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Synopsis
Denver Public Schools (DPS) is the largest urban district in Colorado, serving over 
89,000 students across 197 schools. Like many districts nationwide, DPS is experiencing 
demographic shifts driven by declining birth rates, reduced housing development and 
the rising cost of living. Enrollment has declined 4% since 2019, with another 10% 
decrease projected by 2029.

At the same time, DPS operates in a highly competitive environment for student 
enrollment. The district has a longstanding SchoolChoice system, and Colorado’s open 
enrollment laws allow families to enroll in public, private and homeschool options. This 
broad landscape of choice paired with fewer students overall means that DPS must 
actively communicate the value of its schools to attract and retain students.

To address these challenges, the DPS Communications team launched a $250,000 multi-
channel storytelling campaign designed to strengthen public perception of DPS, increase 
visibility of positive student and educator stories and drive SchoolChoice enrollment.

After thoughtful research and planning, the DPS Stories campaign was born. The 
campaign introduced a creative tagline framework that reimagined the word “Public” 
in “Denver Public Schools” through five empowering “P” words: Passionate, Powerful, 
Proud, Prestigious and Personalized. Each story features a real DPS student, educator 
or community member sharing how they embody the DPS experience.

The campaign supported the district’s most successful SchoolChoice Round 1 
recruitment cycle in five years. Overall applications reached their highest level since 
2021, with increases across all transition grades. We received the largest number of out-
of-district applicants this year in district history.

By using UTM parameters on all campaign links, DPS measured application 
conversions that directly resulted from campaign tactics. The campaign generated 
4,509 SchoolChoice applications, including 2,608 students new to DPS and 254 
students returning after leaving the district. With each enrolled student representing 
approximately $12,000 of funding, the campaign produced more than $31 million in 
potential revenue, demonstrating the measurable impact of strategic communications 
on student enrollment. By helping schools reach sustainable enrollment levels, the 
campaign ultimately supports the district’s ability to provide excellent schools with 
robust, high-quality student experiences.

https://drive.google.com/file/d/1_5j4IrDWqpDnXTHBtSLLkjJIWxUU28ot/view?usp=sharing
https://drive.google.com/file/d/1_5j4IrDWqpDnXTHBtSLLkjJIWxUU28ot/view?usp=sharing
https://www.dpsk12.org/page/stories?utm_source=nspra&utm_medium=web&utm_id=stories
https://drive.google.com/file/d/1a8dlJA0FoCG2j7TwE62P0f5NjHgs6yQ6/view?usp=sharing
https://drive.google.com/file/d/1a8dlJA0FoCG2j7TwE62P0f5NjHgs6yQ6/view?usp=sharing
https://drive.google.com/file/d/12k7Nu6i0wGup2l5wk8n7X7JWm0AXIFl7/view?usp=sharing
https://drive.google.com/file/d/1wmt4pK_n8IAQ4giuSxEcw0kueFxQe8ii/view?usp=sharing
https://drive.google.com/file/d/1wmt4pK_n8IAQ4giuSxEcw0kueFxQe8ii/view?usp=sharing
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5
https://drive.google.com/file/d/18OJIgpR9ryPx59MIUsw1xxRNYbmrQvQM/view?usp=drive_link


Summary
Research
Research was pivotal to ensuring  this campaign would resonate with families and 
address DPS’ enrollment challenges. We developed a comprehensive research plan 
that combined external benchmarking, internal data analysis and gathering stakeholder 
feedback to guide campaign planning and implementation and establish measurable 
objectives. 

Goals and Objectives
After thorough research to guide campaign direction, we determined that the ultimate 
goal of the campaign was to attract 1,250 applicants in Round 1 of SchoolChoice from 
December 2025 to January 2026. We set a goal of 1,250 applicants based on a target 
cost-per-enrollment of $200, which was informed by performance data from previous 
smaller campaigns that demonstrated this benchmark was achievable. We were provided 
a $250,000 budget, which equated to that goal of $200 spend per applicant. Secondary 
goals included achieving a 5% increase in positive sentiment scores for DPS from local 
media, and achieving a 15% increase in campaign impressions and engagements 
compared to a 2025-26 ECE Campaign baseline. 

With DPS’s projected per-pupil funding of $12,000 for the 2025-26 school year, we knew 
that the campaign would break even by recruiting a minimum of 21 students; hitting 
the 1,250-applicant target would represent approximately $15 million in funding for the 
district that could used to support excellent schools for every DPS student. 

