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9ȄŜŎǳǘƛǾŜ {ǳƳƳŀǊȅ 

The Portland-Vancouver Urban Refuge Program (Urban Program) follows the eight Urban Wildlife 
Refuge Standards of Excellence. The first of these standards focuses on conducting research to identify 
target audiences for community outreach and engagement. Research Into Action, Inc. developed this 
plan to guide the Urban Audiences research efforts for the Urban Program for the Portland Area US Fish 
and Wildlife Service (USFWS) Ridgefield, Tualatin River, and Steigerwald Lake National Wildlife Refuges. 

The research plan recommends an iterative process, in which each step builds on the previous step. 
Staff at the Portland-Vancouver Urban refuges will first collect information from community leaders, 
then use the information to generate ideas. Staff will then reconnect with the community leaders to 
gather feedback on the ideas and to identify how to further refine them to meet the community needs. 

This plan recommends beginning by conducting listening sessions and interviews with community 
members who work with the target audiences in each of the refuge areas. It also identifies resources to 
help identify community contacts, and it includes a sample recruitment script, a list of possible 
questions, and guidance on how to use the interview results. The plan concludes with recommendations 
for additional data to collect on current audiences, and how to use the data to better understand these 
communities. 

There are many ways for the Portland-Vancouver refuges to connect with the public. Implementing the 
approach in this plan will help identify those that are most effective and lead to new and innovative 
strategies to connect to the target audiences USFWS staff and friends of the refuges identified in Spring 
2017. 
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1. LƴǘǊƻŘǳŎǘƛƻƴ 

The Portland-Vancouver Urban Refuge Program of the US Fish and Wildlife Service (USFWS) is among 
the first of its kind in the United States. The program represents a new and exciting journey to connect 
the refuges in the Portland-Vancouver Metropolitan area with the growing urban population. 

In the fall or spring, anyone in the Portland-Vancouver metropolitan area may see or hear a flock of 
geese or ducks in flight. They may enjoy the view out their window or appreciate the honking of the 
geese ƻƴ ŀƴ ŜǾŜƴƛƴƎ ǿŀƭƪΣ ōǳǘ ŎƘŀƴŎŜǎ ŀǊŜ ǘƘŜȅ ŎŀƴΩǘ ƛŘŜƴǘƛŦȅ ǘƘŜ ōƛǊŘǎΦ bƻǊ are they likely aware that 
the refuge plays a role in ensuring these birds remain close to the urban area. The Portland-Vancouver 
Urban Refuge Program (Urban Program) seeks to not only address this knowledge gap by increasing the 
percent of the metropolitan population that knows what they are seeing and hearing, but increase the 
ǊŜƭŜǾŀƴŎŜ ǘƘŀǘ ǊŜŦǳƎŜǎ ŀƴŘ ŎƻƴǎŜǊǾŀǘƛƻƴ ƛƴ ǇŜƻǇƭŜΩǎ Řŀƛƭȅ ƭƛǾŜǎΦ  

The USFWS contracted Research Into Action to develop this research plan in 2017 to help fulfill this goal. 
The plan presents a research approach to help staff, friends, and volunteers working with the Urban 
Program gain a deeper understanding of the communities surrounding the refuges. The research team 
may then apply those insights to create and implement programs and activities that meet the needs and 
wants of the communities. 

1.1. ²Ƙȅ ŀ wŜǎŜŀǊŎƘ tƭŀƴΚ 

The Urban Program seeks to engage the various urban communities that surround refuges in the 
Portland-Vancouver area. The Standards of Excellence for Urban National Wildlife Refuges (the 
Standards) sets forth eight standards to achieve excellence in serving and collaborating with these 
communities. This research plan charts an approach to help staff, friends, and volunteers of the Portland 
area National Wildlife Refuges of Ridgefield, Washington; Steigerwald Lake, Washington; and Tualatin 
River, Oregon to meet the first standard of excellence: Know and Relate to the Community.1 

Engaging target audiences ς be it for the purposes of marketing, business development, or community 
engagement ς requires truly understanding their characteristics, needs, and priorities. However, 
gathering these insights is no small task and cannot be done in isolation. Effectively and efficiently 
collecting the necessary data requires a deliberate, systematic approach. 

This plan presents such an approach, building on the workshops held in Spring 2017. It recommends the 
research team go straight to the source by collecting data directly from communities to learn about their 
needs and wants. The plan also addresses how to use secondary data from other sources, which can be 
assembled into maps and tables to specifically answer questions about community members, their 
locations, and their perspectives. Though it is difficult to predict the specific ideas that will emerge from 
these efforts, implementing this approach will help the Urban Program gain support from local 
communities by developing activities and services that align with and satisfy their needs and wants. 

                                                           

1 USFWS, Urban Wildlife Refuge Standards of Excellence. Downloaded October 20, 2017. 

https://www.fws.gov/urban/refugePDfs/Urban%20Standards%20of%20Excellence.October2014.pdf
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1.2. .ŀŎƪƎǊƻǳƴŘ 

Three important efforts inform this research plan: The Standards of Excellence, a report on 
environmental education capacity, and two workshops conducted in Spring 2017 with refuge staff, 
stakeholders, and friends. 

1.2.1. ¢ƘŜ CƛǊǎǘ {ǘŀƴŘŀǊŘ ƻŦ 9ȄŎŜƭƭŜƴŎŜ ƛǎ ǘƻ Yƴƻǿ ŀƴŘ wŜƭŀǘŜ ǘƻ ǘƘŜ /ƻƳƳǳƴƛǘȅ 

The Standards of Excellence make it clear that definitions of ǘƘŜ ǘŜǊƳ άcommunityέ vary. For an urban 
refuge, it begins with the specific geographic area the refuge serves. However, geography need not limit 
concepts of community. Communities can also refer to cross-sections within a town or city. Examples 
include traditional hunters, bird-watchers, and school age children, which are common at refuges. 
Others include communities such as cultural centers, hikers, artists, photographers, parents, senior 
citizens, and many others. According to the first standard, there are two fundamental elements of 
community engagement: 

ð Knowing. The standard defines this as building a presence in the community that integrates and 
connects the refuge to the community or communities served. To accomplish knowing, the 
research plan sets forth a process to learn about target audiences to better understand how to 
connect them with the refuge. 

