Urban Audiences
Research Plan

Final Plan

December 27, 2017

Prepared by

research ) into) action

ine

3934 NE Martin Luther King Jr. Blvd., Suite 300 | Portland, Oregon 97212
www.researchintoaction.com




FinalPlan

Urban Audiences Research Plan

December27, 2017

Funced By:
United States Fish and Wildlife Service

Prepared Far

PortlandVancouver UrbaRRefuge Program

Prepaed By:

Research Into Action, Inc.
Jane S. Peters
Nathaniel Albers



research »intoaction”

www.researchintoaction.com

PO Box 12312
Portland OR97212

3934 NE Martin Luther King Jr. BlvaLit&s300
Portland, OR 97212

Phone: 503.287.9136
Fax: 503.281.7375

Contact:
Jane S. Peters, President
Jane Peterg@@researchintoaction.com


http://www.researchintoaction.com/

Urban Audiences Rearch Plan

Vd

¢cl-ofS 2F /2y iGSyia

EXECULIVE SUMIMALY.....iiiieie ettt e e e e e e s s r e et e e e e e e e e annnnnnneead l..
O [ 0 o o [F Tox 1T o U PP P PP 1
1.1. Why @ RESEAICH PIaNZ.... .ottt e e 1
2 = T Tl (o T (o 11 o 2
1.3. How to use this ReSearch Pla............c.uuviiiiiiiiii e 3
2. KNowing Your Target AUGIENCES........uuuiiiiiiieeeiiiiiiiiieiee e e e e e e e e e e e e e enneneeees 5
2.1. What is knowing your target aUdiENCE2.........ccooieiiiiiirrrrree e e e e e e e e e e e e e e 5
2.2. Step 1- Identify and Invite Leaders for Target AUdIENCES..........c.uvviveeeiiiiiiiiieee e 5
2.3. Step 2- Conduct the LiStening SESSIONS.......cccoooiiiiiiiiiicccccccivevvrrvreeeeereeeeeeeeeeeeeaaeaeaaee e
2.4. Step 3- Use the Information from the LiStenir®esSSionS..........cooocvieiiiiiciniieec e, 10
2.5. Step 4- Revisit the Community to Test and Refine Ideas.................cccee i, 11
3. Steps to Learning from Current AUdIENCES. ........uuiiiiiiiiiiiiiiie e 12
3.1. Step 1- Capture More Data from Existing INnteractions................ooo oo cceeeccicnninninninneeeeee, 12
3.2. Step 2-UsSeS fOr NEW Dala........ccooooiiiiii it e e e e e e e e e e aaaa e e 13
4. Revisit Sociemographic INfOrMatioN. ...ttt 14
o TR SIS0 10 o] T PP UPPPPTRPPPPN 15
5.1. Resources for Information about Children Service Providers..........ccccuvevveeieiiiciviieeeeennns 15
5.2. Resources on Interviewing and LiStENING.........uuuueiriiiiiiiiiiiieiiieeeeeeeeeeee e 15
5.3. Demographic and Economic Data RESOUICES...........cooiiiiiiiriiiiieeiiiiiiiee e 15
Appendix A. WOorkshop Visual GUIAES..............ooovviiiiiiiieeiii e Al
R /=T 1P TTRRPPPRRPPP Al
F N = 1] ST T To O g = g 3O PSRRP A-15
AppendiX B. WOrKSNOP NOTES........coiiiiiiiiiiie e B1
B.1. Ridgefield WOIKSNOP.......cooooiiieieeee e e ee e e e e e aaaaaaa e B-1
B.2. Tualatin RIVEr WOIKSNOP. .....ceiiiiiiiiiiieee et B-11
Appendix C. Program Tracking FOIM...........cccoeooiiiiiiiiiiiiiieeiceciiinee e eeeeeennnnn G
Appendix D. Interview Note Taking Best PractiCes...........ccocoveeriiiieieiiniiiiec e D1
D B0 =T o = T 1 [0SR D1
AppendixE. Advanced Data and Visualization Tools and Resoutces...............cc.oouee. E1

researchinto ) action Table of ContentsPagei



Urban Audiences Research Plan

OESOdzi A @S { dzY Y| NE

The Portlanevancouver Urban Refuge Progr@arban Programfollows the eight Urban Wildlife
Refuge Standards of Excellen€lefirst of thesestandard focuses on conducting research to identify
target audiences for community outreach and engagemBmisearch Into Actigrinc.developed this
planto guide theUrban Audiences researéhfforts forthe UrbanProgram foithe PortlandArea US Fish
and Wildlife Service (USFWAigefield, Tualatin River, and Steigerwald &@onal Wildlife Refuges

The research plan recommends an iterative process, in which each step builds on the previous step.
Staff at thePortlandVancouver Urbanefugeswill first collect information from community leaders,

then use the information to generate ide&Staffwill then reconnecivith the community leaders to
gather feedbaclon the ideas ando identify how to further refine themto meet the communityneeds.

