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Introduction
Jeffco Open Space is enriching life as an essential element of a vibrant community,
providing many individual, community, environmental and economic benefits to Jefferson
County, Colorado. People rely on parks, open space, recreation programs, education
opportunities and event venues to provide healthy, nature-based outdoor experiences.
Communication and community involvement activities are critical to Inform, Inspire and
Interact with the public. This plan focuses on the communication activities of Jeffco Open
Space. Appendices provide greater detail to the overall plan.
Appendix A – Plan Application for Other Divisions within the Department
Appendix B – Spectrum of Community Involvement
Appendix C – Communications Matrix
Appendix D – Guidelines for Promotional Campaign Merchandise
Appendix E – Style Guide for terminology and graphic standards
In research conducted prior to the update of the 2014-2019 Jeffco Open Space Master
Plan, a 2011 Citizen Survey noted that after lack of time, the second most common
reason respondents did not use parks and facilities was lack of awareness of parks,
programs and facilities. As a result, Master Plan Goal #4 Develop and Employ a
Communications and Community Involvement Plan will address this need to document
processes to convey information and encourage community involvement.
COMMUNICATIONS
Overall Communications Goal
Jeffco Open Space provides accurate, consistent and timely information to our customers
—- Jefferson County residents, users of parks, trails and facilities, program participants,
and service beneficiaries.
Public information efforts will be based on warm, friendly and easy-to-understand
messages related to events, actions, facts and figures, research reports, etc. Generally
directed to outward audiences, our efforts will serve to Inform, Inspire and Interact with
the public using tactics suited to the communications goal.
GOALS:
Increase awareness of Jeffco Open Space benefits, services, responsibilities and
results
A.
Strategy: Use the information from the 2011 Citizen Survey indicating that the best
way to reach target audiences is through direct email, internet/website and at the
park facilities/program location.
Increase Panorama subscriptions from 5,000 to 20,000.
Increase Facebook fans from 3,000 to 7,000.
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Increase Twitter followers from 1,300 to 5,000.
Tactics:
Optimize use of Internet, email and park delivery methods.
Collect email addresses and organize by park, region and division for various
communications purposes.
Survey effectiveness of park kiosk and signage materials and develop strategies to
keep messages current and consistent.
Publish monthly Panorama e-newsletter.
B.

Strategy: Produce and distribute an annual report
Tactics:
Use Quarterly Management Reports to capture key accomplishments.
Annually update content to existing outline and topic areas.
Post on website and Issuu.com.

Improve communication and information management
C.
Strategy: Conduct a statistically valid, quantitative survey in 2016 or 2017 as a
follow-up to the 2011 Citizen Survey in preparation for the regular update to the
Jeffco Open Space Master Plan.
Tactics:
Carry over questions from 2011 Citizen Survey for statistical validity.
Use a third-party consultant to conduct and provide appropriate reports.
D.

Strategy: Design messages that resonate.
Tactics:
Identify what the audience wants to hear, needs to hear, and already knows, while
designing messages that address misconceptions and convey benefits..
Design messages that Jeffco Open Space is uniquely qualified and positioned to
deliver.
Ensure clarity: Would my aunt/neighbor/a new visitor understand the message?

E.

Strategy: Maintain and enhance media relations.
Issues Management
Tactics:
Seek feature reporting for compelling topics.
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Use monthly feature on KUSA-TV’s ―Colorado and Company‖ to
address specific issues.
Support rangers in creating materials related to health, safety and
natural resource protection issues in our parks, including Share &
Care messages—see Key Messages, page 7.
Emergency Public Information
Tactics:
Coordinate with law enforcement and emergency response teams.
Support County Public Information efforts.
F.

Strategy:

Employ multimedia communications.

Traditional media
Tactics:
Issue news releases to media list of newspapers, radio and television
stations. Solicit coverage from individual reporters.
Social media (Facebook, Twitter, Instagram, YouTube)
Tactics:
Create compelling messages, initiate contests and invite participation.
Utilize videos to help convey complex information and highlight
enjoyable recreation and nature/history experiences.
Brochures and other printed materials
Tactics:
Use graphic standards and warm, friendly and easy-to-understand
messages.
Website
Tactics:

Continually improve and update the website.
Review analytics quarterly.
Keep content fresh and succinct.
Create topic specific pages for critical subjects.
Provide feedback mechanisms.

Signs/Kiosks/Displays
Tactics:
Follow style guide, graphics and sign standards.
Develop attractive and engaging displays to invite public dialogue at
community festivals and promote attention at parades.
Construct and maintain a photo database for easy retrieval of images
by location and subject.
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Strategy:

Evaluate success of efforts.

Tactics:

The Communications Team seeks to identify one campaign each year
to measure existing conditions, apply communications strategy, and
measure resulting conditions such as a change in compliance rates or
reduction in citations issued or complaints received.

Increase employee motivation and satisfaction
H.
Strategy:
Provide opportunities for employee dialogue and recognition.
Tactics:

Conduct Director’s Forum events every 2 months featuring
information from the director and key staff.
Publish Parks Payday Post employee newsletter.
Regularly acknowledge staff service milestones.
Conduct biannual surveys to gauge satisfaction with internal
communications.

I.

Strategy:

Support acknowledgement of extraordinary work through award
nominations and media placements.

Tactics:

Monitor award opportunities and solicit nomination information and
materials for submission.

Increase employee knowledge, skills and abilities
J.
Strategy:
Support continuing education, networking and training for
Communications Team members.
Tactics:

Dedicate time to network and build relationships with other
professional communicators.
Encourage membership, participation and conference attendance in
government communications organizations such as National
Association of County Information Officers (NACIO), National
Association of Government Communicators (NAGC) or City-County
Communications and Marketing Association (3CMA).

