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Methodology
Lantern, formerly Bright by Text (BBT), engaged Corona 

Insights to evaluate the MEAL opt-in program, funded by the 

Healthy Food for Denver’s Kids (HFDK) grant. 

This report summarizes our insights related to four key 

learning questions identified by the Lantern team in August 

2024. Those learning questions explore:

1. Subscriber awareness of local and federal food resources

2. Subscriber use of local and federal food resources

3. Opportunities to make engaging MEAL partners in new 

geographies more efficient

4. Opportunities to improve the subscriber and partner 

experience

These insights were drawn from interviews with MEAL 

program participants and from analyzing MEAL participant 

demographics, content engagement, and survey data.  

• Interviewed 10 staff from current or 

potential MEAL partner organizations.  

• Interviewed 13 MEAL program 

participants living in Denver.

• Reviewed data shared by two current 

MEAL partners.

• Analyzed the following Lantern data:

• MEAL program enrollment information from 

Lantern’s subscriber database;

• Content engagement as measured by 

message click through rates;

• Self-reported outcome data from MEAL 

subscriber post-surveys, including matched 

data from Oct 2023 – Jan 2025.

Lantern MEAL Evaluation

OVERVIEW
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Lantern’s MEAL Evaluation was organized around four key learning 

questions.

Learning Question Why it matters

1. Subscriber awareness: Is subscriber awareness of local and 

federal food resources changing because of MEAL? 

Awareness of resources is a prerequisite for accessing those 

resources.

2. Subscriber behaviors: Are behaviors (use of local and 

federal food resources) changing as a result of MEAL? 

One primary goal of MEAL is to increase actual engagement 

with both Denver-based and federal food resources, and help 

people navigate barriers they experience.

3. Efficient partner engagement: How might we efficiently 

engage MEAL partners in new geographies as the program 

grows? 

MEAL requires more hands-on maintenance than other opt-

ins due to its reliance on local resources. Should Lantern 

expand, it needs to find ways to streamline resource 

discovery. 

4. Other Opportunities: What opportunities exist to make 

MEAL even better for subscribers and partners in the coming 

years?

Before expanding a program like MEAL to new geographies, 

Lantern wants to make sure the partner experience is as 

strong as possible. 
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Data show that the MEAL program succeeded at increasing 

awareness of local and federal food resources. Nearly all (97%) 

of 2025 survey respondents became more aware of local food 

resources, and over three-quarters (78%) of 2025 respondents 

became more aware of SNAP and WIC as a result of MEAL.  

Lantern MEAL Evaluation

KEY FINDINGS

Increasing Resource Awareness
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Data also show that MEAL succeeded at encouraging 

people to use resources shared, with over three-quarters 

(78%) of  2025 survey respondents reporting they have 

used at least one resource shared. The most commonly 

reported outcomes related to food knowledge (e.g., 

knowledge of healthy eating, comfort with prepping 

healthy meals/snacks) and fruit and vegetable 

consumption. When comparing use of federal and local 

food resources over time, use remained steady overall 

with slightly less than half of subscribers (46%) using local 

food resources, and slightly more than half (54%) using 

federal food resources.  

Lantern MEAL Evaluation

KEY FINDINGS

Influencing Subscriber Knowledge 

and Behaviors
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Partner interviews suggested that opportunities to more 

efficiently engage partners in MEAL include encouraging 

partner-to-partner promotion, building an an evergreen 

resource map based on messages shared in the first year, and 

leveraging existing resource aggregators to help source food 

resources in a community. Partners generally appreciated 

being able to share MEAL as a resource and promoting their 

own food access events via MEAL. 

Lantern MEAL Evaluation

KEY FINDINGS

Efficiently Engaging Partners
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Subscribers universally feel like MEAL is helpful (96% 

agreed to this statement) and are thankful for the 

program. Opportunities to further strengthen the 

subscriber experience include sharing more pictures, 

graphics, or icons in the texts; building a community 

resource map for subscribers to access; further expanding 

the content offered by MEAL; and giving subscribers more 

control in what kinds of food resources they receive. 