This plarrecommendseginning by conductinkisteningsessions andhterviews with community
members who work with the target audiencieseach of the refuge arealt alsoidentifiesresources to
helpidentify community contactsand it includesa samplerecruitment script, a list of possible
guestions and guidance on how to use the interview resufike planconcludes with recommendations
for additional data to collecbn current audiencesand how to use the data tbetter understandhese
communities

There are many ways for tHeortlandVancouver refuge® connect with the publiclmplementing the
approach in this plawill help identify those that are most effective afehd to new and innovative
strategiesto connect to the target audiensdJSFWS staff and friends of the refuges identified in Spring
2017
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Urban Audiences Research Plan

1. LYUNRRdAzOUA2Y

ThePortlandVancouver Urban Refuge Prograntteg US Fish and Wildlife Service (USFWS) is among
the firstof its kind in theUnited StatesThe program represents a new and exciting journey to connect
the refuges in the Portlant¥ancouvemMetropolitan area with the growing urban population

In the fall or springanyone in the Portlan&/ancouver metropolitan aremayseeor heara flock of

geese or duckm flight They may enjoy the view out their window or appreciate bmaking of the

gees2y 'y S@SyAy3a gt ft132 odzi OKI y G theylikipawar&tBagd OF y Qi
the refuge plays a role in ensuritigese birds remaiglose to theurban area ThePortlandVancouver

Urban Refuge Prografirban Program3eeks tanot onlyaddress this knowledge gap by increadimg

percent ofthe metropolitan populationthat knows what they are seeing and hearibgt increase the

NEt SOl yOS GGKIG NBFdz3Sa yR O2yaSNBIGA2Yy Ay LIS2LX S

The USFWS contracted Research Into Action to develop this research plan ia Bélprfulfill this goal.
The plarpresents a research approathhelp staff, friends,and volunteers working with thelrban
Program gaimm deeper understanding of the communities surrounding the refugbe research team
may then apply those insights create and implement programs aiadtivities that meet the needs and
wants of the communities.

1.1. 2 Ké | wtSfakSy ND K

TheUrbanProgram seeks tengage thevariousurban communitieshat surroundrefuges in the
PortlandVancouver areaThe Standards of Excellence for Urban National WiRkfeigegthe
Standards}ets forth eight standards to achieve excellence in serving and collaboratinthest
communities This research placharts an approach to hektaff, friends and volunteer®f the Portland
area National Wildlife Refuges ofiBefield, WashingtorSteigerwald Lake, Washingtamd Tualatin
River, Oregomo meet the first standard of excellencknow and Relate to the Community

Engagindarget audiencesg, be it for the purposes of marketing, business development, or community
engagement; requires truly understanding their characteristics, needs, and priorities. However,
gathering these insights is no small tasid cannot be done in isation. 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 28ddminends the
research teango straight to the source byollecting datadirectly fromcommuniiesto learn abouttheir
needs and wants. The plan also addresses housésecondary datdrom other sources, whichan be
assembled into maps and tables to specifically answer questions abouhunity memberstheir
locations andtheir perspectivesThough it idifficult to predict thespecificideasthat will emerge from
these efforts implementing this approach will help thérban Prograngain supportrom local
communitiesby developingactivities and servicehat align with and satisftheir needs and wants

1 USFWS, Urban Wildlife Refuge Standards of ExcellBowenloaded October 20, 2017
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1.2. . I O1 ANR dzy R

Threeimportant efforts inform this research plaifhe Standards of Excellence, a report on
environmentaleducationcapacity, and two workshops conductedSpring 2017 with refuge staff,
stakeholders, and friends.

1.21. ¢ KS {CHhINERIF NR 27a AUROSiyi2Sy OSSR wSt | 1S i
TheStandardsof Excellencenake itclear that efinitions ofii K S cddnivhity@vary. For an urban

refuge, it begins with the specific geographic arearttfeige serves. However, geography need not limit
conceptsof community. Communitiesan alsaefer to crosssections withina town or city. Examples
includetraditional hunters birdwatchers,and school agehildren which arecommon at refuges

Others ncludecommunities such asultural centers hikers,artists, fhotographersparents, senior

citizens and many othersAccording to the first standard, there are two fundamental elements of

community engagement:

8 Knowing.The standard defines thisauilding a presence in the community that integrates and
connects the refuge to the community or communities servéd accomplisknowing the
research plan sets forth a process to learn about target audietackstter understandhow to
connect them wih the refuge.

d Relating This elemenfocuseson building relationships and gaining input from community
leaders Thisrelationshipbuildingthen guidesthe work of the urban refugéo create an
environment in which people feel safe to express culturbiged values, perceptionand
experiences through earnesto-way communcation

To address these elementbjs research plamuts forth an approacio learn aboutrefuge
communities including existing and newbhosentarget audience.

