  

 
• The map they found most useful truly did depend on their personal uses, so a few of the maps were 

referenced as most useful. However, the maps on the property brochures received several votes. 
 

• The comprehensive map was liked because it shows all of the properties in one place so users can 
get the full scope of what land has been preserved in one place. However the size is very large and 
not convenient. A few participants asked where they could get one.  

 
• One map that received a lot of positive feedback was the one that shows the elevation graphs for 

the hiking trails. Several participants suggested putting this on the kiosks and the property maps.  
 

• The more detail and information a map had the more likely it was to be considered least useful.  
 

• The brochure maps received the most positive comments about visual appeal, primarily because of 
the simplicity and the fact that they showed what the user wanted at the moment they were using 
them — trail information.  

 
• Maps had strong awareness prior to the focus group sessions. These were mentioned by more than 

half of the focus group participants.  
 
Professional Analysis:  
 

• There is very little consistency in the map designs. Some of the individual maps have a lot of 
information that makes them more difficult to follow.  
 

• On a positive note, depending on the type of information someone is looking for, there is probably a 
map version that gives them what they need.  

 
Recommendations:  
 

• Reduce the number of different map styles being used. The focus group attendees felt that a couple 
of the designs were more user friendly. These were the brochure maps and the elevation gain maps. 

 
• Regardless of the map, making them as simple as possible is the key to reducing confusion and 

increasing usability. Try to consciously eliminate map elements that are irrelevant for the particular 
use it’s being developed for.  
 

• Add the elevation chart that participants liked to the map area on the kiosks and as a side bar to the 
map in the brochures. 

 
• Keep the big countywide map so that it is available to people who want it. Even though it has a 

significant amount of information several people liked it.  
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Other Findings 
 
The Focus Groups and Surveys included questions that were not specifically related to a specific 
communications tool. Following are the findings for those questions with Focus Group results shown first, 
then Survey results.  
 
Focus Groups Results:  
 
Handout #1 — Where Visitors Would Go to Locate Information about New BCPOS Open Space Properties  
 
Following are the top 10 answers as to where they would go to find information. There was a clear break 
between each grouping in terms of how often they were mentioned. Focus groups do not yield statistically 
valid, quantitative information, so no percentages are provided.  
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What type of information would you want?  
These are the answers given most frequently. Again, there was clear break in the frequency of mentions.  
 

 
 
Handout #2 — Types of Information Communicated by BCPOS  

Participants ranked the top three types of information they would look for or like to receive. This is the 
order in which the answers were given most frequently.  
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Handout #3 — Where Participants Would Go to Find Information Listed in Handout #2  
 

• For information about the history of a property, the top sources of information given were websites, 
trail signage and brochures/flyers.  

 
• For information about the management direction for a property, the most frequent answer was 

websites.  
 

• For information about trail experience/difficulty, the top answers were websites and trail signage.  
 

• For information about trail conditions, the top answers were websites, social media and trail 
signage.  

 
• For information about allowed uses, the top answers were websites and trail signage.  

 
• For information about wildlife and vegetation, the top answers were websites and trail signage.  

 
• For information about special property features, the top answers were websites and trail signage. 

 
• For information about the reasons for restrictions on a property, the top answers were websites 

and trailhead signage. 
 
Websites and trail signage were clearly the top places participants would look for information about most 
topics. The distinction between trail and trailhead signage was not made during the groups. Almost all of the 
types of information listed are found on either trailhead kiosks or interpretive signs along trails, so we do 
not feel there is a need to change where the information is provided.  
 
Open-Ended Question — Most Preferred Method of Communication 



 Communication Practices Evaluation 

Boulder County Parks and Open Space Department 29 

We asked participants what their most preferred method of communications is when receiving information 
from a business or organization. After giving their preferred method, we asked them for other methods of 
communication that are acceptable to them.  
 

• A company or organization’s website was the most preferred of getting information.  
 

• Email was the most preferred method of being contacted by a company or organization.  
 