COMMUNITY INVOLVEMENT
Purpose
Community involvement allows Jeffco Open Space to receive information from the
community on an ongoing or project-specific basis to help form decisions related to our
projects, programs and services.
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When a need to seek public involvement is identified, the dynamics of communication
evolve from an outward messaging effort to a dialogue through interaction. The desired
outcome may provide input on a management change to temporal separation of users or
designated uses of trails. The level of effort to capture community involvement will be
commensurate with the project or proposal. We will draw on a menu of options listed
within the Spectrum of Community Involvement in Appendix B. Resources include:
website, community meetings, surveys, postings, emails, focus groups, listening logs,
report on findings, minutes of meetings, open houses, volunteer events, volunteer
feedback and special events. These methods also provide opportunity for ongoing
dialogue without the need for specific project responses. Values and behaviors expected
from staff during any community involvement process: listen, be genuine, be consistent,
be gracious, be transparent, know your boundaries, be positive, stay on topic, respect
privacy, be truthful.
Increase community involvement
K.
Strategy:
Define and promote methods for citizens to communicate needs and
interests.
Tactics:

Invite public involvement and make process apparent.
Use Spectrum of Community Involvement – see Appendix B.
Conduct web surveys and social media polls.
Continue to promote jeffcoparks@jeffco.us for sending comments.
Build stronger relationships thorough community relations
opportunities.
Research news techniques for citizen engagement and apply as
appropriate.

L.

Strategy:

Develop and implement community involvement guidelines and
strategies suited to each circumstance.

Tactics:

Use communication project process to develop goals and tools
appropriate to the situation.
Employ email lists and newsletters to invite participation.
Use contacts at Homeowners Associations to invite participation.
Match level of communication/involvement effort needed with the
project or proposal significance or scope.
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Strategy:

Continually improve and provide opportunities for feedback and input.

Tactics:

Engage the public through participation in community festivals,
parades and events hosted by partner organizations and neighboring
municipalities.
Communicate with homeowner associations and invite feedback.
Research and evaluate mechanisms for polling or feedback using
mobile devices.
Promote the use of comment cards or NPS scoring.

N.

Strategy:

Public Participation Delivery

Tactics:

Invite participation through communication mechanisms.
Help create a welcoming environment.
Train staff and volunteers before public participation events.
Develop tools for feedback through electronic devices, polling or
comment cards.
Match level of communication/involvement effort with scope and
significance of the project or proposal.
Acknowledge public participation through posting of comments in
listening log, or showing polling results for a particular effort on
website and in media releases.
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Key Messages
Enriching Life
Jeffco Parks and its divisions enrich life. We provide quality experiences for our
customers, visitors, participants, staff and volunteers. With unique and accessible
parks across the County and knowledgeable, caring staff, we offer an enduring
value for businesses, their employees and the community at large.
Share & Care
Knowledge is powerful. By having an understanding of the value of the outdoors
and the amenities within Jeffco Parks, our customers will have a greater
appreciation for the park resources that we steward. The Share & Care message is
reinforced by Leave No Trace ethics, natural resource management expertise, and
programs provided by Colorado State University (CSU) Extension, Lookout
Mountain Nature Center and Hiwan Homestead Museum. A variety of volunteer
opportunities allows the public to engage in sharing and caring for their parks in a
deeper way, and extends the work of the organization.
Lifelong learning and award-winning programs may be emphasized under the
banner of Share and Care.
Nature-Health Connection
Enhance the ongoing partnership with Jeffco Public Health to call attention to
research connecting outdoor recreation with better health. Produce monthly news
releases shared with cities and districts for their communication outlets. Promote
healthy opportunities for citizens, promoting physical and economic vitality in the
process.
Target Audiences
Jefferson County residents
Park and facility visitors
Potential park and facility users
Advocates of Jeffco Open Space and Parks including volunteers and staff
Elected officials, advisory committees and key decision makers
Economic development community and local/regional businesses
Media
Guiding Principles
1.
Focus on the message—keep it consistent in style and intent.
2.
Inform staff and the public throughout implementation of Jeffco Open Space
projects.
3.
Utilize a variety of means to reach target audiences—website, email, social media,
videos, public events, open houses, signs, posters, and park-specific outreach.
4.
Ensure proper and consistent use of logos and taglines.
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Promote balance.
Match communication efforts to the project/management scope and significance
Be clear, be concise and anticipate questions.
Tie messages to achievement of master plan objectives.
Maintain confidentiality of real estate transactions until final terms are disclosed at
an Open Space Advisory Committee meeting. Keep confidential Executive Session
content regarding Section 24-6-402 (4)(b) concerning Legal Advice; Section 24-6402 (4)(a) concerning purchase, acquisition, lease, transfer or sale of property; 246-402 (4)(e) concerning negotiations.