Planning
Planning within the Educational Landscape
The campaign planning process was grounded in the current education landscape 
in Denver, which faces declining birth rates, a robust school choice environment and 
reduced housing development which led to increasing competition among neighboring 
districts, private schools and homeschool options. These conditions required DPS to 
proactively communicate the strengths of its schools to attract and retain all types of 
students and learners to enroll in DPS.

https://docs.google.com/document/d/1uzzPdAyEha4uZhlRkrdekfo5FXarAzYt1BarcLDaIvg/edit?usp=sharing
https://lookerstudio.google.com/u/0/reporting/1e704a70-7544-4d58-8357-3be1103894d7/page/JO0GF
https://drive.google.com/file/d/18OJIgpR9ryPx59MIUsw1xxRNYbmrQvQM/view?usp=sharing


Project Planning and Coordination
The campaign was guided by a detailed project planning document that outlined key 
messages, timelines, roles, budget and communication tactics. Planning efforts included:

1. Developing key messages and story guidelines to demonstrate how each
“P-word” reflects the DPS experience and aligns with the district’s Strategic 
Roadmap.

2. Establishing campaign goals and key performance indicators aligned with 
enrollment and reputation objectives.

3. Identifying primary and secondary audiences.

4. Defining budget allocations and key campaign milestones.

5. Developing multilingual and intercultural communication strategies.

6. Creating an overarching project map to coordinate work across departments and 
track progress.

Roles, Responsibilities and Training
We used project management software, Asana, to map and assign out tactics. This tool 
easily allowed the team to track the stage of each project, identify when each tactic 
would be sent out, via which platforms and who was responsible. 

Key stakeholders across the district and community were involved throughout the 
research and  planning process. Story subjects were nominated by educators, staff, 
students and community members, ensuring authentic representation of the DPS 
experience. All content was created in-house, including interviews, writing, filming, 
designing and publishing content for the campaign. 

District leadership — including the superintendent, the Board of Education and district 
leadership team — participated in concept review and campaign alignment with the 
district’s Strategic Roadmap. Communications staff and content creators created internal 
guidance on storytelling standards, brand voice and campaign messaging to ensure 
consistency across platforms. Shared design elements (including colors assigned to each 
“P word”, unified graphics for videos and print and digital templates) were created in a 
shared Canva folder, and staff were trained on how to access and use the appropriate 
branding in a digitally accessible way. 

Translations and Accessibility
Equity and accessibility were central to campaign planning. Approximately 30,246 DPS 
families speak Spanish, encompassing 34% of the DPS population. The campaign’s 
five empowering adjectives were translated and adapted into Spanish as Perseverantes, 
Personalizadas, Poderosas, Prestigiosas and Prósperas to ensure resonance with 
Spanish-speaking audiences. Our nomination form also has an option for nominations 

https://docs.google.com/document/d/15WrBMFLbca4-PCN5GOPKdvxwGXKNazsN9v_-UtjQ8Vw/edit?usp=sharing
https://docs.google.com/document/d/1tURFeB7t_-l2SvJch9HUwojdLnjBe3dCpOopN86LVS8/edit?usp=sharing
https://docs.google.com/document/d/1uzRSf7Oi5r2oMYl5YP8zAu94UCySqN9rqYqLdglARlI/edit?usp=sharing
https://drive.google.com/file/d/1cG0tnZeW7Ev5T5dYOhhr_zZasaDC9Vqr/view?usp=drive_link
https://drive.google.com/file/d/1LyWVdjDkzZykCNzeV4q8Aoz9nToJ2zTT/view?usp=sharing
https://drive.google.com/file/d/1LyWVdjDkzZykCNzeV4q8Aoz9nToJ2zTT/view?usp=sharing
https://www.dpsk12.org/page/facts-figures
https://www.dpsk12.org/page/facts-figures
https://docs.google.com/forms/d/e/1FAIpQLScd2eETEnjLt3ghSINU7I0Dnw-d6GZDO-CqybORzpGIVuUHuA/viewform?usp=header


to be submitted in Spanish, and some of our published stories are bilingual or completely 
in Spanish for Spanish-speaking audiences. 