Lantern MEAL Evaluation

KEY FINDINGS

Driving Subscriber Interest/Engagement
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Profi le of MEAL Subscr ibers
S E C T I O N  2
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MEAL subscribers differ in statistically significant ways from other 

Denver-based subscribers: larger families, older children, less 

educational attainment, greater racial diversity, and lower incomes.
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Demographic data was obtained from Lantern’s 30-day survey, 6 month survey, and various MEAL surveys on 6/12/2025. Data was deduplicated and in some cases 

responses were combined to retain as much demographic information as possible. From these sources, Lantern received demographics from 202 unique MEAL 

subscribers, and 186 unique Denver-based subscribers who do not receive MEAL messages.
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Geography, language, number of adults in the household, and 

referral sources were not significantly different between MEAL 

subscribers and other Denver-based subscribers.
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Demographic data was obtained from Lantern’s 30-day survey, 6 month survey, and various MEAL surveys on 6/12/2025. Data was deduplicated and in some cases 

responses were combined to retain as much demographic information as possible. From these sources, Lantern received demographics from 202 unique MEAL 

subscribers, and 186 unique Denver-based subscribers who do not receive MEAL messages.
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Interviews shed light on additional nuances of MEAL’s service 

population not captured in demographic data.

> Many subscribers interviewed have multiple children in the 

target age-range for Lantern; some have multiple children 

under the age of 5.

> Some interviewees described additional challenges related 

to being single parents and/or having a child with Autism.

> Some interviewees shared an atypical family situation but 

still felt that messages are relevant to them. 

- One interviewee had a 6-year-old daughter who she does not 

currently have custody of. Still, she likes receiving messages to 

stay informed for when she regains custody. 

- Another interviewee had partial custody of her 15-year-old 

nephew and described how MEAL messages help her create 

more nutritious and satiating snacks for him. 

- Some interviewees described how their job involves supporting 

parents and connecting families to resources; they described 

how they share nutrition tips and food resources/events with 

the families they serve.  

Lantern MEAL Evaluation

My son is 11 years old. He's the only one. And he is on the autism spectrum, has a 

lower cognitive ability, so, mental capacity of maybe a seven-year-old right now. And 

it's just him and me. I'm a single mom.
—Current Subscriber

When I first signed up, I liked the idea of having the information. I have grown 

children, but now two of my daughters have kids. I'm a grandmother now and so I 

need information… and things have changed. And I have partial custody of my 

nephew with my sister to help her out, he is 15 now. So I need to know what's going 

on in the community. Plus I do a lot of programming in the community, and I can 

always pass that information on to other families who may be going through 

something and have never heard of the program. So that's what I like about it, 

because I pass it on to other families.
—Current Subscriber
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Participants’ primary motivations for subscribing to MEAL were 

concerns about food affordability, food security, and meeting 

special nutrition needs. 

> Participants’ most common motivations for signing 

up for MEAL messages were increasing cost of food 

and concerns about budget/affordability. 

> Another common motivation was having a child with 

special nutrition needs or difficulty getting them to 

eat enough/the right foods. 

> Most interviewees had been receiving MEAL 

messages for 2-12 months, although there was one 

very recent subscriber and a few who had been 

subscribers for multiple years.

> The main thing interviewees wish they could make 

easier about their parenting experience is to ease 

the financial burden they are facing. 

> Interviewees also commonly wished they could 

better influence their child’s behavior and be able to 

understand them.

Lantern MEAL Evaluation

Food resources were the main reason [I subscribed to the MEAL messages]. I don't 

always get child support on time. And there are times where we'll really have to pinch 

and save on our meals. It's really hard. And [my child] is a picky eater. But I will 

sacrifice myself for him, so he usually gets really good meals and then I eat ramen. I 

was recommended to you guys for finding meals and then how to make more 

affordable meals.
—Current Subscriber

66%
of MEAL survey respondents experienced food insecurity in 

the past 6 months (71 out of 107 subscribers)
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Subscr iber Awareness Change
S E C T I O N  3
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After receiving MEAL messages, a majority of 2025 survey 

respondents reported being more aware of both local and federal 

food resources.  

Lantern MEAL Evaluation

Much more aware, 

64%

Somewhat more 

aware, 33%

No change / I 

don't know, 3%

How have the messages impacted your awareness of 

local resources in Denver? Are you… (n=107)

Much more aware, 

47%

Somewhat more 

aware, 31%

No change, 21%

I don't know, 1%

How have the messages impacted your awareness of 

federal food resources such as WIC or SNAP? Are you… 

(n=107)
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Interviewees reported that MEAL helped increase their awareness of 

food resources.