Closing Questions 
After reviewing the maps the groups concluded by asking participants two questions: 
 

• Of all the communications tools discussed, what is the one that is most important to them for 
receiving information about BCPOS?  
 

• Do they have any other advice or ideas for BCPOS about communicating with the public?  
 

• The website is considered the best and most important tool overall.  
 

 
• With regard to the second question and other advice or ideas they had for communicating with the 

public, the answers were varied and included comments such as:  
 

o Have volunteers on at the trailheads during the busiest times and not just during weekdays.  
o Add the elevations graph to maps 
o Keep in mind generational differences in how people like to communicate (older gentleman 

pointed this out in one group) 
o Incorporate radio PSA’s into the mix 
o More concise information – many of the materials seemed to have a lot of information and 

copy 
o There are a lot of new people moving to the county and you need to find ways to reach 

them and education them about the properties 
 
Survey Results:  

1.  Which one activity do you consider your primary activity today at this park? 
 

• Hiking (58%) and mountain biking (22%) were the two most common answers among respondents.  
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• Among the other options, Viewing Wildlife tied for third with 8% overall, but was listed by 27% of 
the respondents from Walden Ponds Wildlife Habitat.  
 

• For individual locations, Caribou Ranch had the highest percentage of hikers (89%) and Heil Valley 
Ranch/Betasso Preserve had the highest percent of mountain bikers (71%).  

 
• When comparing pre-flood and post-flood interviews there was a lower percentage of respondents 

who said hiking in the earlier period and a higher percentage that said biking. Running and viewing 
wildlife were tied overall, but running was five points higher in the pre-flood group and viewing 
wildlife was seven points higher in the post-flood group.  

 
• It makes sense that biking and running dropped off after the flood since those activities are more 

difficult on damaged trails.  
 
A chart comparing the overall survey results with the individual properties and pre-flood/post-flood results 
can be found in the appendix.  
 
 
2.  In the past year, how often have you visited this park?  (check ONLY one) 

(results listed by most frequent visitation pattern to least frequent) 
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• Overall, first time visitors were the highest with 29% and those who came once or twice in the past 
year and those who come about once a month were next with 22% each.  

 

 
 

• Grouped another way, 19% visit once a week or more; 30% visit one to three times each quarter; 
and 51% have visited once or twice in the past year.  

 
• Among the individual properties, Caribou Ranch had the highest percentage of first time visitors 

(38%) and Walden Ponds had the highest percentage of frequent visitors (16%).  
 

• There were no significant differences in the pre- and post-flood comparison.  
 
A chart comparing the overall survey results with the individual properties and pre-flood/post-flood results 
can be found in the appendix.  
 
 
3.  Did you seek information about the park or trail prior to today’s visit? 

• Overall, one-third (33%) of respondents sought information prior to their visit. There were no 
significant differences for the individual properties or the pre- and post-flood groups.  
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If yes, where did you get that information?  (check ALL that apply) 
 

• Of those who did seek information prior to their visit, 59% visited the BCPOS website.  
 

• Search engine (18%) and word-of-mouth (16%) were the next two most common answers.  
 

• Among the individual properties, website usage was consistent with the overall total except for 
Walden Ponds that had less than half of respondents who used the BCPOS website prior to their 
visit. This makes sense because they also had the highest percentage of frequent visitors who are 
more likely familiar with the property and hence don’t need to visit the website for information.  

 
• When comparing the pre- and post-flood groups a higher percentage of pre-flood respondents 

referred to guide books and the newspaper prior to their visit. Post-flood, a higher percentage 
referred to the BCPOS website, search engines, word-of-mouth and the trails app.  It can be argued 
that post-flood, the sources of information used were more likely to yield more current information 
about the status of the properties and trails. All trails were closed post-flood and were slowly 
opened over a two- to three-week period after they were assessed for damage.  

 
4.  To what extent does your experience at the property match the information provided about the park 

or trail? 
 