ð Relating. This element focuses on building relationships and gaining input from community 
leaders. This relationship-building then guides the work of the urban refuge to create an 
environment in which people feel safe to express culturally-based values, perceptions, and 
experiences through earnest two-way communication. 

To address these elements, this research plan puts forth an approach to learn about refuge 
communities, including existing and newly-chosen target audiences. 

1.2.2. wŜǇƻǊǘ ŦǊƻƳ ǘƘŜ 9ƴǾƛǊƻƴƳŜƴǘŀƭ 9ŘǳŎŀǘƛƻƴ !ǎǎƻŎƛŀǘƛƻƴ ƻŦ hǊŜƎƻƴ 

The Environmental Education Association of Oregon commissioned a study on how to build 
environmental education capacity,2 which helped inform this research plan. Michael Coe conducted this 
research in 2015, interviewing leaders in the Portland Metropolitan area to assess how environmental 
education could be better integrated into local communities. The key finding that emerged from the 
interviews was to integrate environmental education into existing community organizations by 
ƛƴŎǊŜŀǎƛƴƎ ǘƘƻǎŜ ƻǊƎŀƴƛȊŀǘƛƻƴǎΩ capacity to deliver environmental education through partnerships with 
providers of environmental education, such as the Portland-Vancouver Urban Refuge Program. 

This recommendation does not solely suggest that environmental education providers develop 
programs that meet the needs of the community organizations. Rather, it recommends the providers 
build partnerships with the community organizations and, through those partnerships, help the 

                                                           

2 Coe, Michael. 2015. Building Capacity for Integrating Environmental Education with Community Empowerment: Interviews with Leaders in 

the Portland Metro Area. Environmental Education Association of Oregon. 
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organizations to expand their own capacity to deliver environmental education to their own community 
members. 

1.2.3. ¢ƘŜ CŀŎƛƭƛǘŀǘŜŘ ²ƻǊƪǎƘƻǇǎ 

Research Into Action facilitated two workshops with urban refuge staff, friends group members, and 
community volunteers in the spring of 2017. These workshops focused on identifying target audiences 
and gathering insights to inform this research plan. The workshops reviewed the diversity, types of 
communities, and geography surrounding each refuge. The workshops employed maps and data 
depicting the distribution of different communities in the Portland-Vancouver metropolitan area and 
those surrounding the refuges to help participants understand ethnicity, socio- and economic factors, 
and lifestyles in these areas, and to provide fodder for the target audience discussions and decision 
making. Appendix A includes the maps, tables, and charts the workshops used, and Appendix B presents 
notes from the workshop. 

Working through the discussion around these various issues, each workshop sought to identify target 
audiences on which to focus for future research and development of targeted services. The target 
audiences that emerged from these discussions include: 

ð Tualatin National Wildlife Refuge (NWR) 

¶ Families and caregivers with young children ages 0-5 and Preschool youth within 
Washington County, especially Tigard, Tualatin, Sherwood, Newberg, and south Beaverton 
plus, Newberg in Yamhill County. 

ð Wapato Lake NWR 

¶ No audience identified now due to stage of development, and because the refuge is not 
open to the public. 

ð Ridgefield NWR 

¶ Third, fourth, and fifth graders in the Ridgefield school district, which is the fastest growing 
city in the state, and the includes age group targeted to study local indigenous cultures and 
experience nature through Department of InǘŜǊƛƻǊΩǎ Every Kid in a Park campaign. 

ð Steigerwald Lake NWR 

¶ Elementary grades K-3 and their family and caretakers, as well as school groups ς especially 
in Eastern Clark, Western Skamania, and Eastern Multnomah counties. 

1.3. Iƻǿ ǘƻ ǳǎŜ ǘƘƛǎ wŜǎŜŀǊŎƘ tƭŀƴ 

This research plan provides guidance for understanding the target communities and learning from 
current audiences. This knowledge will enable staff and volunteers who work with the refuges to build 
strong relationships with these various groups and, from this foundation, increase the connection to 
new target audiences. Note that one of the lessons from the research on environmental education 
capacity is that providers of services will be more effective to integrate environmental education into a 
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ƎƛǾŜƴ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜΩǎ ŜȄƛǎǘƛƴƎ ǇǊƻƎǊŀms and services, rather than as a separate service to or for those 
audiences from the education provider, in this case the refuges. 

This plan comprises specific steps to systematically gather information and develop programs and 
services that will resonate with the target audiences. It provides guidance for three areas of 
investigation: getting to know the target audiences, learning from current audiences, and using 
secondary demographic and social data. 

The plan is structured in a linear fashion and thus uses steps to define the process for each investigation. 

The plan concludes with a list of social and demographic resources, including the criteria used to create 
the maps and charts from the workshop. There is also a list of resources to help identify organizations to 
interview to better understand the needs of organizations that serve the young, preschool, and 
elementary aged children and their caregivers that comprise the three target audiences. 
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2. YƴƻǿƛƴƎ ¸ƻǳǊ ¢ŀǊƎŜǘ !ǳŘƛŜƴŎŜǎ 

2.1. ²Ƙŀǘ ƛǎ ƪƴƻǿƛƴƎ ȅƻǳǊ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜΚ 

This research plan adheres to the position suggested by research on environmental education capacity 
building that knowing your target audience requires listening to them first, rather than trying to develop 
a service, and then seeing if it is what people want. This is a lesson that also has been learned in new 
product and service development, in which new service or product ideas are explored over coffee and 
lunch meetings between a developer and potential users of the product or service. 