All written content published on the DPS website can be automatically translated into 
the district’s eight most commonly spoken languages. Videos were hosted on YouTube 
with captioning and transcript functionality to support accessibility. Additionally, web 
accessibility tools were used to ensure campaign executions were compliant with 
Colorado’s House Bill 21-1110.

Strategies and Tactics
To address challenges identified through our research and planning, the team created 
an innovative storytelling campaign that reimagined the word “Public” in Denver Public 
Schools through five empowering “P-words.” Our budget was $250,000. Our campaign 
tactics included: 

Organic
	ꞏ Long-form storytelling via written articles, podcasts and videos posted on the DPS 

website, and our Youtube and podcasting channels.
	ꞏ Short-form clipped versions of videos and podcasts were posted on social media 

sites like Instagram and Facebook.  
	ꞏ Dedicated campaign website.
	ꞏ District newsletters and email communications.

Paid
	ꞏ AudioGo (music and podcasts streamed in Denver) and Colorado Public Radio 

(Denver radio stations).
	ꞏ Print advertisements with 12 local media outlets (including El Semanario, Front 

Porch, Lantern, Kids Out and About, Denver North Star, Jeffco Transcript, Denverite, 
Westword, Denver Post, Bucket List Community Cafe, Denver Relocation Guide and 
Colorado Sun).

	ꞏ Bus wraps and ad placements within the light rails.
	ꞏ Billboards across Denver.
	ꞏ Meta advertising (Instagram and Facebook). 
	ꞏ Reddit advertising.
	ꞏ Broadcast and video streaming placements including Univision and 9News 

commercials.
	ꞏ Commercials during previews at four Denver movie theatres.
	ꞏ Advertising on streaming services (Hulu, Disney +, etc. in Denver). 
	ꞏ Paid search advertising through Google.

https://webaim.org/resources/contrastchecker/
https://webaim.org/resources/contrastchecker/
https://docs.google.com/document/d/1k86io0ulv1eGwMXpBGxYJO9dnUaY6zyFm4KP9lumlSk/edit?usp=sharing


Salesforce Marketing Cloud
To strengthen enrollment recruitment, improve follow-up with prospective families and 
support student retention with current DPS families, the team implemented Salesforce 
Marketing Cloud to support a more sophisticated engagement strategy. Previously, we 
identified several challenges with our 2024-25 system of communicating to families, such 
as:

	ꞏ Families interacted with stories and content but there was no efficient method to 
follow up with them. 

	ꞏ There was no system for contacting families who were not already in the DPS 
system. 

	ꞏ Messaging was not customized for various audiences, so information may have 
been irrelevant for families. 

	ꞏ We lacked an automated process to identify and nudge current families with 
missing or incomplete SchoolChoice applications. Messaging was not automated, 
requiring significant time and effort to manage manually.

	ꞏ  Stories were not connected to enrollment outcomes.

We shifted our approach to treat stories as the beginning of a “family engagement 
journey” by:

	ꞏ Capturing interest in a simple, friendly way through forms.
	ꞏ Responding quickly at a regular cadence with automated follow-up.
	ꞏ Creating dynamic and customized content and audience segments based on 

program interest.
	ꞏ Measuring our end goal (applications) not just impressions.

Seven automated audience journeys were developed within Salesforce Marketing Cloud 
to deliver targeted messaging. These included communication flows for transition-grade 
families, out-of-district prospects, incomplete applications, former DPS families and 
families seeking additional information about programs.

Emails with personalized content were sent on a structured cadence throughout the 
SchoolChoice window, with SMS follow-ups for families who did not open emails. Once a 
family submitted a SchoolChoice application, automated exit rules ensured they stopped 
receiving reminder messages.

We added UTM parameters to each marketing link shared, and we directed most 
campaign advertising to enrollment forms and the Salesforce application portal. These 
data points were logged in Salesforce and later analyzed to determine which campaign 
tactics most effectively drove applications. View more details on Salesforce and its 
impact, and for a full analysis of Salesforce impact, visit our Round 1 marketing 
dashboard. 

https://docs.google.com/document/d/1H0UoiiYPbXxXqCvTTW1U0geE2N0FR7j5VE3sjOJluTo/edit?usp=sharing
https://docs.google.com/document/d/1H0UoiiYPbXxXqCvTTW1U0geE2N0FR7j5VE3sjOJluTo/edit?usp=sharing
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5


Implementation
Implementation of the DPS Stories campaign began in September 2025 when the 
communications team opened nominations across the district to identify students, 
educators and community members who embodied the campaign’s five “P-word” themes. 
The campaign officially launched in October 2025 with the publication of the first three 
stories.