• More than three-fourths (76%) of all respondents said their experience at the property matched the 
information provided “to a large extent.” Among the individual properties, Heil/Betasso had the 
highest percentage say “to a large extent,” (88%) and Walden Ponds had the lowest percentage say 
the same (56%).  
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• The floods do not appear to have adversely affected visitors’ experience because a larger 
percentage after the floods said their experience matched the information provided about the park 
or trail.  

 
(Questions 5 through 17 were related to specific communications tools and those results are summarized 
earlier in this section.) 
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18.  Where is your home?  (check ONLY one) 
 

• As expected, the top two locations were Boulder (32%) and Longmont (17%), accounting for almost 
half of the respondents.  

 

 
 
19. Please indicate what year you were born.  

• 50% of the respondents were born in the 1950s and 1960s.  
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Other Recommendations 

The following recommendations are not related to specific communications tools.  
 

• Continue putting a strong emphasis on public communications. Overall there was very little 
dissatisfaction with how BCPOS communicates with the public. The comments had more to do with 
improving specific communications tools.  

 
• Have a clear chain of command for the development and review of all informational and marketing 

materials that come out of BCPOS. This needs to be communicated from the top leadership on down 
in order to ensure compliance.  

 
• Consider going through a simple or modified Brand Strategy process. This can help clarify how the 

organization wishes to be viewed by the public and the role communications plays within the 
department. This does not need to be an extensive, drawn out process. The findings from the study 
can inform the discussion and shorten the process.  

 
• Develop an annual communications plan that outlines what you want to communicate to the public 

and when.  
 

• Develop a Brand Guidelines manual and a Design Standards manual so that everyone who is working 
on communications is starting from the same point. This will ensure greater consistency in design 
and a stronger overall brand for BCPOS. Some of the required elements for this guide may already 
be outlined in brand guidelines for the county.  

 
Elements of the BCPOS Brand Guidelines would include:  

 
o Overview of why the Brand Guidelines exists and who to contact with questions 

 
o Logo usage 

 Correct usage 
 Incorrect usage 
 Alternative uses and configurations, such as for social media pages 

 
o Fonts that are acceptable in communications 

 Select a main font and secondary font 
 Possibly select sans serif and serif fonts to allow for flexibility 

 
o Colors 

 What are the acceptable colors to use, starting with the logo colors 
 Develop a secondary color palette to ensure that the colors used are visually 

compatible 
 

o Stationery 
 Acceptable design formats for letterhead, envelopes and business cards 

 
o Apparel Standards 

 How the logo and mark can be used on clothing 
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o Vehicles 
 How the logo and mark can be used on department vehicles 

 
Elements of the BCPOS Design Standards would include:  
 

o Overview of overall design recommendations 
 All graphic elements and treatments that are used throughout all communications 

tools 
 

o Specific overviews of the various types of communications tools BCPOS uses (i.e. website, 
brochures, kiosks, interpretive signs, newspaper inserts, Images, etc.) 
 Examples of each tool 
 Explanation of the branded design for each tool 
 Allowed colors and graphic elements if they are unique to a specific tool 

 
o Photo and/or illustration usage 

 Show example of the types of photos and illustrations that are acceptable for use in 
the communications tools 

 
• Try to narrow the number of communications tools to the ones that are most important to users 

and eliminate ones that are not critical. Focus group participants and survey respondents, the most 
important tools are:  
 

o Website 
o Kiosk signs at trailheads 
o BCPOS Facebook page 
o Property brochures 
o Interpretive signs 
o Rules and regulation signs  
o Closure signs 

 
Any tools beyond these should be looked at closely to see if there really is a need to have it in the 
communications toolkit.  
 

• Staff assistance and word-of-mouth communications are important according to the study 
participants. Staff should be given information updates frequently so they can speak consistently 
about key issues and properties. Emphasize customer relations and the need to be helpful and nice 
to the users who ultimately decide whether or not to renew the tax.  

 
• To assist with staff training and consistency in communications, consider developing a “key 

messages” document that clearly explains how to talk about various issues and properties.  
 