Something similar will help the Portland-Vancouver Urban Refuge Program. The steps to implementing 
this approach include: (1) identify key contacts within the target audience in the communities near each 
refuge; (2) set up meetings over coffee or lunch in small groups where people live or work; and (3) 
during the meetings, discuss what target audience members want and need, and think about the service 
and product ideas that might be offered or supported by the Portland-Vancouver Urban Refuge 
Program. 

Given the focus on children across the refuge complexes, a key question to explore with community 
members is: What do you need to help the children in your care love, respect, and understand the 
refuges and the wildlife the refuges support? 

2.2. {ǘŜǇ м π LŘŜƴǘƛŦȅ ŀƴŘ LƴǾƛǘŜ [ŜŀŘŜǊǎ ŦƻǊ ¢ŀǊƎŜǘ !ǳŘƛŜƴŎŜǎ 

There are two stages to the first step of identifying and inviting leaders for the target audiences. 

2.2.1. LŘŜƴǘƛŦȅƛƴƎ ¢ŀǊƎŜǘ !ǳŘƛŜƴŎŜ [ŜŀŘŜǊǎ 

Identifying leaders for the target audience begins by defining the target audiences for each refuge. This 
step can take a week or up to a month or more and involves gathering names and contact information. 
The process ideally results in three times the number of people on the call list to call than the target 
number of attendees and participants in the listening sessions. 

The table below restates the target audiences identified for each refuge. In one case, Ridgefield School 
District, finding the audience is easy. The other audiences will take more effort and research. 
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Table 2-1: Target Audiences 

Refuge Target Audience Geographic Area Possible Resources to 
Find Community 

Leaders 

Tualatin River 
NWR 

Families and caregivers with 
young children, ages 0-5  

Tualatin within WA County (Tigard, 
Tualatin, Sherwood, Newberg, 

south Beaverton)τplus Newberg 

Preschools, day care 
providers in target 

communities 

Ridgefield 
NWR 

3rd, 4th, and 5th graders 
(Cathlapotle plank house for 

4th/5th grade) 

Ridgefield School District 
Ridgefield School 

District lists of teachers 

Steigerwald 
Lake NWR 

Elementary grades K-3, along 
with family, caretakers, school 

groups 

Families from Eastern Clark, 
Western Skamania, and Eastern 

Multnomah Counties 

School districts, private 
schools, and after care 

providers 

The target audiences are somewhat similar in that all three refuges focus on young or elementary school 
aged children and their caregivers. Ridgefield focuses on the schools as caregivers, rather than the range 
of caregivers that might work with younger children targeted by Steigerwald Lake and Tualatin River.  

Finding community groups and leaders for Steigerwald Lake and Tualatin River will require sorting 
through the variety of service providers for the target audiences and seeking their engagement. Section 
5 of this plan includes resources for identifying groups that work with these different ages of children. 

2.2.1. {ǘǊǳŎǘǳǊŜ ǘƘŜ [ƛǎǘŜƴƛƴƎ {Ŝǎǎƛƻƴǎ 

Conversations can be one on one or in small groups.3 They should be in person: as people tend to be 
more at ease in this scenario and more likely to engage in conversations; provides more rich and 
thoughtful information than available from surveys or online questions; and allows the interviewer to 
ask follow-up questions.  

ð Ideally a one-on-one conversation can be over coffee or lunch and last 30-60 minutes.  

ð Small group conversations should have four to six people with similar interests (e.g., only day 
care providers, or preschool providers, but not both), and held in a convenient location, such as 
a nearby community center. 

Each listening session model offers certain advantages. Small group discussions enable people to 
ǊŜǎǇƻƴŘ ǘƻ ŜŀŎƘ ƻǘƘŜǊΩǎ ŎƻƳƳŜƴǘǎ ŀƴŘ elicit ideas that build on those comments. One-on-one 
conversations are easy to schedule, because only two people must agree to a time and place. 
Cumulatively, however, it will most likely take more time to have multiple one-on-one conversations 
than a few small group meetings.  

                                                           

3  Larger discussion groups require professional facilitators and are not recommended unless the research team has the funds to contract 

for those services. 
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Research Into Action nonetheless recommends setting aside time and resources to conduct both types 
of listening sessions. If possible, refuge staff should begin with a few one-on-one meetings to generate 
some initial ideas, followed by some small group conversations to further explore the ideas in a setting 
where multiple perspectives might be heard. 

There is no perfect number of total sessions to hold, though a rule of thumb is to hold at least 10 one-
on-one conversations and/or three small group discussions per target audience. The plan for the order 
of one-on-one and group sessions will likely emerge as the scheduling occurs, but it is important to 
discuss timing as a team during the planning phase.  

2.2.2. LƴǾƛǘƛƴƎ ¢ŀǊƎŜǘ !ǳŘƛŜƴŎŜ [ŜŀŘŜǊǎ ǘƻ aŜŜǘ 

Inviting community members to a discussion is likely to be straightforward. Interviews can be scheduled 
as quickly as one or two days ahead, or a week or two ahead. For small groups, it is best to start calling 
two or three weeks before the meeting is set, to get enough responses to fill each session. If refuge staff 
have effectively identified community members, there will be names and contact information available 
and the process can move along quickly. 

Here is an example of an invitation the research team might use: 

I am with the (Refuge Name) in (town). We are talking with community members about 
the environmental and nature education needs for (age group) children. We would like 
to see if there are resources or support the Refuge could provide you with in your efforts 
to provide environmental and nature education to (age group) children. We are meeting 
with people like you, who work with (age group) children, over coffee or tea at 
(location)/in a meeting at (location and time choices). Would you be willing to meet with 
us, so we can hear about your needs and experiences? 