Following the launch, the team maintained a consistent publishing cadence of two to 
three stories per week across campaign platforms. Weekly Friday planning meetings 
were used to coordinate upcoming stories, confirm interview schedules and adjust 
timelines as needed. This flexible structure allowed the team to maintain momentum 
while adapting to the scheduling realities of school communities. Campaign milestones 
were intentionally aligned with SchoolChoice recruitment timelines, including enrollment 
window openings and application deadlines, ensuring that storytelling content was 
released when families were actively researching school options.

The graphic design elements and language for the five adjectives were clearly 
outlined to ensure all campaign elements were cohesive, clear and an authentic 
reflection of our unique district community.

Audience engagement and response to campaign content were monitored throughout 
implementation. The team’s media and public relations team tracked comments, 
reactions, sharing behavior and engagement metrics across platforms to gauge 
public response and identify high-performing stories. These insights informed ongoing 
adjustments to story promotion and distribution strategies, allowing the team to amplify 
content that resonated most strongly with target audiences.

Evaluation
SchoolChoice Round 1 enrollment figures show that the storytelling campaign has 
been extremely successful. Despite declining enrollment projections and a SchoolChoice 
window that opened more than a month earlier than in previous years, the campaign 
supported the district’s most successful SchoolChoice Round 1 recruitment cycle in five 
years. Overall applications reached their highest level since 2021, with increases across all 
transition grades. We received the largest number of out-of-district applicants this year in 
district history. A full analysis of every campaign tactic is detailed here.

https://www.dpsk12.org/page/stories?utm_source=nspra&utm_medium=web&utm_id=stories
https://drive.google.com/file/d/1Am0_Md_Fb4UGYXj9mpLZ40Dh6QMIJyS8/view?usp=sharing
https://drive.google.com/file/d/1Am0_Md_Fb4UGYXj9mpLZ40Dh6QMIJyS8/view?usp=sharing
https://drive.google.com/drive/folders/1QYBsH6ZMbPf8MC0AsARWN83DaPvQRlG7?usp=sharing
https://docs.google.com/document/d/1tURFeB7t_-l2SvJch9HUwojdLnjBe3dCpOopN86LVS8/edit?usp=sharing
https://drive.google.com/file/d/1mRTng38AFgcf79GrzAuD5SEvHZ8ieE_N/view?usp=sharing
https://drive.google.com/file/d/1mRTng38AFgcf79GrzAuD5SEvHZ8ieE_N/view?usp=sharing
https://drive.google.com/file/d/1a8dlJA0FoCG2j7TwE62P0f5NjHgs6yQ6/view?usp=sharing
https://docs.google.com/document/d/1noz3G6fLudlRVoH7Yb5i1RSAZkgZhJPuAa3gtZCO_1o/edit?usp=sharing


Key Performance Indicator Reporting
This campaign was able to achieve all three KPIs outlined during the project planning 
phase. See the full details of our KPI results here. We received the largest number 
of out-of-district applicants this year in district history. The campaign generated 4,509 
SchoolChoice applications, including 2,608 students new to DPS. These applications also 
included 254 students returning after leaving the district! While returning students was 
not a specific goal we set out to achieve, it is a great indicator of this campaign’s ability to 
shift perception.

Next Steps
	ꞏ Expand high-performing content categories. Across both written and video 

articles, “Proud” stories had the best engagement metrics. These stories had the 
highest amount of viewer duration among new, regular and casual viewers on 
Youtube, and the written articles had the highest average engagement time. We 
want to highlight more “Proud” stories in the future, as right now we only have 
three published stories. The team will also identify someone to interview for the 
Prósperas category so that every “P-word” in both English and Spanish has at least 
one story featured.

	ꞏ Optimize advertising flight windows. Campaign performance indicated spikes in 
engagement toward the end of each advertising flight window. Future campaigns 
will concentrate media spending into shorter, more focused flight periods to 
increase visibility and impact rather than spreading the budget across longer 
timeframes.

	ꞏ Strengthen community engagement through trusted voices. Hire local parents 
and influencers as community organizers to engage in social media, Reddit, in-
person events, parent/neighborhood groups and other community spaces where 
parents seek information about SchoolChoice and share experiences about DPS.