> Many participants shared that without MEAL 

messages, they would not have known about certain 

resources or events.

> Food banks/free markets were the most frequently 

mentioned type of resource that participants were 

previously unaware of.

- Some were aware that these existed but assumed they 

would not meet criteria to use them.

> Some interviewees learned about a food bank located 

within their immediate neighborhood/community that 

they did not know existed, and now can easily take 

advantage of. 

Lantern MEAL Evaluation

I wasn't aware of any of these different farmers markets or food pantries or anything 

where you could just go. That weren't like the one I was looking at yesterday, where you 

have to make a reservation. Initially when I was getting the text messages, I was 

thinking that a lot of these resources are probably for people that are below the poverty 

line or meet certain criteria that we wouldn't qualify for. So I think it's kind of cool to see 

that there are things that anyone could use.
—Current Subscriber

I didn't even know about the [food bank] at the Denver Housing Authority, so that was 

actually really cool to find out that that's something that happens regularly. So that one 

I had never heard of and that was just literally right down the street from my house. It 

helped me out so much, super convenient.
—Current Subscriber
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All interviewees felt that messages like the MEAL program are an 

effective way to build awareness of local food resources.

> Several mentioned that access to the information 

provided by MEAL has had a positive impact on 

their child’s nutrition. 

> Some also mentioned that even if a message was 

not applicable to their current situation, it was still 

good information to have and that they have passed 

relevant information on to other parents.

> Many feel that the text message format is ideal 

because it is both convenient and discrete.  

Lantern MEAL Evaluation

[The MEAL messages help] quite a lot because they encourage children to eat healthier. 

In other words, so that they have a daily diet of fruits, vegetables, legumes. Or in my 

case, it has helped me a lot because of my child's condition. Before he did not eat 

certain things and now he eats many other things that he didn't eat before. It is like an 

education that teaches you how to vary the type of food you give them and give it to 

them in different presentations so that it is easier for them to eat.
—Current Subscriber (Translated from Spanish)

Half the time I may not open [the text message], but that's just because I’m juggling a 

million things as a working mom of two kids. It’s an easier way for me to get it and 

access it. I open them sometimes, but if I didn't get the text, I wouldn't get that 

information at all.
—Current Subscriber

I think [the MEAL messages] are something that's more readily available than trying to 

navigate any website. It's embarrassing having that in your Google search history. And 

the way the text messages come through, it looks like you're receiving a text from a 

program on food and recipes. It doesn't look like you're looking for like food banks. So it 

also gives a level of discretion that's really nice.
—Current Subscriber
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Over the last 12 months, MEAL messages were less engaging than 

some other Lantern-originated community messages, but more 

engaging than messages shared by partners. 

> From 7/1/2024 – 6/12/2025, Lantern shared 107 MEAL text 

messages. Each message was sent to an average of 1200 

subscribers. During this time, a total of 126,000 MEAL texts 

were delivered. 

> MEAL messages tend to show average click-through rates 

compared to other kinds of community messages sent by 

the Lantern team (e.g., COOK, We Don’t Waste, messages 

about WIC). COOK messages were the most engaging 

during this timeframe.

> The average CTR for MEAL messages was 3.31%, notably 

higher than the average of 2.54% for all community 

messages initiated by partners.

> Overall, CTRs for all community messages during this 

period are significantly lower than prior years.    

Lantern MEAL Evaluation

0.36%

2.43%

2.54%

2.89%

3.31%

3.59%

4.97%
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WIC Community Messages (n=6)

CDEC Community Messages (n=17)

Partner-Created Community Message (n=4014)

PPLD Community Messages (n=35)

MEAL Message (n=96)

WDW Community Messages (n=38)

COOK Community Message (n=11)

Average Click Through Rates for Community Messages, 

by type, 7/1/24 – 6/12/25

To review message engagement, we omitted encouragement messages that did not link to a landing page, messages sending surveys, and outliers with abnormally high 

click-through rates. 
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Survey respondents and interviewees were highly satisfied and 

found MEAL messages, and found food banks/pantries and 

recipes/meal planning content especially helpful.