Communication/Involvement Process
1.
Prepare a business case or information sheet to ensure all facets of the subject are
covered and information is up-to-date.
2.
Establish objectives for communication.
3.
Determine strategy and challenges.
4.
Reach out to subject experts.
5.
Know the audience
6.
Craft the message using the principle of Inform, Inspire and Interact.
7.
Choose the tools.
8.
Once completed, provide a report to the public on conclusions, future actions.
9.
Evaluate success.
Operating Plan
Each year an operating plan will outline specific tactics, budgets and measurements to
meet division and department goals identified as priorities and tied to the annual budget.
Marketing
Marketing provides the opportunity to connect related programming and services to our
customers. The objective of cross promotion is to provide a greater benefit to the
customer and exposure of services to new audiences. The marketing budgets are
allocated at the discretion of the Communications Manager.
Marketing Goals
Increase awareness of Open Space and Parks and our role in enriching life.
Help connect outdoor recreation with health.
Increase consumer awareness of Commission for Accreditation of Park and
Recreation Agencies (CAPRA) certification after awarded.
Collect, provide and maintain email contacts and subscriptions to promote the
benefits and opportunities of life-enriching experiences.
Marketing Focus
Existing Products and Services—continue and enhance marketing of our products,
programs and services through all channels.
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Increase support for program offerings and build volunteer base.
Conduct market research of industry statistics, program attendance and service ratings as
calculated by Net Promoter Score (NPS).
Main Initiatives
Build stronger relationships by encouraging networking and regular interaction with peer
agencies, community organizations and colleagues. Relationships often bear fruit through
opportunity.
Improve training, systems for program delivery (photo image database, ActiveNet
registration and reservation system)
Increase market penetration with a stronger volunteer base to take programs and
messages to our parks and to our visitors.
See Appendix D for Guidelines for Promotional Campaign Merchandise.
Issues and Challenges
Continued population growth will impact services and facilities. Divisions have separate
funding sources and limited resources. Extensive project lists can be overwhelming and
can constrain making time for the future. Every message is challenged to cut through the
clutter and flood of messaging to our audiences. Tailor mediums to generational
preferences.
Evaluation and Measurement
A variety of resources are available to evaluate efforts, including surveys, questionnaires,
program evaluations, NPS Scores, focus groups and stakeholder sessions. Assessments
of leadership and staff performance are based on objectives and established evaluation
criteria. Social media and website analytics provide data for evaluation. The
Communications Team seeks to identify one campaign each year to measure existing
conditions, apply communications strategy, and measure resulting conditions such as a
change in compliance rates or reduction in citations issued or complaints received.
Budget and Resource Development
A challenge to communications, community involvement and marketing is the restrictive
and multiple funding mechanisms at play including the Jeffco Open Space Sales Tax.
Marketing budgets for the Jeffco Fairgrounds, Boettcher Mansion and CSU Extension
compete for funding with other operating expenditures from the County’s General Fund.
Summary of efforts:
Share news and information in a timely, concise and easy-to-access manner.
Learn about the needs and desires of our citizens, visitors and participants through
ongoing interaction and dialogue
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Standardize internal and external communications to ensure clarity and
consistency.

Appendix A – Plan Application for Other Divisions
Much of this plan may be applied to communication activities for the Jeffco Fairgrounds,
CSU Extension in Jefferson County, the Boettcher Mansion and Jeffco Weed and Pest as
sister divisions within the Parks Department. Special campaigns will require collaboration
with Communication Team to create, deliver and evaluate efforts.
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Appendix B - Spectrum of Community Involvement
Method
Announcement
Email Contact:
jeffcoparks@jeffco.us

Description
Posting of information to
include a contact for public
comments.
Submittal of public
comments on any topic
through email.

Park/Region-Specific Email
Lists. Examples:
crownhill@jeffco.us
apexpark@jeffco.us
ntmpark@jeffco.us
vanbibberpark@jeffco.us
HOA contact list

Subscription email lists for a
particular park or region

Open House

Special event inviting public
to learn about a proposal
through presentation and
information stations. May
use electronic/digital polling
to capture input.
Third Party Vendor conducts
and mediates topical
discussion via telephone.
Can be random phone
numbers or zip code
located. Fee based on
number of outgoing calls,
generally one-hour in length
More formal settings,
regularly scheduled before
an Advisory Committee with
a published agenda
Limited, topic specific work
in collaboration with staff to
research and vet potential
solutions to a particular
issue.

Telephone Town Hall

Public Meetings

Working Groups

Objective
Receive general thumbs up or
thumbs down for proposal
Provide continuous opportunity
for public input. Responses
provided within 3 business days
unless there is agreement with
the sender and information
provider to an alternative
delivery date.
Receive updates on parkspecific matters from the
Regional Supervisor or
Communications Team

Obtain general comments using
comment cards. Establish a
listening log that is provided on
website for public review.
Opportunity to have public select
from options presented.
Provide a greater outreach to
listen to discussion and limited
opportunity for questions.
Questions moderated by vendor.
Greater potential reach than a
public meeting. Allows more
participation.
General public comments or
specific testimony on an agenda
item.
Recommendation to staff and
Advisory Committee
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Personal initiatives to give
time and talent for the
benefit of the organization.
May manifest as:

Single event participation
introduces the volunteer to the
program and allows for limited
commitment.

Single event participation

Ongoing role as an extension of
staff, either in a single Volunteer
position or multiple positions.

Ongoing participation
Advisory Committee
appointment

Appointment to Advisory
Committee by Board of County
Commissioners helps formulate
recommendations to the Board.
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Appendix C – Communication Matrix
Item

What

Who

When

How

Where

Staff Leads

PARKS:
Recap or
year in
review,
includes
financial
information,
management
updates,
project
completions

Jefferson
County
residents,
friends of OS,
fellow
agencies

Annually

e-book on
issuu.com, pdf
on website

Online

Comm.
Team;
Boettcher,
CSU
Extension,
Fairgrounds

Monthly email
Newsletter/
Programs
Guide
PANORAMA

Parks
Department:
Update of
activities,
project
completion
news,
features,
achievements
recognitions
programs
guide