Once the community members agree, the research team should immediately send them both an email 
and a letter by postal service with the information on the location and time of the meeting. The 
communication should also include a contact name with email and phone number, in case the 
community member needs further information or must cancel or reschedule. The team should also send 
a reminder by email and phone the day before the session. 

2.3. {ǘŜǇ н π /ƻƴŘǳŎǘ ǘƘŜ [ƛǎǘŜƴƛƴƎ {Ŝǎǎƛƻƴǎ 

Once the meetings are scheduled the conversation begins. There are many resources available to 
remind us how to listen. TED talks (such as two noted in section 5.2 of the plan), as well as books about 
interviewing and listening (one noted in section 5.2) provide good reminders that effective listening 
involves focusing on what others think and feel. 

To make the sessions work, refuge staff will need to do two things: 1) develop a guide for the 
conversations, and 2) have a leader to guide each discussion. It usually takes a week of drafting and 
discussing question choices to finalize a set of questions for the discussions, so it is best to do this before 
all the sessions are set up. 
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2.3.1. 5ŜǾŜƭƻǇ ŀ DǳƛŘŜ ŦƻǊ ǘƘŜ /ƻƴǾŜǊǎŀǘƛƻƴǎ 

It is important to think through the interview questions in advance and write them down so that 
interviewees receive a similar set of questions in each session. Doing this will make it easier to capture 
consistent information that can be compared to identify deeper insights. 

Refuge staff should consider the following recommendations when developing a guide for the 
conversations: 

ð Ask useful, open-ended questions, not yes or no questions. 

ð Begin with broad questions and move to specific questions. 

ð Learn if there are any times when children do not have ŀŎŎŜǎǎ ǘƻ ΨƴŀǘǳǊŜΩ; some of the questions 
should help to understand whether exposure to nature is important to the group, and, if so, how 
they do it, if they have difficulty accessing nature, if they think there are important aspects of 
nature to share with the children they work with. 

ð Learn who else is conducting nature and environmental education; are there gaps? Sometimes 
community leaders know about other people interested in the same topic, so some of the 
questions should focus on what they know about other groups in the community that also work 
to ensure children have access to nature and what they are doing. 

ð Note taking is important, but may not be enough. It is useful to audio record the conversations. 
In doing so, it is important to also ask permission before turning on the recorder. Most smart 
phones can record, though a digital recorder is also an option. 

ð Another way to take notes is to use large post-its and flip charts. These work really well in the 
small groups so that the group can contribute and see what is being captured from the 
discussion. 

Following is a list of sample questions. These are suggested questions for one-on-one interviews, based 
on the topic areas noted at the beginning of this section. They can be modified and added to as staff 
sees fit. Further, if other topic areas are identified, these questions can be adjusted and modified to 
reflect what staff decides will be most helpful. 

ð The first questions should clarify that you understand what the person does now and their role 
in the community. For example: 

¶ Thank you for agreeing to meet with us. We contacted you because you are involved in 
(program) what specifically do you do with this program? 

¶ Briefly, how are you involved with other folks who work with (target audience)? 

ð The next questions can be more focused. For example: 

¶ Do you think the children you work with have sufficient access to nature in their everyday 
lives? 

- If yes, what type of things do they do? 

- If not, what keeps them from getting to nature more? 
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¶ What do you think is the best way for children to come to love and respect nature? 

¶ What type of nature activities does your program include or would like to include? 

¶ How often do you include nature activities in your program and what do you do? 

¶ Are there specific resources that you are currently using to provide nature activities in your 
programs? 

¶ What, if anything, gets in the way of doing more nature activities in your programs? 

¶ Are there resources you would like to have so you could provide other nature activities? 

ð Next, wrap up the listening session with some closing questions: 

¶ Thank you for speaking with us today. Is there anything about nature education for (target 
audience) that you would like to mention, that I might not have asked about? 

¶ Is there anyone else in the community you would recommend we talk with who would have 
some thoughts on these topics? 

ð Finally, just before closing, check to see if you can call them back for follow-up; 

¶ Can we call on you again to review some of the ideas we come up with or to ask you 
additional questions? 

¶ We look forward to talking with you again, as we think of ways that can better support your 
efforts. 

These same questions can form the basis for a guide for talking with small groups. The difference is that 
in a small group setting, facilitators should encourage each person to respond to each question. The 
discussion will likely take a bit longer than a one-on-one interview, and sessions may not cover as many 
questions in the time available. 

2.3.2. [ŜŀŘƛƴƎ ǘƘŜ [ƛǎǘŜƴƛƴƎ {Ŝǎǎƛƻƴǎ 

One person should facilitate the conversation in each listening session. That person will need to be 
familiar with the final set of questions, be good at listening, be able to keep the discussion on topic, and 
be able to naturally and seamlessly introduce new questions into the conversation. It will likely to take a 
minimum of two to four weeks to complete 10 interviews and lead three group sessions. 

A second person should come to the session to take notes, mange the flip charts, post-it notes, and 
make sure the audio recorder is working and recording the conversations. 

The questions can be printed, and the printed question sheet used to write notes about responses to 
each question. It is good to put extra space after each question so there is room to write, one can also 
use a computer for taking notes by saving the questions with the name of each session in the title. Also, 
remember to leave space at the top of the question sheet to record the name(s) of interviewees, along 
with the date and time of the listening session. This makes it easier to keep track of the notes and match 
them to the recordings. 
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Refuge staff can also provide the community members with a post card, email address, or stamped and 
addressed envelope by which the community member can send any other thoughts to the team after 
they leave the listening session. 