Lantern MEAL Evaluation

”Being able to locate different food banks. Messages also providing ways to prepare food helps you save 

food what great resources. Thank you guys so much.”
—English-speaking survey respondent

”Having this program in my life helps me feel like it's part of the village helping me raise my children” 
—English-speaking survey respondent

”This program helps my family eat good and stay healthy. I value this program and have been [Lantern] 

since my daughter was very little and she's 11 now. Thankful for this program” 
—English-speaking survey respondent

”When food banks are having distribution that I had no idea about. They always seem to come at the 

perfect timing because our SNAP monthly benefit was already depleted and we were in need of food to 

finish out the rest of the month. Also, the reminders of fruit and vegetable intake for children has helped 

increase my children's fruit and vegetable intake and healthier eating. And this year, we are going to buy 

some seeds and grow some squash, zucchini and hopefully tomatoes.”
—English-speaking survey respondent

96% 

3%

4%

7%

8%

26%

28%

WIC or SNAP

Activities to do with

children

Community events

Eating tips for kids

Recipes / meal planning

Food banks / food pantries

Coded open-ended responses, n=106

Which resources shared through our text messages did you find most helpful?

of 2025 MEAL survey respondents found the messages helpful 

(102 out of 106 respondents)

Verbatim open-ended responses
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Partners who use Lantern also find the platform easy-to-use and 

helpful.

> Consistent with prior interviews and feedback 

received, existing Lantern partners find the platform 

to be easy-to-use and helpful. 

> Those who did engage in an onboarding training 

found it helpful in getting them started using the 

platform. 

> Not all existing partner staff engaged in a formal 

onboarding or training with Lantern, but found the 

instructions received during their onboard sufficient.

> Partners shared that messages sent to Lantern staff 

were replied to in a timely and helpful manner.

Lantern MEAL Evaluation

I think it's really easy. When I transitioned back to running everything myself, I shot 

Lantern an email and she was like, ‘I'm your new account person. Just like boom, boom, 

boom, here's your log in’ and it was super easy. And everyone provides immediate 

responses and are really nice.
—Current Partner

You guys are awesome. I love Lantern. I use it a lot.
—Current Partner

I did a training for how to use the platform. How to navigate the site and write 

messages to send out and all that stuff. I think that was maybe a 30-minute training. It 

was pretty basic. I think it was a good training. And then one of our contractors here 

also did that training.
—Current Partner
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Subscr iber Behavior Change
S E C T I O N  4
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For this question, only survey responses for those who submitted multiple surveys are represented. Matched responses were identified among MEAL surveys 

administered from October 2023 – June 2025. Regardless of which MEAL surveys they completed, the first response for an individual was coded as the 

“baseline” and the most recent response was tagged as the “follow-up.”

Lantern MEAL Evaluation

MEAL consistently influences food knowledge and confidence; 

engagement with providers stayed steady among repeat survey 

respondents. 

56% 54%

Baseline Follow-up

% of matched survey respondents currently 

receiving support from WIC or SNAP* 
(total n = 54)

49% 46%

Baseline Follow-up

% of matched survey respondents currently 

receiving support from a Denver org such 

as a food bank*
(total n=53)

78%
of 2025 MEAL survey respondents report 

having used a resource shared in this program 
(83 out of 107 respondents)

89%

88%

83%

79%

76%

71%

Increase your knowledge of healthy

eating?

Increase your comfort with

prepping healthy meals/snacks?

Increase your fruit/veg

consumption?

Reduce your food insecurity?

Understand what goes into

growing/making food?

Try any new foods?

Have the MEAL messages helped you… 

(n=107)

46%
of 2025 MEAL survey 

respondents are currently 

receiving support from a 

Denver org 

(49 out of 107 respondents)

56%
of 2025 MEAL survey 

respondents are currently 

receiving support from 

SNAP or WIC

(60 out of 107 respondents)
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Interviews suggested that general awareness and nutrition tips were 

particularly helpful, and many followed links, tried recipes, and used 

tips.

> The MEAL messages that subscribers found most 

helpful were the nutrition tips/recipes and the 

messages about specific food banks and free 

markets.

> Many participants reported having taken some 

action as a result of the MEAL messages including: 

following links in the messages, using the nutrition 

tips and recipes, attending an event like a food bank 

and/or downloading a recommended app. 