Parks, County
residents and
visitors

Monthly

Email, website

Online,
subscription

Comm. Team

Pay Day Post

PARKS:
Internal
Jeffco news
and
guidance
Multiple
topics/WIG
/NPS reports
What

Parks
employees

Monthly

Emailed each
month

Email

Comm. Team

Work groups

Scheduled

Who

When

How

Where

Staff Leads

Report to
BCC, public
on quarterly
accomplishments

Parks

Quarterly

Photo copied
and digital

Update to
BCC, website

Thea, Jacki,
Scott,
Cynthia

SCHEDULED
Annual
Report

Staff
Meetings
Item
TOPIC
RELATED
Quarterly
Reports

Manager/
Supervisor
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Site or
project
specific with
background,
timetable,
context,
maps…
whatever
helps the
reader be "in
the know"
about a
major
undertaking
Background
Information
on a project
or program

Neighbors to
the topic
location, staff,
decision
makers,
media,
community

As needed

As necessary

Email, online
primarily with
limited
printed
copies

Comm. Team

Staff resource
for
development
of
presentations,
letters or
corresponden
ce with
citizens/
stakeholders

As needed

Created for
every capital
projects,
management
issue or
action.
Includes who,
what, when,
where, how
and why

Shared
drives,
Livelink,
website

Assigned
staff

Facebook

Social media
site which
allows
messages
and photos
to be posted
for
friends/fans

Social media
users, video
and photo
friendly, link to
website for
details

Daily

Posting on
Facebook

Comm. Team
and division
coordinators

Twitter

Social media
closely tied
to Facebook
- messages
limited to
140
characters

Twitter users,
social media
participants,
link to website
(authority) for
details

Daily to
weekly

Tweets

Jeffco Open
Space, Hiwan
Homestead
Museum,
Lookout
Mountain
Nature
Center,
Fairgrounds,
Boettcher
Jeffco
Open Space
Rangers
LMNC
Hiwan
Boettcher
Fairgrounds

Newsletter or
video format

Resource
Documents
/Information
Sheets

Will, Katie,
Jeff, Rangers
Laura/Megan
Kati Miller
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Quick
Response
codes read
by smart
phone
application,
link to
website or
mobile site
Smart phone
application –
in
development

Smartphone
users

Various

Posting QR
codes at
kiosks, on
brochures

Open Space
CSU
Extension

Comm. Team

Smartphone
users

Various

Post through
application

Open Space

Katie

Instagram

Social media
platform
focused on
photos

Smartphone
users

Various

Post through
application

Open Space,
LMNC,
Boettcher
Mansion

Comm.
Team; Alexis,
Laura, Megan

Direct
Mailings

Topic
specific
corresponde
nce

neighbors,
interest
groups, and/or
general public

As needed to
communicate
management
policy or
planning items

US Mail

Mailed to
target
audiences,
posted on
website and
at parks

Thea and
assigned staff

Public
Meetings

Open
houses,
Advisory
Committees/
Boards,
HOAs

General
Public

Regular and
as needed

Posted
meetings

Online and
outside
Hearing Rm 1

Assigned
staff

Information
on Jeffco
Parks
homepage
and each
division

General
Public

24/7
accessibility

Posting to
web

Online

Comm.
Team,
Alexis-LMNC;
FairgroundsKati; LauraBoettcher

County
internal
website for
employee
information

County
employees
policy events
and employee
info

Desktop,
Frontline

Daily updates

Comm. Team

Yonder

OTHER
TOOLS
Websites

Intranet/Front
line
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Email

Electronic
messages

All staff &
public

As needed

Desktop, login

Outlook

Everyone

Livelink

Document
Management

County
Employees

As needed

Desktop

On network

Everyone

Item

What

Who

When

How

Where

Staff Leads

Newsletter
for Master
Gardeners

Mary Small

Monthly

Email

CSU
Extension
Grapevine

Mary, Bob

Boettcher
Mansion
TBD
Fairgrounds
TBD
Jeffco Weed
and Pest
TBD
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Appendix D – Guidelines for Promotional Campaign Merchandise
When selecting merchandise for giveaways, consideration must be given to the project
budget, the audience and the message to be conveyed. To ensure a powerful promotion,
Items need to have a shelf life and be desired by the target audience or they become
items easily discarded and opportunity lost.
PROJECT
Parades

DISTRIBUTION
Hand outs

PRICE POINT
Under $1.00

Expos

Booth – capture
emails

Under $2.50

Doing the Right
Thing rewards

Volunteer
observation

Under $3

Volunteer Projects

Event/registration –
capture emails

Under $5

Volunteer Service

Special recognition
event

Range $10-$12

RECOMMENDATIONS
Stickers, pencils, pens,
jar openers, temp tattoos
Sunscreen, lip balm,
pens, bags, collapsible
fans, nail files or clippers
Poo bag dispenser,
collapsible dog dish, tire
patch
License plate frames,
poop bag dispensers,
dog accessories, enamel
coffee cups, socks, cell
phone armbands, bike
tire repair kits, message
bandanas, durable water
bottles, pocket tool
Apparel, backpack,
coolers, lanterns, picnic
blanket , mini maglight

Appendix E – Style Guide – see attached
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A

as a noun, means result: The cumulative
effect was overwhelming.