Within a couple of days after the session, it is good to send each participant a note thanking them for 
meeting with you and (if appropriate) letting them know that you may reach out to them again as you 
develop the programs and activities. 

2.4. {ǘŜǇ о π ¦ǎŜ ǘƘŜ LƴŦƻǊƳŀǘƛƻƴ ŦǊƻƳ ǘƘŜ [ƛǎǘŜƴƛƴƎ {Ŝǎǎƛƻƴǎ 

The process of applying the information from the interviews begins by analyzing results from the 
listening sessions, and then moving on to create programs and activities. 

2.4.1. !ƴŀƭȅǎƛǎ ƻŦ ǘƘŜ [ƛǎǘŜƴƛƴƎ {Ŝǎǎƛƻƴǎ 

The analysis should focus on interpreting the results from listening sessions to glean useful and 
applicable insights. This process will likely take two to four weeks if done correctly and will involve the 
following steps: 

ð First, listen to each audio recording while reviewing and cleaning up the notes for the associated 
listening session. This will help clarify details and remind researchers of what was said. This step 
can be done shortly after each listening session, or within a week or two of each session to 
ensure clarity. 

ð Second, list what each contact said in response to each question. It is helpful sometimes to put 
this into a spreadsheet, or make photocopies of each set of notes and literally cut and paste the 
responses onto a new sheet of paper, perhaps even flip-board size paper. 

ð Third, once the responses to all the questions are together, look across the comments and 
compare what has been said to see if there are any core lessons learned and possible 
suggestions for next steps. Are there common statements? Do some statements contradict with 
others? Comparing specific responses to each question reveals whether there are majority and 
minority points of view. 

ð Fourth, summarize the comments for each question, and discuss this as a team to see if the 
findings are clear and if they are consistent with what team members think they heard. If 
inconsistences emerge, use the analysis to confirm what the responses were and how often 
those responses occurred. Sometimes, people recall things correctly and sometimes they do 
not. The analysis process and the sorting and categorizing of responses improves accuracy. 

2.4.2. /ǊŜŀǘƛƴƎ tǊƻƎǊŀƳǎ ŀƴŘ !ŎǘƛǾƛǘƛŜǎ 

This step is not research; it is the province of the Urban Program. Using the information from the 
listening sessions, refuge staff should be able to do two things: 

ð Generate innovative ideas: Based on the findings from analyzing the responses to the listening 
sessions questions, what types of services does the community seem to need and/or want? 
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ð Flush out an initial outline of what the services will look like: Figure out how the Portland-
Vancouver Urban Refuge Program could make this happen. 

Additional research described in the next step and chapters provide ways to test the ideas and concepts 
and to gain insight from current audiences. 

2.5. {ǘŜǇ п π wŜǾƛǎƛǘ ǘƘŜ /ƻƳƳǳƴƛǘȅ ǘƻ ¢Ŝǎǘ ŀƴŘ wŜŦƛƴŜ LŘŜŀǎ 

Researchers often overlook the fourth step, which involves testing and refining the initial ideas that 
emerge from the listening sessions. Once refuge staff have applied insights from the listening sessions to 
ideate programs and activities, it is critical to conduct a second set of listening meetings with the 
community leaders to explore the new service ideas and see how the ideas resonate with them. 

2.5.1. .ǊƛƴƎ ǘƘŜ LƴƴƻǾŀǘƛǾŜ LŘŜŀǎ ǘƻ ǘƘŜ /ƻƳƳǳƴƛǘȅ 

Once refuge staff have identified innovative ideas for programs and activities, schedule another listening 
session or some small groups to refine the ideas. This requires only half or a quarter of the number of 
sessions held during the first round of research. In addition, because the goal is to test the ideas, staff 
can invite people who were very interested or whose conversations sparked some of the innovative 
ideas for programs and activities. 

The ideas for innovative programs and activities do not have to be fully formed, they just need to be 
sufficiently well thought out to be clearly articulated in the meetings with community members. This will 
enable the team to see whether they meet the community needs and wants. 

This second set of meetings will probably add another two weeks onto the process; however, they offer 
a valuable tool identifying further refinements that did not come up in the internal team discussions. It 
is also possible that the sessions will identify flaws or red flags that need attention. Sometimes, it will be 
necessary to revise the ideas. In either case, these discussions will likely lead to interest, support for, 
and buy-in from the community leaders that will make the delivery of the services easier. 

2.5.2. [ƛǎǘŜƴ ǘƻ wŜǎǇƻƴǎŜ 

As in the first sessions, staff should audio record conversations and take notes. After completing the 
sessions, they should reapply the analysis process to identify changes and modifications needed to 
finalize the service or activities. 

Try out the new service or activities with leaders who attended the listening sessions or interviews. 
These are the partners of the Portland-Vancouver Urban Refuge Program. 
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3. {ǘŜǇǎ ǘƻ [ŜŀǊƴƛƴƎ ŦǊƻƳ /ǳǊǊŜƴǘ !ǳŘƛŜƴŎŜǎ 

There are two steps to learning more from current audiences. The first is to capture more data from 
existing interactions so that staff can better understand current audiencesΩ needs and interests. The 
second step is to generate new data. 

Current audiences already know about the refuges, and some data are already captured for these 
interactions that can provide insight into needs and interests. 

3.1. {ǘŜǇ м π /ŀǇǘǳǊŜ aƻǊŜ 5ŀǘŀ ŦǊƻƳ 9ȄƛǎǘƛƴƎ LƴǘŜǊŀŎǘƛƻƴǎ 

The easiest way to learn more about current audiences is to amend the types of data collected from 
visitors and to formalize that data collection. Table 3-1 shows a list of the fields currently collected in the 
first column and some suggested alternatives in the second column. These alternatives could provide 
more accurate insights into who the refuge staff are engaging with. To make this data collection process 
a bit more consistent, ask a primary contact person from the group to complete a one-page form (see 
Appendix C for a proposed form). 