• Focus communications on the types of information that are most important to users and try to 
eliminate the information that is less desirable. By narrowing the types of information and the tools 
used you can develop more consistent information for users. For example, in the focus groups, the 
three most important types of information users want are:  
 

o Allowed Property and Trail Uses  
o Trail Length and Details  
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o Terrain/Topography/Conditions  
 

• Make a concerted effort to reduce the amount of copy in the tools that have more information. The 
more you can make the pieces user-friendly and inviting to read, the more usage you’ll have. Make 
messages easier to process by keeping them short and by using language and sentence structure 
that is easy to read and digest.  
 

• When using photos in printed materials, use high-resolution ones that will look nice printed. Low-
resolution photos come out blurry or bitmapped and don’t convey the kind of image you want to 
users.  

  



 Communication Practices Evaluation 

Boulder County Parks and Open Space Department 38 

 



 37 

Appendix A: Other Focus Group Results 
 
Closure Area Signs — Copy written by participants when asked to create their own sign for a property closed 
due to wildlife habitat.  
 

• Verbiage in italics is their actual wording. Words not in italics are comments or directions they 
provided.  

 
1. I would keep the sign succinct and include an icon to indicate the nature of the closure and who 

the trail is closed to (bikers, etc.) Focus on what is closed, for how long and why. Keep the 
description to two sentences — also, is closure on- or off-trail?  
 

2. Simple and direct — Temporary closure for the seasonal migration of birds of prey. Please do not 
use area from May 20-June 20.  
 

3. Area closed, reason for closure, duration of closure, contact information for closure.  
 

4. Wildlife habitat closure: Grassland bird nesting site. Our nesting birds use the grasslands to build 
nests, keeping them safe from predators. Thank you for protecting our nesting birds and the 
beauty of our environment.  
 

5. Behind this sign is CLOSED: wildlife management requires BOCO open space as stewards of the 
land to stop human visitation of this important resource. Your cooperation and compliance is 
appreciated! We expect this closure to be for the duration of _____. Animals and vegetation of 
interest include ________. More information at website.  
 

6. Temporarily closed for re-vegetation thank you for your cooperation! 
 

7. Are closed from-- to --- due to wildlife habitat. Please stay on trail. I would also have a picture of 
the animal. 
 

8. Closed Seasonal: Wildlife Habitat Specifically: (names animal) 
 

9. The area is closed May1-Aug 31 for: Raptors nesting. Please respect the sign-the raptors need us 
and we need them.  
 

10. Closed April-May for out dear bird nesting home. 
 

11. CLOSED to protect wildlife 
 

12. Wildlife habitat closure: Closed temporarily for sensitive wildlife conditions. Please respect 
closure. Punishable by fine. 
 

13. Closure: June-Sept- Wildlife conservation area, Bald Eagle nesting habitat. (Also have 
interpretive image with picture/drawing of animal and information about nesting habitats and 
what happens after.) 
 

14. Areas behind this sign are closed to public use. Please reference the BCPOS website for more 
information on management of this area. (Develop symbology and include url or QR) 
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15. STOP: sensitive wildlife habitat-restoration in place (please be sensitive to our land and stay on 

the trail. Even one footprint can make lasting impacts on the recovery) suggests a fine.  
 

16. The land behind this sign is currently closed to protect nesting birds (or other wildlife). We thank 
you in advance for respecting and protecting the home for these birds. 
 

17. Put as much detail about why there is a permanent closure or where I can find that information 
 

18. The area behind this sign is closed to public use because of unique habitat properties (brief 
description) that support (name animal) which is a rare threatened species in our county. 
(picture) 
 

19. Closed-- This area closed to preserve wildlife habitat-please respect our wildlife's home. 
 

20. Closed-- Open Space Mgmt. Team-- Habitat considerations--info see website 
 

21. This area is closed to visitors to protect and treasure the animals that call it home. 
 

22. Attention--Due to wildlife habitat, this space is temporarily closed. Please visit (website) for 
additional information. 
 