The Access Fund
Acronyms – Spell out on first reference,
place acronym in parenthesis following first
reference, acronyms OK on subsequent
references.
Acre – Equal to 43,560 square feet. One
square mile is 640 acres.
Addresses – Use the abbreviations Ave.,
Blvd. and St. only with numbered
addresses: 1600 Pennsylvania Ave. Spell
out and capitalize when part of a formal
name without a numbered address, e.g.
Stagecoach Boulevard, Evergreen Parkway,
Robinson Hill Road. All similar words (alley,
drive, circle, road, etc.) are spelled out in
both cases.
Adverse, averse – Adverse means
unfavorable, averse means reluctant.
Advisory Committee – preferred second
reference to any BCC appointed body. Do
not use OSAC for Open Space Advisory
Committee.
Affect, effect – Affect, as a verb, means to
influence: Bill’s temper affected Joey’s
confidence. Effect, as a verb, means to
cause: He effected many changes. Effect,

A-frame
After- – No hyphen when it is used to form
a noun: afterthought, aftereffect. Follow with
a hyphen when used as a compound
modifier: after-dinner drink.
Afterward – Not afterwards.
Ages – Always use figures for people and
animals (but not for inanimates): Sue Smith
is 15 years old; the law is eight years old.
Use hyphens for ages expressed as
adjectives before a noun or as substitutes
for a noun. Examples: A 5-year-old boy, but
the boy is 5 years old. Joe Schmoe, 23, has
a 2-month-old son. The program is for 3- to
6-year-olds. The woman is in her 30s.
Alderfer/Three Sisters Park
All right – Two words. Not alright.
Amber Alert
Among, between – Between introduces
two items, among introduces more than two.
However, between is the correct word when
items are considered one pair at a time:
Negotiations are under way between Jeffco
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Open Space and Larimer, Douglas and
Clear Creek counties.

Boettcher Mansion – Use the full name in
all references, not just Boettcher.

a.m., p.m. – Lowercase, with periods. Avoid
the redundant 10 a.m. this morning.

Boldface font – OK to use for bylines,
headers or subheads. Do not use for
individual words within a paragraph.

Apex Park
Apex Park and Recreation District

Boy – Applicable until 18th birthday. Use
man or young man afterward.

April Fools’ Day

Bride, bridegroom, bridesmaid

autumn

C

Ax – Not axe.

Cancel, canceled, canceling, cancellation

B
Backfire – In wildfires, this term is for a fire
set along the inner edge of a fire line to
consume the fuel in the fire’s path or
change its direction.
Backward – Not backwards.

Capitalization – In general, avoid
unnecessary capitals. Proper nouns and
proper names begin with capital letters.
Proper names, however, are lowercase
when they stand alone on subsequent
references: Clear Creek River becomes the
river. Lowercase the common noun
elements of names in all plural uses:
Jefferson and Clear Creek counties.

Baehrden – Not Baehrden Lodge.
Car pool
Barbecue – Not barbeque or BBQ.
Cathedral Spires Park
Because, since – Use because to denote a
specific cause-effect relationship: He went
because he was told. Since is acceptable
when the first item in a sequence leads into
the second, but was not its direct cause:
They went to the Fair, since they’d won free
tickets.

Cell phone
Centennial Cone Park
Children – Call children 15 or younger by
their first name on second reference.

Benefit, benefited, benefiting

Clear Creek Canyon Park

Bergen Peak

Coal Creek Canyon Park

Bimonthly, biweekly – Means every other
month/week. Semimonthly or semiweekly
means twice a month/week.

Colorado – Abbreviated is Colo., as in the
man drove to Pagosa Springs, Colo. to go
skiing.
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Colorado Mountain Club – CMC
acceptable on second reference.
Commissioner – Do not abbreviate.
Capitalize when part of a formal title before
a name. Commissioner John Smith vs. John
Smith, commissioner.
Complementary, complimentary – A
complement completes something else or
makes it better. A compliment is offering
praise.
Compose, comprise – Compose means to
create or put together: She composed a
song or The United States is composed of
50 states. Comprise means to include or
embrace. It should only be used in an active
voice; is comprised of is faux pas. The
United States comprises 50 states, never
The United States is comprised of 50 states.
Conservation Trust Fund – Colorado
Lottery proceeds distributed for park and
recreation development.
Council, councilor, councilman,
councilwoman
Countryside

Criterion, criteria (single, plural)
Crusher fines – Finely crushed rock used
instead of pavement on trails.

Cub Scouts

Dates – Always use Arabic figures (1, 2, 3,
4, etc.) without -st, -nd, -rd, or -th. The trial
is set to begin June 21. Christmas is
December 25.
Daylight-saving time
Deer Creek Canyon Park
Denver Mountain Parks
Dietitian – Not dietician.
Different – Takes the proposition from, not
than. A road bike is different from a
mountain bike.
Directions – In general, lowercase north,
south, northeast, western, etc. Capitalize
when part of a proper noun or designate
regions, such as the Midwest or North
Maroon Peak.
Director – Tom Hoby is Director of Open
Space and Parks.
Discovery Days – Summer program at
Hiwan Homestead Museum.

Crisis, crises (single, plural)

CSU Extension

Dam – Capitalize only when part of a proper
name, e.g. Hoover Dam.

Distances – Use figures for 10 and above,
spell out one through nine. He walked four
miles. He rode 11 miles.
District attorney – Do not abbreviate.
Capitalize when part of a formal title before
a name.
Drought
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Father’s Day

Eagles Nest, Owls Roost – ENOR
acceptable on second reference. Program
now includes Falcons Aerie for sixthgraders.
Elk – Both singular and plural. Do not
capitalize unless at the beginning of a
sentence.

Federal Emergency Management Agency
– FEMA acceptable on second reference.
Fewer, less – In general, use fewer for
individual items and less for bulk or quantity.
Fiancé (man), Fiancée (woman)

Elk Meadow Park

Firefighter, fireman – Firefighter is
preferred.

Elk Meadow Park Dog Off-leash Area –
Avoid using the acronym DOLA for public
consumption. Instead, use the off-leash
area or similar phrasing on subsequent
references.