Table 3-1: Suggested Data to Collect About Audience Members 

Currently Collected Fields Fields that Could be Collected 

Date Date 

Presenter (Staff person) Presenter (Staff person) 

Kit/Check out Materials used 

Program type (interpretive/environmental ed.) Program type (interpretive/environmental ed.) 

Invasive content (yes/no) Invasive content 

Number of attendees Number of attendees 

Activity description Activity description 

Diversity audience Primary age group of audience 

Racial diversity of group 

Ethnic diversity of group 

Event/program name Primary Contact 

Organization Name 

Organization Address, City, State, Zip 

Organization Type (school, community group, etc.) 

Event length 
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It is also helpful to collect email addresses and, if possible, phone numbers. Emails will enable the Urban 
Program to easily invite current audience members to events, to provide information and newsletters, 
and to invite participation in surveys or focus groups. A phone number is less important, but can permit 
follow-up for feedback and invitations to focus groups.4 

The Friends group for each refuge currently collects emails by asking visitors if they wish to receive a 
newsletter, which is quite effective. This does not, however, capture contact information for points of 
contact for group events, such as a school group or scout group that has contact with the Refuge. These 
people likely have arranged for the event, and their emails should also be tracked and their role in the 
event categorized. 

3.2. {ǘŜǇ н π ¦ǎŜǎ ŦƻǊ bŜǿ 5ŀǘŀ 

The existing data are not as systematized as they could be. For example, the existing spreadsheet 
documenting workshops includes the name of the organization being served and the name of the event 
where the services occurred. However, the data do not indicate the organization type (school, 
community group, etc.). Additionally, the current data collected asks the refuge staff person to capture 
ƛŦ ǘƘŜ ŀǳŘƛŜƴŎŜ ƛǎ άŘƛǾŜǊǎŜ,έ ōǳǘ ŘƻŜǎ ƴƻǘ provide any specifics about the age, race, and ethnicity of the 
group members. 

Asking a group leader, such as a teacher or other leader, to provide some key demographic 
characteristics (see Table 3-1 above) will enable the refuge staff to better understand who is attending 
their programs. Analyzing these data over time can help to identify what types of audiences are engaged 
with the refuges, and whether there is value in engaging with new groups with similar interests. Staff 
should summarize these data at regular intervals (quarterly, monthly, etc.) to see if there are specific 
audiences engaging with the refuge and verify that they are reaching groups intended. Furthermore, if 
contact information from a group leader, such as a teacher, is included, staff could send subsequent 
invitations to target audiences to participate in new workshops or to invite contacts to evaluate 
Portland-Vancouver Urban Refuge Program via surveys, interviews, or focus groups. 

 

                                                           

4  It is the policy of the UFWS that any request for personal information or surveying may place a burden on the public and therefore 

requires appropriate clearance. 



Urban Audiences Research Plan 

Revisit Socio-Demographic Information | Page 14 

4. wŜǾƛǎƛǘ {ƻŎƛƻπ5ŜƳƻƎǊŀǇƘƛŎ LƴŦƻǊƳŀǘƛƻƴ 

During the Spring 2017 workshops, Research Into Action used charts, figures, and maps, which 
presented demographic and economic information about the areas surrounding each of the refuges. 
Table 4-1 presents these items and their respective data sources. 

Table 4-1: Description of Key Data Presented in Workshops 

Description Source 

Children 5 and Under by Race and County in Washington Annie E Casey Foundation, Kids Count 

Child 5 and under, Population by Race and Ethnicity, 
2000-2014, Oregon Counties 

Annie E Casey Foundation, Kids Count 

Population Growth by County by Race 2006-2015 
(Washington, Clackamas, Multnomah) 

American Community Survey, US Census 

Forecasted Population Growth by County 1980 to 2050  Oregon Office of Economic Analysis, Division of 
Administrative Services 

Population Growth by Components of Change (Births, 
Deaths, Migration) 

Oregon Office of Economic Analysis, Division of 
Administrative Services 

Nativity by County 2015 Missouri Census Data Center, American 
Community Survey 

Hispanic Population by County US Census Bureau Report and the Oregon 
Historical Society 

Population Change by Hispanic Ethnicity, Dec. 2012 Source: Oregon's Demographic Trends. Office of 
Econ Analysis 

Tapestry Segmentation, 2017 Environmental Systems Research Institute (ESRI) 

Diversity Index, 2017 Environmental Systems Research Institute (ESRI) 

Copies of the tables, figures, and maps were provided electronically to the team along with the source 
of the data used to make the items. They are provided in this report in Appendix A and Appendix B. 

In addition to the data sources noted above, the refuge staff may want to reach out to regional or 
national USFWS GIS staff to better understand the data and resources to which they may access via their 
licenses with ESRI ArcGIS. ESRI offers an array of data and tools available to users through their ArcGIS 
online platform that may help inform refuge staff about the changing demographics around the refuges. 
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5. wŜǎƻǳǊŎŜǎ 

5.1. wŜǎƻǳǊŎŜǎ ŦƻǊ LƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ /ƘƛƭŘǊŜƴ {ŜǊǾƛŎŜ tǊƻǾƛŘŜǊǎ 

ð General resources about services for families with young and elementary school aged children: 

¶ NW Kids Magazine 

¶ PDX Parent Website and Magazine 

¶ Resources for Parents of Young Children Portland Area 

¶ /ƘƛƭŘǊŜƴΩǎ IƻƳŜ {ƻŎƛŜǘȅΣ ±ŀƴŎƻǳǾŜǊ ²ŀǎƘƛƴƎǘƻƴ 

¶ Schools can be searched for on Great Schools website (filter by preschools or elementary 
schools, state and city) 