23. Wildlife Closure--This is wildlife Habitat/Home. They need it to live, we only visit 
 

24. No Entrance Allowed-- habitat area 
 

25. Wildlife Habitat--This area is closed due to (specific wildlife needs). Please stay out. (we love our 
wildlife) (picture) Closed temporarily to protect wildlife in this area (ex: nesting, mating, etc.) 
 

26. Trail Closed – (Dates) Wildlife Habitat. For more information go to … 
 

27. Critical Wildlife Habitat DO NOT ENTER. AREA CLOSED TO PROTECT SENSITIVE WILDLIFE 
HABITAT. NO PUBLIC ACCESS. 
 

28. AREA CLOSED: Please respect wildlife habitat. DO NOT ENTER 
 

29. Seasonal Wildlife Closure Boundary: Closed to the public. 
 

30. Heil Valley Ranch critical wildlife habitat. Critical wildlife habitat area closed, do not enter. 
Boundary Boulder County Parks and Open Space.  
 

31. Critical Wildlife Habitat. Area Closed, Do Not Enter.  
 

32. Seasonal Wildlife Closure due to nesting Raptors. Area closed to the public.  
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33. Critical wildlife habitat DO NOT ENTER. Area closed (dates). Some details of why it is closed in 
smaller print.  
 

34. AREA CLOSED Sensitive wildlife habitat. Please respect the animals and plants in this area by not 
disturbing them.  

 
 

Appendix B: Other Survey Results 
  

1. Which one activity do you consider your primary activity today at this park? 

 
 

(No Caribou Ranch comments)  
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2.  In the past year, how often have you visited this park?  (check ONLY one) 
(results listed by most frequent visitation pattern to least frequent) 

 
(No Caribou Ranch Comments) 
  

 

 

 
 
3.  Did you seek information about the park or trail prior to today’s visit? 
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If yes, where did you get that information?  (check ALL that apply)  
 

 
  
(Note: Totals exceed 100% because some respondents gave more than one answer.) 
 
 
4.  To what extent does your experience at the property match the information provided about the park 

or trail? 
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5.  Thinking about the kiosk signs at this trailhead, please rate the importance of each of the following 
types of information provided on the signs: 

 
 Aggregate (N=436) 

 
 

Caribou Ranch (N=109) 

 
 

Heil Valley Ranch/Betasso Preserve (N=105)  
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Rabbit Mountain (N=112) 

 
 

Walden Ponds Wildlife Habitat (N=110) 

 
 
Pre-flood (N=118) 
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Post-flood (N=312) 
 

 
6.  What additional information should be included on the kiosk signs?  
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7.  Do you take a property brochure from the kiosk when you visit a Boulder County Parks and Open Space 

(BCPOS) property? 
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8. Indicate your interest in each of the following informational topics included in the property brochure. 
 

Aggregate (N=273) 

 
 
Caribou Ranch (N=76) 
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Heil Valley Ranch/Betasso Preserve (N=48) 

 
 

Rabbit Mountain (N=75) 
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Walden Ponds Wildlife Habitat (N=73) 

 
 
9. What additional information should be included in the property brochure?  
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10.  Have you visited the Boulder County Parks and Open Space website in the past year? 

 
11.  Please rate how easy it was to find the information you were looking for on the BCPOS  
 website: (results shown from Very Easy to Very Difficult) 

 
12.  When you visit the BCPOS website, what information do you find most valuable? 
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13. What additional information should be included on the BCPOS website?  
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14.  Periodically there is a need to close all or part of a BCPOS property.  When this is necessary, BCPOS 

posts signs letting people know the area is closed.  Thinking of a closure sign, what type of 
information should be included to be most effective?  (check ALL that apply) 
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15.  Which phrase resonates the most with you in describing habitat that is closed to the public for 

wildlife?  (check ONLY one) 
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16.  Which phrase resonates the most with you in describing land that is closed to the public for 

agriculture?  (check ONLY one) 
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17.  Which phrase resonates the most with you in describing an area that is closed to the public during the 
park planning process?  (check ONLY one) 
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20.  What additional information does Boulder County Parks and Open Space need to provide to meet 
your needs? 
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