Flier, flyer – Flier is the preferred term for
an aviator or a handbill. Flyer is the proper
name of some trains and buses, e.g. The
Western Flyer.
Flying J Ranch Park

En route – Always two words.
Ensure, insure – Use ensure to mean
guarantee. Use insure in references to
insurance.
Environmental Protection Agency – EPA
acceptable on second reference.
Evergreen Park and Recreation District
Executive Director – Capitalize before a
name only if it is a formal organizational
title.

F
Fairgrounds – Use Jeffco Fairgrounds.
fall
Farther, further – Farther refers to physical
distance, further refers to an extension of
time or degree.

Floodwaters
Foothills Park and Recreation District
Forecast – Use forecast also for past tense,
not forecasted.
Forward – Not forwards.
Foul, fowl – Foul means offensive, out of
line. A fowl is a bird.
Fourth of July, July Fourth,
Independence Day – All acceptable. Not
July 4th or 4th of July.
4x4 – Four-wheel drive is preferred, unless
4x4 is part of the vehicle’s proper name.
Frisbee – A trademark. Use Frisbee disc for
the trademarked version, or flying disc.
Front line (n.), front-line (adj.)
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Front page (n.), front-page (adj.)
Full time (n.), full-time (adj.)

Greater – Capitalize when used as the
proper name of an area and surrounding
region: Greater Denver.
Great Plains – Capitalize Great Plains or
the Plains when referring to the U.S. prairie
lands.

G
Game plan
Great Outdoors Colorado – GOCO
acceptable on second reference.
Getaway

Groundhog Day
Group – Takes singular verbs and
pronouns. The group is debating its future.
Grown-up (n. and adj.)

Get-together
Girl – Applicable until 18th birthday is
reached. Use woman or young woman
afterward.

H

Girl Scouts

Half-mast, half-staff

Golden Cliffs – Climbing area at North
Table Mountain Park

Hand-held

Gold-panning, gold-panner

Handmade
Hand-picked

Good Friday

Hanukkah

Government – Always lowercase, never
abbreviated. The federal government, the
state government, the county government.
Governor – Capitalize and abbreviate as
Gov. when used as a formal title before a
name, e.g. Gov. John Hickenlooper.
Grade, grader – Hyphenate both the noun
version (first-grader, third-grader, 11thgrader) and the adjective version (ninthgrade student).
Gray – Not grey, except for greyhound.

Health care – Two words.
Hildebrand Ranch Park
Historic, historical – A historic (not an
historic) is a landmark event that stands out
in history. A historical event is anything that
occurred in the past.
Hiwan Homestead Museum – Hiwan
acceptable on second reference.
Hiwan Kids
Homemade
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Home page

J

Hometown

Jeep, jeep – Lowercase when referencing a
military vehicle, capitalize if talking about
the civilian trademarked vehicle

Hot line
Hotshot – Capitalize when referring to elite
firefighting crews or their members.
Hyper- – In general, no hyphen when used
as a prefix. Hyperactive, hypercritical.

Jeffco Open Space – JCOS acceptable on
second reference. However, Jeffco Open
Space preferred. Avoid the standalone
Open Space. See Open Space entry.
Jeffco Fairgrounds – The Fairgrounds
acceptable on second reference,
capitalized.

I
Impassable, impassible – Impassable
means the passage is impossible,
impassible means a lack of sensitivity to
pain or suffering.

Jeffco Parks
Jefferson County

Incorporated – Abbreviate to Inc. and do
not set apart with commas, e.g. Tom’s
Construction Inc.

JPEG, JPG

Independence Day – Fourth of July and
July Fourth also acceptable.

Junior, senior – Abbreviate as Jr. or Sr.
only as part of a full name, and do not
precede by a comma: John Smith Jr.

Indians – American Indian is the preferred
term when used in the U.S.
Infant – Applicable to children through 12
months old.
Internet – Capitalized.

Judgment

K
kerosene – Formerly a trademark, now a
generic term.
Kindergarten

intranet – Lowercase.

Kwanzaa

Italics font – OK to use for bylines, headers
or subheads. Do not use for individual
words within a paragraph.

L
Lair o’ the Bear Park
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Lake – Lowercase as part of a proper name
(Summit Lake, Lake Erie), but lowercase
plural uses (Pine Valley and Summit lakes).

Manageable

Latitude and longitude – Latitude is the
distance north or south of the equator and is
designated by parallels, longitude is east or
west of Greenwich, England, and is
designated by meridians.

Matthews/Winters Park

Lay, lie – The action word is lay and it takes
a direct object; lie indicates a state of
reclining, and its past tense is lay.

Martin Luther King Jr. Day

Media – In the sense of mass
communication, media is plural: The
newspaper media are covering the story.
Memento, mementos
Memorial Day
Meyer Ranch Park

Liaison
Miles per gallon – The abbreviation mpg is
acceptable, no periods.

Life-size
Lightning

Miles per hour – The abbreviation mph is
acceptable, no periods.

Login, logon, logoff – But use as two
words in verb form, e.g. You should log in to
your computer.

Mock-up
Monthlong

Long term, long-term
Mosquito, mosquitoes
Longs Peak – No apostrophe.
Mother’s Day
Long time, longtime – They have known
each other a long time; they are longtime
partners.

Mountain bike, mountain biking,
mountain biker

Lookout Mountain Nature Center – LMNC
acceptable on second reference.

Mountain Standard Time (MST),
Mountain Daylight Time (MDT)

M

Mount Evans – Elevation 14,264’.

Magazine names – Capitalize the formal
title but do not place in quotations or italics
(National Geographic Magazine);
Lowercase magazine unless part of the
publication’s formal title (Harper’s
Magazine, Time magazine).