> Others admitted they had not yet taken any actions 

other than just reading the messages.

Lantern MEAL Evaluation

I just got a food bank [message] the other day. It was like, “Hey, we're having this food 

bank over here, you want to stop by?” and it told me the times and gave me the 

address. It was really cool. I went, got the food, it was really easy. I didn't have to try to 

search for food banks, and they're only on certain days. It's just cool to have that 

reminder text like “Hey, it's today.” 
—Current Subscriber

When we get those text messages for the food banks and We Don’t Waste, when they 

send text messages about events, I want to get to those. And then we get the meal tips 

which was really cool. Some of the tips I'm surprised about—I didn't know that if I start 

with smaller portions and then just gave [my children] more, that they would waste less. 

I always thought if I gave them more they would eat it all in one bunch.
—Current Subscriber



| 24 |

Interviews also showed that many subscribers face barriers to 

attending food access events such as time and transportation. 

Some experienced shame around accessing food resources.

> While many participants expressed interest 

in food access events, fewer reported 

having been able to attend any events 

although more hope to in the future.

> Many mentioned that the time and 

location of events has been a barrier.

- Events that only happen during the weekdays 

are difficult for many people’s work 

schedules.

- Transportation to events that are located 

farther away is an obstacle for some.

> A small number of participants stated that 

a barrier to attending events like food 

banks or free markets has been 

shame/stigma and feeling like they would 

be judged for accessing these resources.

Lantern MEAL Evaluation

It's kind of one of those things that the texts come in and sometimes I just ignore them and let them 

go because I'm in the middle of a thousand things. Or sometimes I open them and think, “oh, yeah, 

that's a good idea.” And then it's not necessarily put into practice. I did look, I think it was just 

yesterday, at those markets and I was like, “oh, that would be a good idea to go.” But then they were 

all in the middle of the workday.
—Current Subscriber

Sometimes I have needed some resources, but I don't have the time. So that complicates things for me.
—Current Subscriber (translated from Spanish)

So, [the messages that have been the most helpful to me are] the awareness ones where they tell you 

recipes and how to do it affordably. That's been the most helpful cause I'm too ashamed still to go to 

the free meals…I learned more about the food bank centers, and the church that I go to is actually a 

large food bank center here in Denver, and I didn't know that….but I’m too afraid…We have stuff that 

looks really nice, but everything I buy for us is all from Goodwill or local thrift stores, and it looks like 

we're really well off… I do [think the MEAL messages are an effective way to build awareness around 

food resources]. It's been super helpful for me. I know where the food banks are, and I could go to 

them if I would put my ego aside.
—Current Subscriber
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Corona worked with the Tasty Food program to field a brief 

survey of program participants. Six of the 16 Tasty Food sites 

collected surveys, with a total of 48 survey responses. 

This data showed that nearly all participating youth learned 

about the program through their recreation center. None 

mentioned Lantern/Lantern.

Lantern MEAL Evaluation

Data shared by two partner organizations suggests that MEAL is 

driving some engagement but is not a primary referral source for 

these particular programs.

A parent or 

caregiver

4%

A recreation 

center

94%

Denver Public 

Schools

2%

Survey: How did you learn about Tasty 

Food?

Based on the WIC partners’ monthly dashboard, 19 individuals 

applied for this benefit via a referral from Lantern/Lantern 

between April 2019 and April 2025. This compares favorably to 

other larger organizations like Head Start and the United Way 

but does not represent a significant percentage of the total 

referrals recorded during this period.

WIC All-time Referral Sources per Partner 

Dashboard (Total referrals=80,807)

Nurse family partnership 1342

Hunger Free Colorado 1042

Kaiser Permanente 612

Head Start 283

United Way / 211.org 79

Lantern / Lantern 19

Unite Us 3

Eco-Valley View Hospital 1

Westside Family Health Center 1

https://www.coloradowic.gov/partners-quarterly-report-dashboard
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Effic ient Par tner Engagement
S E C T I O N  5
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Interviews suggested some opportunities to streamline the process 

of identifying and promoting timely local food access events. 

As previously mentioned, MEAL requires more hands-on maintenance than other opt-ins due to its reliance on local resources. 