	ꞏ Audit enrollment touchpoints for clarity and consistency. Conduct a review 
of key enrollment touchpoints — including school tours, front office interactions 
and school-based communication channels — to identify opportunities to improve 
clarity, consistency and the overall experience for prospective families.

4,509

Enrollment 
Success

+17.6%

Sentiment 
Growth

Increase in positive media 
(Goal: 5%)

+31.9%

Engagement 
Efficiency

Google Ads CTR 
(Goal: 15%)

Applications Submitted 
(Goal:1,250)

https://docs.google.com/document/d/1noz3G6fLudlRVoH7Yb5i1RSAZkgZhJPuAa3gtZCO_1o/edit?tab=t.p96fkdwnxten
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5
https://lookerstudio.google.com/reporting/4db9dcf2-9f1f-4c55-8459-f9fce72199e5


Additional 
Support Materials
The Initial Campaign Concepts: “P” Story 
This was the selected campaign. The campaign introduced a tagline framework that 
reimagines the word “Public” in Denver Public Schools through five empowering “P” 
words — Passionate, Powerful, Proud, Prestigious and Personalized — each representing 
a different strength across DPS. Feedback from focus groups and surveys helped 
refine the final creative direction, which incorporated vibrant color elements from the 
Denversatility concept, emphasized the “PUBLIC” watermark for brand clarity, increased 
the prominence of the DPS logo and replaced existing stock imagery with real students, 
educators and community members featured in the campaign stories.



The Initial Campaign Concepts: DENVersatility
This campaign idea celebrated the diversity of DPS schools and the versatility of its students. 
This campaign idea fused “Denver” and “versatility” to reflect both school variety and student 
potential, demonstrating how they grow into adaptable, capable people ready for college, 
careers and life.



The Initial Campaign Concepts: Denver P.S.
This campaign idea played off the double meaning of “P.S.” as both postscript and an 
acronym for Public Schools, showcasing the unexpected or unseen strengths of DPS.  It was 
meant to be a heartfelt storytelling campaign where the P.S. reveals powerful insights about 
DPS and its impact.



Storytelling Campaign: Organic Examples 

Long-form storytelling via 
written articles, podcasts and 
videos posted on the DPS 
website, and our Youtube and 
podcasting channels.

Short-form clipped versions 
of videos and podcasts were 
posted on social media sites 
like Instagram and Facebook.  

Dedicated campaign website.

District newsletters and email 
communications.





Storytelling Campaign: Paid Examples 
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By Linda Kotsaftis

H
eather Holland talks about Upswell Studios in Central 

Park with pride. It’s h
er business and her commitment 

to the wellness community. There weren’t any custom-

ers on the day Holland took Front Porch on a tour of the space. 

She had recently made the difficult decision to take a break 

and close, only to reopen on a limited basis so
on after.

In mid-November, Holland sent an email to members 

announcing the closure of Upswell, a business that offers 

fitness and recovery programs. Twelve hours later, she 

received what she called a “wave of people,” urging her to 

figure out how to reopen the doors. She started making calls, 

asking, “If we could open for a few days [a week], could you 

come back?”

A week later, she reopened on a limited basis, th
ree days 

a week. Now she’s setting her sights on the first week of the 

new year to bring more services back to the community that 

has supported her. The aim, she said, is lo
ng-term stability, 

consistency, and a meaningful presence in the neighborhood 

for years to come.

“It has been hard but also very inspiring,” she said. Her 

biggest fear, after announcing that she’d have to take a pause, 

was that people would either decide to move on or would be 

angry. “The overwhelming response,” she said, was “how 

can we help?”

In Colorado, there’s a small business failure rate of 23.8% 

within the first year of opening and 50.1% within five years, 

according to a LendingTree report. 

Holland owns all three locations of Upswell, located in the 

Central Park, South Broadway, and RiNo neighborhoods. 

The former chief operating officer of CorePower Yoga and 

mother of two made a pandemic-inspired decision to be part 

of a community looking for wellness.

“It was really just getting the community back together and 

the spirit of wellness. W
e started out in City Park,” she said.  

She got a permit to hold sessions there, and everyone brought 

their own mats. O
ne thing led to another, and she opened her 

first lo
cation on South Broadway, where she tested ideas about 

what people needed for wellness.