Mount Falcon Park
Mount Galbraith Park
Mount Lindo
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Multi- – In most cases, no hyphen:
multitalented, multifaceted, multicolored,
multiuse.

other uses, including the DA’s office or land
management office.
Off of – The of is unnecessary; He fell off of
the bed should be He fell off the bed.

N
Names – In general, use last names only on
second reference; the exception is for
children 15 or younger, in which case first
names should be use on second reference.
National Rifle Association – NRA
acceptable on second reference.
Nationwide
Newsstand
New Year’s, New Year’s Eve, New Year’s
Day
Nighttime
No. – Use No. as an abbreviation for
number in conjunction with a figure denoting
position or rank (No. 1 finisher, No. 12
runner).

OK, OK’d, OK’ing, OKs –Not ok, o.k., O.K.
or okay.
Old West
On – Do not use on before a date or day of
the week when its absence would not lead
to confusion. The meeting was Aug. 22. We
met beforehand with Thea on Monday.
(Thea Monday could be construed as a
proper noun.)
Online – One word in all cases.
Open Space – Not plural or possessive, as
this is a division of Jefferson County
government. Most often used as Jeffco
Open Space.
Open Space Advisory Committee – do
not use OSAC, use Advisory Committee on
subsequent references.

North Table Mountain Park

Opossum

Numerals – In general, spell out one
through nine and use numerals for 10 and
above; the exception is at the beginning of a
sentence, when all references should be
spelled out (or the sentence reordered)

P

Nylon – Not a trademark, lowercase.

Parallel, Paralleled, Paralleling

O

Part time, part-time – Hyphenate when
used as a compound modifier. Jeff works
part time. He holds a part-time position.

Office – Capitalize when part of an
organization’s formal name: The Office of
Management and Budget; lowercase in all

Page numbers – Use figures and capitalize
page, e.g. Page 3, Page 327.

Passer-by, passers-by
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PDF – Acronym for Portable Document
Format.

p.m., a.m. – Lowercase, with periods. Avoid
the redundant 10 p.m. tonight.

Pedal, peddle – When riding a bicycle, you
pedal it. Peddle refers to selling an item.

Pothole
Presidents Day

People, persons – Use person when
referring to a single individual and people
when referring to a group of individuals.
Persons should be avoided unless as part
of a direct quote or in reference to the
Bureau of Missing Persons.
Percent – One word, spelled out. Not %. He
got 10 percent of the vote. About 95 percent
of the trails are open.

Preventive – Not preventative.
Privilege, Privileged
Professor – Never abbreviate, and
lowercase before a name. Use only on first
reference.
Pull out (v.), pullout (n.) – A roadside
parking or passing area is a pullout.

Photoshop – Capitalized as a trademark
for the photo editing software.

Q

Picnic, picnicked, picnicking, picnicker

Q-and-A format

Pikes Peak – No apostrophe.

Questionnaire

Pine Valley Ranch Park

Questions – Avoid asking questions in a
news release, e.g. “Are you ready for
adventure? Then join this class on Sept. 4.”

Pine Lake
Planets – Capitalize the proper names of
planets, including Earth when used as the
proper name for our planet. The astronaut
returned to Earth.
Plants – In general, lowercase the names
of plants, but capitalize proper nouns or
adjectives that occur within a name.
Douglas fir, white clover, Scotch pine, white
fir. If a botanical name is used, capitalize
the first word and lowercase the others.
Callicarpa americana.

Quotations – In most cases, separate from
paragraphs and provide quotes standing
alone. Commas are inside of quotation
marks. Attribution at end of the quote, full
name and title on first reference (if not
already provided) and last name only in
subsequent references. Use only the verb
said, without adverbs. “Dogs are allowed
off-leash in the Dog Off-Leash Area at Elk
Meadow Park,” said Thea Rock,
Communications Manager for Jeffco Open
Space. “Apex Park is one of the jewels in
the Open Space system,” Rock said.

Plow – Not plough.
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Road – Do not abbreviate.

R
Radio station – The call letters alone are
usually adequate, but when the phrase is
needed, use lowercase: radio station
WFNZ.
Railroads – Capitalize when part of a
formal name: the Durango-Silverton Narrow
Gauge Railroad. Railroad companies vary
the spelling (railroad, rail road, railway, etc.),
use whatever the company prefers on first
reference. On second reference, use the
railroad. Use railroads in lower case for all
plurals, e.g. the Penn Central and Santa Fe
railroads.

Rock ‘n’ roll
Rock climbing, rock climber, rockclimbing area, rock-climbing gear
Rocky Mountains – Or simply, the
Rockies.
Rosh Hashana – Jewish new year, in
September or October.
R.S.V.P.
Runner-up, runners-up

S

Rainstorm
Ranges – $12 million to $14 million, not $12
to $14 million.
Ratios – Use figures and hyphens. The
ratio was 2-to-1, a ratio of 2-to-1, a 2-1 ratio.
Real estate agent – Preferred over realtor.

School grades – Same rules as normal
numbers. Spell out one through nine, use
numerals for higher. For 10th, 11th and 12th
grades, use the –th but not as a superscript.
Hyphenate when using grade as a
compound modifier or a noun, e.g. The
sixth-graders were having lunch with the
11th-grade class.

Recreation – Preferred over recreational.
scuba – Lowercase acronym for selfcontained underwater breathing apparatus.