Should Lantern expand, it needs to find ways to streamline resource discovery. Some of the more viable opportunities to do this 

that arose during this evaluation included:

> Partner-to-partner promotion: Create a mechanism by which highly engaged organizations in a city are encouraged to 

promote partners’ food access events, and/or inform Lantern about other organizations hosting food access events in that 

geography. 

> Build an evergreen resource map: Lantern could use local event messages sent in its first year in a market to build an 

evergreen food access resource map for a community. After that first year (which requires more hands-on research), Lantern can 

shift to pointing subscribers towards this resource map and periodically reviewing the organizations listed to ensure they are 

still operating.

> Or leverage existing resource aggregators: Some food access resource aggregators exist. Lantern promotes some of these 

(i.e., Plentiful and Feeding America), and others exist (e.g., WhyHunger, AmpleHarvest, FoodFinder.us, and FindHelp.org). These 

resources could help Lantern build its own resource map manually; they may be able to share data that Lantern could use to 

build it’s own map; or they could serve as the map that Lantern points subscribers to.

Lantern MEAL Evaluation

https://plentifulapp.com/
https://www.feedingamerica.org/find-your-local-foodbank
https://whyhunger.org/
https://ampleharvest.org/
https://foodfinder.us/
https://www.findhelp.org/
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Encourage existing partners to make the most of Lantern through 

sharing it with families and promoting their partners.  

> Partner interviews suggested that a majority of HFDK 

partners think of Lantern as primarily an outreach tool. For 

some this makes sense, as they do not see themselves as 

explicitly providing parenting resources.

- That said, some organizations who are not current partners also 

provide parent-focused programming. An opportunity exists to 

engage these partners in MEAL and invite these partners to 

engage more deeply with Lantern by integrating the platform 

in their programming for parents. 

> Some food access organizations also promote partner 

events. Lantern may wish to consider encouraging cross-

promotion opportunities as part of the value proposition 

for becoming a Lantern partner. 

Lantern MEAL Evaluation

I think [Lantern] is just a promotional channel for us.
—Current Partner

Along with SNAP outreach, we use [Lantern] to promote food pantries in our area. 

Lifespan Local leads the Southwest Food Coalition which is a coalition of about 50 to 

60 organizations in Southwest Denver doing food work of some kind. So we have a 

lot of partners, we work with a lot of food pantries, things like that.
—Current Partner
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Emphasize Lantern’s targeting and reporting features to maximize 

partner engagement.

Partners repeatedly mentioned two features that they 

especially value: 

1. The ability to target very specific geographies

2. Data about the number of individuals who received a 

message

When reaching out to food access organizations, consider 

emphasizing these benefits. In addition, several organizations 

mentioned that they could envision using Lantern to promote 

a select number of key community events, which typically 

occur during the summer. 

Lantern MEAL Evaluation

What is really helpful is the zip codes. Our mission at these mobile markets is to 

pinpoint which location or area that is dealing with food insecurity. So basically 

targeting all the zip codes [in that area] is very helpful for us. We focus on a walking 

distance or a little bit of a drive, and this helps people know that there is a food 

market here and they're welcome to come just walk in.
—Current Partner

I do think that there's the nice thing about [Lantern] is for the folks who are on the 

platform, we can geographically target quite well, because we have the zip code.
—Current Partner

I'm also a data person myself, so I do like the ease of the way that that data is given 

back to us.
—Current Partner
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Although many are satisfied with the MEAL content, frequency, etc., 

some shared suggestions around message format and topics.

> Several suggested adding pictures, graphics, or icons to MEAL texts 

to increase visual interest and engagement.

> Some requested that time-sensitive information should stand out 

more prominently in messages (e.g., a message about an upcoming 

food bank should come with a flag like *Upcoming event*).

> Some participants feel that the messages could have more 

information about where the link in the message leads, as they can 

be wary of clicking links. 

> A few participants also shared that they would like to be able to 

customize the categories of message they receive (e.g., I only want 

info about food banks in my area, not nutrition tips), or the timing 

of messages (i.e., “I would like to be able to pick which days of the 

week I receive texts”). 

> Some subscribers desire more nutrition-related content, such as 

current recall information about different food items and more 

nutrition tips for older kids and special needs kids.