Her success on South Broadway led to the opening of the 

Central Park studio in an area below the Hayes Apartment 

building at 2271 Clinton St., Aurora. The space is filled with 

compression therapy gear, cold plunge pools, saunas, and a 

fitness stu
dio.

“When we built this space, we knew that people love to 

move, they love to recover, and they love to connect, and so 

that’s the ethos of the space,” she said. “We are self-funded 

and have a small budget, and we said, that’s OK. We can be 
Upswell owner Heather Holland stands beside two cold plunge 

pools at the Central Park location. Front Porch photo by Linda Kotsaftis

“Even before the whole Venezuelan gang 

takeover conversation, people talk about East 

Colfax, and people are going to have their 

thoughts about what the area means. One of 

the things that I’m
 excited to take on is hopeful-

ly working with Visit A
urora to figure out ways 

in which we can start shifting the narrative, 

incentivizing business here, and incentivizing 

folks to come live here because we are just so 

rich in so many ways.”

Safety
“Safety is th

e number one concern across 

the board, and it does look different for every-

one. Some folks want more police officer 

presence in their communities. Others want 

officers to respond in a timelier manner. Oth-

ers, w
hen it comes to safety, especially after 

high profile shootings in Aurora, [have con-

cerns] centered around police accountability. 

“A lot of focus on policing, and especially 

with the conversation around the DDA, was 

homelessness and helping folks who are 

experiencing homelessness find the resources 

they need. Of course, you always have some 

who are all for the camping ban and don’t want 

to see individuals experiencing homelessness 

around their business or residences.” 

Family
“I live with my parents and two of my 

younger brothers, and I would come home 

[during the campaign] and say, ‘Guess what 

happened?’ It w
as so exciting because my 

parents, as much as they have become 

politically aware over the last 10 years, w
hen 

I was growing up, politics was not a topic that 

we talked about. It w
as something abstract. It 

wasn’t something that reflected who we were. 

We didn’t see ourselves in elected officials.”

City Co
uncil M

eeting
s

“Public comment is o
ne of many avenues 

that individuals, constituents, re
gardless of 

‘We are on
 the precipice of

 immense change.’
whether they are voters or not, can come in and 

engage with the council as a whole. And in a time 

where we’re seeing an erosion of democracy 

nationally, the power of our city council to stand 

firm in the public’s power to engage with their 

elected officials on issues they’re most passionate 

about or they’re concerned about is sy
mbolic and 

greatly needed in this day and age.”

Editor’s
 note: T

he new Aurora City Council 

voted to allow public comments in person for one 

hour before and one hour after its t
wice a month 

Monday meetings. The council’s fo
rmer conserva-

tive majority had voted to restrict public comment.

Showing up
“The commitment that I m

ade to myself as 

a candidate was how I show up as a candidate. 

[That’s] h
ow I’m going to show up as the next 

elected official for Ward I. I n
eed to figure out tim

e 

management, where I can be present, and allow the 

community to have realistic expectations of what to 

expect from me. 

“I also realize that there are different groups of 

individuals with different interests in
 what creates a 

city and what creates communities. My reflection of 

that is le
arning the things that I don’t know and to 

show up in spaces where I get to learn and I get to 

collaborate across different groups.”

Working
 with Com

munity

“I need Ward I folks to know that we are on the 

precipice of immense change and what we do now 

is going to impact us and future Aurora for years to 

come. We need to be smart about it. W
e need to be 

intentional about it.”  

Horton says she plans a consistent schedule for 

town hall meetings, with a few additional ones in 

early 2026. She said she wants to listen to and work 

with the community to create a path forward. 

The city council role is a part-tim
e position. 

Horton is also the Racial and Ethnic Disparities 

Coordinator for the State of Colorado.

She can be reached at ghorton@auroragov.org 

or 720-477-0917.

Future o
f NW Aurora

New Council
 Member Focu

ses on t
he

simple and not opulent but create a really nice, clean space 

for the community to enjoy.”

But 16 months after opening, Holland said the struc-

ture of the business wasn’t being supported by the revenue 

model. About 80% of business happened during just 40% of 

the schedule, she said, but during the quieter tim
es, labor, 

utilitie
s, and operational expenses were still n

eeded. 