Re-elect, re-election
Reign, rein – The leather strap for
controlling a horse is a rein. A ruler reigns.
Revolutions per minute – The
abbreviation rpm is acceptable on first
reference in specialized contexts, such as
an auto column. Otherwise do not use until
second reference.
Reynolds Park
Right of way, rights of way

Seesaw
Self- – Always hyphenate. Self-powered,
self-controlled, self-assured, self-defense.
Semi – In general, no hyphen. Semifinal,
semiannual, semiofficial.
Semiannual – Twice a year, a synonym for
biannual.
Serial comma – In general, avoid a comma
before the last item in a list. Also known as
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the Oxford comma. Exceptions are made
when an extra comma provides clarity in an
otherwise confusing sentence. Jeffco Open
Space is a haven for hikers, mountain
bikers, climbers and other outdoors
enthusiasts.

spring, springtime – Lowercase.

Sewage, sewerage – Sewage is waste
matter. Sewerage is the drainage system.

summer, summertime – Lowercase.

Sheriff – Capitalize when used as a formal
title before a name.

Statewide
Sub- – In general, no hyphen. Subzero,
subculture, subdivision, subcommittee.

Super- – In general, no hyphen.
Supercharge, superpower, superhighway.
Suspensive hyphenation – The form for a
hyphenated list: The 5- and 6-year-olds
attended a Junior Ranger program.

Sightseeing, sightseer
Sign-up (n. and adj.) – Use two words with
no hyphen in verb form.

Sweat pants, sweat shirt

Ski, skis, skier, skied, skiing

Switchback

Smart phone

T

Smokejumper

Take off (v.), takeoff (n. and adj.)

Snowdrift, snowfall, snowflake,
snowman, snowplow, snowshoe,
snowstorm, snowsuit
South Suburban Park and Recreation
District
South Table Mountain Park – South Table
Mountain acceptable when talking about the
mesa itself.
South Valley Park
Spokesman, spokeswoman – Never
spokesperson. Use a representative if the
sex is unknown.
Sport utility vehicle – SUV acceptable on
second reference.

Temperatures – Use figures for all except
zero. Use a word, not a minus sign, for
subzero temperatures. The day’s high was
in the 30s. The overnight low was 10 below
zero. It should get up to about 80 degrees
Saturday.
Thermos – Formerly a trademark, now a
generic term for any vacuum bottle.
Tie in (v.), tie-in (n. and adj.) – Students
will learn how to tie in to their climbing
harness through the tie-in point.
Titles – Capitalize formal titles when
preceding a name, lowercase in all other
instances. The fire is 93 percent contained,
according to Fire Chief Jim Smith. “All
owners should pick up after their dogs,” said
Thea Rock, communications manager.
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Tomorrow, yesterday – Do not use. Use
Monday, Tuesday, etc. for days of the week
within seven days before or after the current
day of the week. Use the month and figure
for dates beyond this range.
Trail names – Capitalize and use full formal
name on all references, e.g. Hardscrabble
Trail, Rimrock Trail.

V
Van Bibber Park
Veterans Day
Veto, vetoes, vetoed, vetoing
VIP, VIPs

Trailhead
Times – Use figures except for noon and
midnight, and separate and use periods for
a.m. and p.m. Examples: 3 a.m., 11:30 p.m.

W
Washington’s Birthday – A synonym for
Presidents Day.
Web – Uppercase when standing alone.
Search the Web for more information.

Total, totaled, totaling
Toward – Not towards.
Travel, traveled, traveling, traveler
T-shirt – Volunteers will receive a free Tshirt.

Website – One word, lowercase unless at
the beginning of a sentence.
Weed & Pest – Division within Jeffco Parks.
Weeklong

TV – Acceptable as an abbreviated form of
television in all references, both as a noun
and adjective.

Welchester Tree Grant Park

U

Well- – Hyphenate when used as a
compound modifier. She was a well-dressed
woman.

Ultra- – In general, no hyphen.
Ultramodern, ultraviolet.

Well-being

Under- – In general, no hyphen. Underdog,
underground, undersold.
Under way – Two words.
Upward – Not upwards.

West – Capitalize when talking about the
region. Lowercase for direction.
White Ranch Park
Who’s, whose – Who’s means who is.
Whose is possessive.
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-wide – No hyphen. Citywide, countywide,
statewide.

XYZ

Wide- – Usually hyphenated. Wide-angle,
wide-awake, wide-open.

X-ray

Wi-Fi
Windy Saddle Park
Wind-swept
Wingspan
winter, wintertime
word-of-mouth
workers’ compensation

Year-end
Yearlong
Years – Use figures, without commas:
1996. Use commas only with a month and a
day: Dec. 25, 2011, was a special day. Use
an s without an apostrophe to indicate
spans of decades or centuries. The 80s
were wild time, almost as crazy as the
1600s.
Yesteryear

Workday, workweek

Youth – Applicable to boys and girl
between the ages of 13 and 18.

Workout

Zero, zeros

Work force

Zigzag

Workplace

ZIP code

This Style Guide was inspired by the Associated Press Stylebook. Several deviations
from AP Style have been included in this document as standard use by Jefferson
County Open Space, Colorado.
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Standards for email signature
Katie Matthews
Community Relations and Marketing Coordinator
Jeffco Open Space
303.271.5960 direct
720.415.9173 mobile

Email signatures will follow the above layout. The jeffco.us/parks logo will be a
hyperlink to the department website. The Facebook, Twitter and YouTube icons will link
to the associated Division accounts
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Standards for voicemail messages
Basic Elements of Good Voicemail Greetings










Greeting
Your Name
Your Company/Department Name
Statement that you cannot take their call right now
Invitation to leave a message
When they can expect a return call
Who they can contact for immediate assistance (if applicable)
No longer than 20 - 25 seconds (rule-of-thumb)
Avoid giving out too much information and making an overly long greeting.

Standards for graphic products
Signs – see Sign Standards Manual
Graphic Standards Manual – under development
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