ð Resource for identifying caregivers for young children in Oregon: 

¶ Approved Oregon Child Care Services Providers 

5.2. wŜǎƻǳǊŎŜǎ ƻƴ LƴǘŜǊǾƛŜǿƛƴƎ ŀƴŘ [ƛǎǘŜƴƛƴƎ 

ð TED Talks on listening: 

¶ Celeste Headlee 10 Ways to Have a Better Conversation 

¶ Julian Treasure 5 Ways to Listen Better 

ð Interviewing and group discussions: 

¶ Qualitative Research Methods OverviewΥ  ! 5ŀǘŀ /ƻƭƭŜŎǘƻǊΩǎ CƛŜƭŘ DǳƛŘŜΦ CŀƳƛƭȅ IŜŀƭǘƘ 
International, 2005. (This can be downloaded as a pdf. It is a publication of US AID for public 
health research, also available for purchase.) 

¶ Interview Note Taking Best Practices ς See Appendix D 

5.3. 5ŜƳƻƎǊŀǇƘƛŎ ŀƴŘ 9ŎƻƴƻƳƛŎ 5ŀǘŀ wŜǎƻǳǊŎŜǎ 

The list below provides some key data sources one can explore to access information about 
demographic and economic characteristics of people living around the Urban Refuges. A brief 
description of each source is provided, and each heading is a hyperlink one can use to find out more 
information about the source. 

5.3.1. ¦Φ{Φ /Ŝƴǎǳǎ .ǳǊŜŀǳΥ !ƳŜǊƛŎŀƴ CŀŎǘ CƛƴŘŜǊ 

ð Using the American Fact Finder tool, one can access ǘƘŜ /Ŝƴǎǳǎ .ǳǊŜŀǳΩǎ Ǿŀǎǘ ŀƳƻǳƴǘ ƻŦ Řŀǘŀ ƻƴ 
population, race, ethnicity, income, educational, and other demographic data about key 

http://www.nwkidsmagazine.com/family-resource-guide/
http://www.pdxparent.com/parenting-help/
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=6&ved=0ahUKEwjkjpf34ZvXAhVIxoMKHatmCUEQFghIMAU&url=https%3A%2F%2Fmultco.us%2Ffile%2F28577%2Fdownload&usg=AOvVaw3otoaKtFUgEQf7NswYnUZg
https://www.childrenshomesociety.org/clarkcowlitz/
https://www.greatschools.org/oregon/hillsboro/schools/?gradeLevels%5B%5D=p
http://triwou.org/projects/fcco
https://www.ted.com/talks/celeste_headlee_10_ways_to_have_a_better_conversation#t-692154
https://www.ted.com/talks/julian_treasure_5_ways_to_listen_better
https://www.fhi360.org/sites/default/files/media/documents/Qualitative%20Research%20Methods%20-%20A%20Data%20Collector%27s%20Field%20Guide.pdf
https://www.fhi360.org/sites/default/files/media/documents/Qualitative%20Research%20Methods%20-%20A%20Data%20Collector%27s%20Field%20Guide.pdf
https://factfinder.census.gov/faces/nav/jsf/pages/index.xhtml
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geographies in the United States such as state, county, and cities. Data is available from the 
American Community Survey (ACS) which consists of estimates of key demographic variables 
and from the decennial census which are full counts of the United States. The decennial census 
provides the number of people in the household, relationship to one another, race, ethnicity, 
and age. The ACS provides more detailed data about topics such as languages spoken at home, 
and birthplace. Furthermore, the ACS data is more current than the decennial census in the 
years between censuses. There are four ways to use the Fact Finder tool. 

¶ Community Facts: A quick and easy way to access general information and popular tables 
about a specific geography. 

¶ Guided Search: Allows the user to build a table by selecting a topic, geography, and 
race/ethnic group of interest. 

¶ Advanced Search: Provide the advanced user with a way to access all the most current 
Census Data available. This portal allows the trained user to generate very specific tables 
such age, by language spoken at home, in Census tracts of a specific state. 

¶ Download Center: Provides prepackaged data. This is helpful if the user knows the Census 
Data Table number they are interested in finding. 

5.3.2. !ƴƴƛŜ 9Φ /ŀǎŜȅ CƻǳƴŘŀǘƛƻƴΥ YL5{ /h¦b¢ 5ŀǘŀ /ŜƴǘŜǊ 

ð KIDS COUNT is a data source about children and families produced by the Annie E. Casey 
Foundation. Each year, the Foundation produces the KIDS COUNT Data Book and Data Center 
that assesses child well-being in the United States. Demographic, economic well-being, 
education, family, health, and safety data are available. The data varies somewhat by state 
because the Foundation relies on the Census Bureau, state offices, and other non-profits to 
assemble their data. Not all states collect the same data or provide it in the same formats. 

¶ To identify specific data, identify the state of interest, the geography of interest, and the 
topic of interest using the menus listed on the site. For example, one can select Washington, 
Counties, Economic Well-Being, and Median Household Income to explore the median 
income of those in different ²ŀǎƘƛƴƎǘƻƴΩǎ ŎƻǳƴǘƛŜǎΦ 

¶ Most states have hundreds of demographic and economic variables available that can be 
explored. 

5.3.3. hǊŜƎƻƴ hŦŦƛŎŜ ƻŦ 9ŎƻƴƻƳƛŎ !ƴŀƭȅǎƛǎ 

ð Housed in the Oregon Department of Administrative Services, the Office of Economic Analysis 
produces forecast reports and provides data from sources such as the Census Bureau and state 
agencies. The areas most relevant to the Urban Refuge program are as follows. 