Lantern MEAL Evaluation

Maybe putting a symbol representing what the tip is gonna be or putting 

a specific symbol, like food bank alert, and “This is going on in North 

Middle School this Saturday between 1 and 3.” Make it so the parents who 

get maybe multiple messages a day can really focus on that specific 

message, especially if they need that specific resource. Or if a parent 

specifically needs food bank resources, have a way for them to get more 

of those texts… specifying a priority topic or something like that.
—Current Subscriber

Maybe you send out a letter that has all the resources or all activities for 

the whole month or something like that. Kind of like on a calendar or 

something similar. 
—Current Subscriber

I think having a calendar or reminder option can help us remember 

important dates and times so we can be sure to attend.
—Current Subscriber
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Interviewees also suggested additional topics they would like to see 

Lantern cover outside of nutrition/food resources and the MEAL 

program.

> Suggestions for additional MEAL topics:

- Resources to help parents grow their own food

- More community resources

- “Ideas on grocery shopping coupons”

- “Creative ways to introduce more veggies into my toddler’s 

diet.”

> Suggestions for additional topics beyond MEAL:

- Information about free resources beyond food (e.g., diapers)

- Social emotional support for children

- Age-appropriate conversation topics, books, tv shows, etc. 

- Literacy and language learning resources

- Parenting advice for older children, even approaching and 

above 18

- Activities to do with kids: information about free/low-cost 

activities happening in Denver today/this week (e.g., free days 

and seasonal events and activities, activities to get kids off 

screens, activities that don’t require a lot of setup or supplies)

Lantern MEAL Evaluation

Something to target social emotional support for children would be really 

interesting. I feel like a really challenging aspect of parenting is supporting their 

social emotional development and not ruining your children with all of their big 

feelings and finding the appropriate ways to manage that.
—Current Subscriber

I mean, my son is getting older, so [something that could make the MEAL 

messages even better in the coming year would be] maybe incorporating stuff for 

older kids cause a lot of it's geared towards really young children. And more stuff 

for special needs children. 
—Current Subscriber

Yes, I would like to see more activities for the children. For example, more resources 

on how to help them with their motor skills, so that it would be a little easier to 

teach them things. They are very curious kids and they all want to experiment.
—Current Subscriber (Translated from Spanish)



| 33 |

Easier-to-Implement Opportunities Heavier-lift Opportunities

> Create a resource map that shows all MEAL-sponsored 

locations at-a-glance.

> Integrate a chatbot that can respond to parent questions 

leveraging Lantern’s content.

> Leverage Lantern’s technology to allow organizations to 

text their service population.

> Leverage Lantern’s technology to offer a similar service to 

other populations (e.g., teens)

Lantern MEAL Evaluation

Interviews suggested other opportunities that may inform Lantern’s 

development roadmap. 

”I think some kind of interactive map where the people who are using 

Lantern can find a bunch of them in one spot.”
—Current Partner

”Point to a single website that collects all the various Bright by Text 

links.”
—Current Subscriber

”And if they have a question about anything, can they ask a question 

and get a response via text.”
—Non-partner

”My mind is going towards a communications channel that is specific 

to an organization. So, if I collect a bunch of phone numbers from our 

community members that we directly serve, can we send them follow-

up messages or survey our contacts?”
—Current Partner

”It might be good if other organizations take the same model but said, 

‘our target audience is teens.’ I think something designed with the 

young adult audience in mind would be cool.”
—Non-partner
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Detailed Partner Interview Methodology

Mode Interviews were conducted via phone and were designed 

to last 15 - 30 minutes.

Audience & 

Recruiting

Corona obtained a list of all Healthy Food for Denver's 

Kids (HFDK) grantees, provided by Lantern. We identified 

existing Lantern partners on this list, as well as other 

organizations that Corona Insights had prior contact with. 

We randomly selected organizations to invite from this 

list, with an emphasis on organizations that Lantern had 

not previously worked with. Ultimately, 22 individuals were 

invited to participate in interviews. 

The initial invitation was shared via email on 11/19/24. The 

first follow-up message occurred via voicemail, followed 

by an email on the same day, on 12/2/24. The third and 

final follow-up was shared on 12/11/24. 

Incentives $50 per participant, in the form of an Amazon gift card.

Lantern MEAL Evaluation

Time frame Interviews were conducted between 11/21/24 and 

12/18/24. 