She also said the planned retail corridor around the 

Central Park location—once anticipated to drive visibility—

remains vacant and the surrounding apartments have been 

slower to fill than projected.

She said she knew if she didn’t take a pause to recali-

brate, she might have ended up closing for good. So, she 

made some “tough operational choices,” including eliminat-

ing salaried staff positions. “I wanted to create really stable 

jobs for great people in this industry,” she said. “I was hold-

ing on to that up until I c
ouldn’t hold on to it any longer.” 

She did a gut check and decided she had to be OK with 

a pause and to make sure she had enough resources to 

move forward. 

With a new plan in place, Holland said she wants to 

stay at the Central Park location. “I’m putting absolutely 

every bit of effort into doing that. I know it’s a
 very anxious 

economy, and having to close was the most devastating 

professional thing I’ve ever had to do.”

Small Busin
ess Owner Works Thr

ough Ch
allenges

 

—Ward I’s
 Gianina 

Horton

Turn your house into the cozy home of your dreams this winter 

REMODELING HOUSES INTO 

HOMES FOR OVER 20 YEARS

Best Builders specializes in full home 

remodels, kitchen renovations,

and basement build-outs. We 

offer a seamless experience,

from design thru construction,

ensuring that your project’s 

vision comes to life vibrantly.

Call 303-519-7142 to schedule a consultation or reserve 

your spot on our schedule today. Licensed and insured.

www.BestBuildersDenver.com

The best design/build...let us put your ideas into action!

	ꞏ AudioGo (music and podcasts streamed in Denver) and Colorado Public Radio (Denver radio stations).

	ꞏ Print advertisements with 12 local media outlets (including El Semanario, Front Porch, Lantern, Kids 
Out and About, Denver North Star, Jeffco Transcript, Denverite, Westword, Denver Post, Bucket List 
Community Cafe, Denver Relocation Guide and Colorado Sun).

	ꞏ Bus wraps and ad placements within the light rails.

	ꞏ Billboards across Denver.

	ꞏ Meta advertising (Instagram and Facebook). 

	ꞏ Reddit advertising.

	ꞏ Broadcast and video streaming placements including Univision and 9News commercials.

	ꞏ Commercials during previews at four Denver movie theatres.

	ꞏ Advertising on streaming services (Hulu, Disney +, etc. in Denver). 

	ꞏ Paid search advertising through Google.

https://docs.google.com/document/d/1k86io0ulv1eGwMXpBGxYJO9dnUaY6zyFm4KP9lumlSk/edit?usp=sharing
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Salesforce Marketing





Comprehensive Research and Analysis

Read the details of our comprehensive research plan. 

Read the details of our full campaign analysis.

https://docs.google.com/document/d/1uzzPdAyEha4uZhlRkrdekfo5FXarAzYt1BarcLDaIvg/edit?usp=sharing
https://docs.google.com/document/d/1uzzPdAyEha4uZhlRkrdekfo5FXarAzYt1BarcLDaIvg/edit?usp=sharing
https://docs.google.com/document/d/1noz3G6fLudlRVoH7Yb5i1RSAZkgZhJPuAa3gtZCO_1o/edit?usp=sharing
https://docs.google.com/document/d/1noz3G6fLudlRVoH7Yb5i1RSAZkgZhJPuAa3gtZCO_1o/edit?usp=sharing


Storytelling Campaign: Unexpected Press 
One of the most unexpected ways that our campaign got coverage was through a fire 
at a building nearby one of our billboards. Our billboard was featured predominately in 
citywide news coverage about the fire. Gratefully, no one was hurt, however we did notice 
some comments about the campaign on social media coverage about the incident. Read 
more details about the fire event here. 

https://docs.google.com/document/d/1noz3G6fLudlRVoH7Yb5i1RSAZkgZhJPuAa3gtZCO_1o/edit?tab=t.lpnaoo23owgz


Storytelling Campaign: Evaluation and Results 

Break Out Of Adjectives: Written Articles 

Asana Project Showing Completed Tasks



DPS Video Stories Organized by Adjective and Average Watch Time on DPS Stories 
Website 

DPS Stories Webpage: Active Site Users and Average Engagement Time Per Session



Google Ads: 
Performance by Day of Week

Google Ads:  
Performance by Time of Day

Google Ads: Top Keywords

Meta Ads: Accounts Reached and Number of Link Clicks


	Structure Bookmarks