¶ Economic and Revenue Forecasts: Data and reports on this page are used as a basis for 
budgeting in state government are made available to the public to aid private entities with 
decision making about the health of the state economy. 

https://factfinder.census.gov/faces/nav/jsf/pages/index.xhtml
https://factfinder.census.gov/faces/nav/jsf/pages/guided_search.xhtml
https://factfinder.census.gov/faces/nav/jsf/pages/searchresults.xhtml?refresh=t
https://factfinder.census.gov/faces/nav/jsf/pages/download_center.xhtml
http://datacenter.kidscount.org/
http://datacenter.kidscount.org/publications
http://www.oregon.gov/das/oea/Pages/Index.aspx
http://www.oregon.gov/das/OEA/Pages/forecastecorev.aspx
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¶ Demographic Forecasts: The office provides short and long-term population forecasts by 
county. These forecasts are updated quarterly and provide users with an idea of where 
growth is occurring in the state. 

¶ Census and Survey Results: Excel downloadable files are provided that provide basic 
decennial Census data such as age, race, and households, by county and city. 

5.3.4. tƻǊǘƭŀƴŘ {ǘŀǘŜ ¦ƴƛǾŜǊǎƛǘȅΥ tƻǇǳƭŀǘƛƻƴ wŜǎŜŀǊŎƘ /ŜƴǘŜǊ όtw/ύ 

ð The PRC provides population data, research, and analyses for Oregon and its communities. 
Much of the data they analyze and report on comes from the U.S. Census Bureau. 

¶ Through their News and Publications link, they provide links to reports and presentation 
authored by their faculty and staff. 

¶ The Population Estimates ƭƛƴƪ ǇǊƻǾƛŘŜǎ ŀŎŎŜǎǎ ǘƻ ǘƘŜƛǊ ǇƻǇǳƭŀǘƛƻƴ ŜǎǘƛƳŀǘŜǎ ŦƻǊ hǊŜƎƻƴΩǎ 
counties, cities, and towns. They prepare these data annually in July and provide the data in 
Excel format. and access to related data sources such as business data, education and 
health. 

¶ The Population Forecast link provides a link to county level population forecast data by age. 
These data are updated annually in July. 

¶  The PRC provides an annual training in Portland on how to access and use Census data 
relevant to Oregon. This includes an overview of the data the PRC offers and assistance in 
using U.S. Census Bureau Tools such as the American Fact Finder. 

5.3.5. hǊŜƎƻƴ IƛǎǘƻǊƛŎŀƭ {ƻŎƛŜǘȅΥ wŜǎŜŀǊŎƘ ŀƴŘ [ƛōǊŀǊȅ 

ð The Historical SocietyΩs Research and Library website is a resource for historical data about the 
population of various ethnic and racial groups in Oregon and their reports can provide some 
context to what was happening around the time of changes in demographics. The Oregon 
9ƴŎȅŎƭƻǇŜŘƛŀΩǎ Latinos in Oregon is one example of such a report. Using the Search the Catalog 
ƭƛƴƪ ǿƛƭƭ ŜƴŀōƭŜ ǘƘŜ ǳǎŜǊ ǘƻ ŀŎŎŜǎǎ ǘƘŜ {ƻŎƛŜǘȅΩǎ ǊŜǎƻǳǊŎŜǎΦ ¸ƻǳ Ŏŀƴ ŀƭǎƻ ask for assistance if 
looking for specific data. 

5.3.6. ²ŀǎƘƛƴƎǘƻƴ hŦŦƛŎŜ ƻŦ CƛƴŀƴŎƛŀƭ aŀƴŀƎŜƳŜƴǘ 

ð Roughly the Washington equivalent to the Oregon Office Economic Analysis, and the Population 
Research Center at Portland State University, the Office of Financial Management provides 
Census data and reports about demographic and economic trends. Specifically, they offer the 
following resources relevant to the Urban Refuge program. 

¶ Statewide data and trends: Excel and pdf downloadable files about the population, 
economy, and other topics about Washington. 

http://www.oregon.gov/das/OEA/Pages/forecastdemographic.aspx
http://www.oregon.gov/das/OEA/Pages/surveyresults.aspx
https://www.pdx.edu/prc/home
https://www.pdx.edu/prc/news-and-publications
https://www.pdx.edu/prc/annual-population-estimates
https://www.pdx.edu/prc/opfp
https://www.pdx.edu/prc/node/62
http://www.ohs.org/research-and-library/
https://oregonencyclopedia.org/articles/hispanics_in_oregon/#.WjxKnDdG0jF
http://librarycatalog.ohs.org/EOSWebOPAC/OPAC/Index.aspx
http://www.ohs.org/research-and-library/research-help/index.cfm
http://www.ofm.wa.gov/pop/
https://www.ofm.wa.gov/washington-data-research/statewide-data
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¶ County and city data: Provides a clickable county map of the state where the user can drill 
down to access data about each county. They provide general, criminal justice, 
demographic, economic, finance, and human service data. 

¶ Population and demographics: Population estimates, and forecasts are provided here. 
Estimates and projections by age, sex, race, and ethnicity are provided. 

¶ Research briefs: This page provides a searchable list of publications produced by the Office. 

ð They provide access to Washington specific Census Bureau data as well as forecasts based on 
Census data. In addition to Census Data, this department provides ancillary data about 
education, criminal justice, health care and other topics. 

If the refuge staff require additional data or resources for exploring demographic and economic data 
indicators, Appendix E provides a list of additional sources for more advanced users, and likely require 
training or a fee to access. 

 

https://www.ofm.wa.gov/washington-data-research/county-and-city-data
https://www.ofm.wa.gov/washington-data-research/population-demographics
https://www.ofm.wa.gov/washington-data-research/research-briefs
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Appendix A. ²ƻǊƪǎƘƻǇ ±ƛǎǳŀƭ DǳƛŘŜǎ 

A.1. aŀǇǎ 
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