Total completes In total, 10 individuals participated in interviews, 

representing a 45% success rate. 

Analysis Corona uncovered key themes through transcript review 

and thematic coding. ​
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Detailed Subscriber Interview Methodology

Mode Interviews were conducted via phone and were designed 

to last 15 minutes.

Audience & 

Recruiting

Corona obtained a list of all MEAL subscribers located in 

Denver County provided by Lantern. The entire list (107 

subscribers)  was sent a text message invite on 2/7/25 

including a link to sign up for an interview time between 

2/11/25 and 2/28/25.

Incentives $30 per participant, in the form of a e-gift card.

Lantern MEAL Evaluation

Time frame Interviews were conducted between 2/11/2025 and 

2/19/2025.

Total completes In total, 13 individuals participated in interviews, 

representing a 12% response rate overall (13 out of 107). 

Further, this represented a 10% response rate for English-

speaking subscribers (10 out of 100) and a 43% response 

rate for Spanish-speaking subscribers (3 out of 7).

Analysis Corona uncovered key themes through transcript review 

and thematic coding. ​
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Tasty Food Partner Survey Methodology

Mode Brief Paper and Digital Surveys (less than 3 minutes 

completion time).

Design, 

Audience, and 

Recruiting

Corona worked closely with the Tasty Food Community 

Engagement Specialist to design a brief survey of 

program participants. The survey and promotional 

materials were translated into Spanish, and each of the 16 

participating recreation centers received both QR codes 

and paper copies of the survey. Sites were asked to 

display the QR codes prominently, and encourage youth 

to complete the survey by 1/10/25. Sites were asked to 

scan any completed paper surveys and email them to the 

Community Engagement Specialist. 

Incentives Participants are eligible to win one of three $50 Amazon 

gift cards provided by Lantern.  

Lantern MEAL Evaluation

Time frame Surveys were collected between 12/16/24 and 1/17/25. 

Total completes In total, 48 complete or partial survey responses were 

received from 6 recreation centers.

Analysis Data were graphed to support analysis. In addition, 

common open-ended responses to the question 

“Beyond Tasty Food, what other food resources would be 

helpful for you or your family?” were collapsed into 

common categories to facilitate interpretation. 
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Detailed Data Analysis Methodology

Overview Leverage data from existing Lantern surveys and message 

engagement data to compare engagement with and 

results of MEAL to other opt-ins and Lantern’s core-

content. 

Demographic 

Data

Demographic data were obtained from Lantern’s 30-day 

survey, 6 month survey, and various MEAL surveys on 

6/12/2025. Data was downloaded from Tableau, so each 

response was associated with a unique subscriber ID. 

Data was deduplicated and in some cases responses were 

combined to retain as much demographic information as 

possible. From these sources, Lantern received 

demographics from 202 unique MEAL subscribers, and 

186 unique Denver-based subscribers who do not receive 

MEAL messages.

We compared the MEAL participants in Denver with the 

Denver-based subscribers who did not subscribe to MEAL. 

In addition to graphing the results, we used Chi-Squared 

tests to assess differences between these groups for 

statistical significance. 

Lantern MEAL Evaluation

Message 

Engagement 

Data

Click through rate (CTR) data for messages was obtained 

from the Lantern system for all community messages 

shared between 7/1/24 and 6/12/25. MEAL-related 

messages were tagged based on text content, along with 

other various categories of community messages. 

Outliers were identified; these were typically related to 

messages that had a 0% CTR because no web page was 

linked in some messages. The cleaned data were 

graphed to explore differences in message engagement 

across resource types and over time. 

Survey Data Survey results for MEAL were pulled on 6/17/25. Four 

MEAL surveys were included in the dataset pulled from 

Tableau: The October 2023 MEAL Baseline (n=26); The 

March 2024 follow-up survey (n=33); the June 2024 

follow-up survey (n=63); the January 2025 follow-up 

survey (n=58); and the June 2025 follow-up survey 

(n=49). For analysis purposes, we used the Tableau 

dataset to identify those who submitted multiple surveys 

and coded first response for an individual as the 

“baseline” and the most recent response as the “follow-

up.” We also combined responses from the January 2025 

and June 2025 surveys into a “2025 survey results” 

category for reporting.  
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