1.22. WL NI FTMRAXWRYRSYySGYf O9RdzOFGAZ2Y | 2442 0A

The Environmental Education Association of Oregon commissioned a study on how to build
environmental educatiorapacity? which helpednform this research plarMichael Coeonducted this
researchin 2015 interviewing leaders in the Portland Metropolitan area to assesgenvironmental
educationcould be better integrated intdbcalcommunities. The kefindingthat emergedrom the
interviewswasto integrateenvironmental educatiomto existing commuity organizations by
AYONBI &Ay3 i Kepgaltyta deBéesvkonmentdl 8dyicati@through partnershigwith
providersof environmental educatioysuch as the Portlantfancouver Urban Refuge Program

This recommendation does not solely suggéat environmental educatioproviders develop
programs that meet the needs of the community organizatidRather, it recommend$e providers
build partnerships with the community organizations atidough those partnershipselp the

2 Coe, Michael. 2018Building Capacity for Integrating Environmeralucation with Community Empowerment: Interviews with Leaders in

the Portland Metro AreaEnvironmental Education Association of Oregon.
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organizations t@xpandtheir own capacity to deliveenvironmentaleducation to theirown community
members.

1.23. ¢ K& OAf AN SR2 LIA

Research Into Actioratilitatedtwo workshops withurbanrefugestaff, friends group members, and
community volunteersn the spring of 2017. These workshdpsused on identifyingarget audiences
andgathering insights to inforrthis research plariThe workshops reviewed the divéss types of
communities and geographgurroundingeach refugeThe workshops employedapsand data
depictingthe distribution of different communities in the Portlantancouver metropolitamreaand
thosesurrounding the refuggto help participantsunderstand ethnicity, soci@and economic factors,
andlifestylesin these areasand to provide fodder for thetarget audience discussions and decision
making.Appendix Ancludes themaps,tables,and chartghe workshopsused andAppendix Boresents
notes from theworkshop

Working through the discussion around these various issues, each workshop sought to identify target
audiencesn whichto focus for future research and development of targeted services. The target
audienceghat emerged from these discussions include

d TualatinNational Wildlife Refuge (NWR)

1 Families and caregivers wigloung childrerages0-5 and Preschool youthvithin
Washington County especiallyligard, Tualatin, Sherwood, Newbeamnd south Beaverton
plus, Newberg in Yamhill County

d Wapato LakeNWR

1 No audience identified now due to stage of developmamdbecausehe refuge is not
open to the public

d RidgefieldNWR

1 Third, fourth, and fiftgraders irthe Ridgefield school districtvhich isthe fastest growing
city in the state and the includes age group targeted to study local indigenous cultures and
experience nature througBepartment of hii S NJERENXRId in ®arkcampaign

d Steigerwald LakBlWR

1 Bementary gra@sK-3 andtheir family and caretakersas well aschool groupg especially
in Eastern Clark, Western Skamania, and Eastern Multnomah counties

13. 126 G2 dzaS GKAA wSaSkNDK tfly

This research plan providgsidance fouunderstandinghe targetcommunitiesand learning from
current audiencesThis knowledge will enab&aff and volunteeravho workwith the refugego build
strong relationships with thesearious groups androm this foundationincrease theconnection to

new target audiences\ote that one of the lessons from the research on environmental education
capacity is thaproviders of services will bmore effective to integrate environmental education into a

research ) into ) action’ Introduction| Page3
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IAGSy GFNBSG | dzRmsGyt Gdvizes, réherkhariias § sepalalbl@e@idklto or for those
audiences from the education provider, in this case the refuges

Thisplan comprises specifstepsto systematicallygather information and developrograms and
services thatvill resonatewith the target audiencedt provides guidance fahree areasof
investigation: getting to know the target audiences, learning from current audiences, and using
secondary demographic and social data

The plan is structured ia linear fashiorand thus $es steps to define the process for each investigation.

The plan concludes with a list edcialand demographic resourcemcludingthe criteria used to create
the maps and chartsom the workshop.There is also kst of resources to help identify orgeations to
interview to better understand the needs of organizatidhat servethe young, preschool, and
elementary aged children and their caregividrat comprise the three target audiences

research ) into ) action’ Introduction| Page4
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21. 2 KFG Aa 1y26Ay3a @2dzNJ OGF NBSG

Thisresearch plaradheres tathe position suggested lgsearch on environmental education capacity
buildingthat knowing your target audienaequireslistening to thenmfirst, rather than trying todevelop
a service, and then seeing if it is what people waihis is a lesson that also has been learned in new
product and service developmenh whichnew serviceor product ideas are explored over coffee and
lunch meetings between a developer and potentisérs of the product or service

Something similar will help th€ortlandVancouver Urban Refuge Prograhhestepsto implementing
this approach include: (19entify key contacts within théarget audience in theommunities neaeach
refuge;(2) setup meetings over coffee or lunch in small growggere people liveor work; and (3)

during the meeting, discusswhat target audience members want and neadd think about the service
and product ideas that might be offered or supportegthe PortlandVancouver Urban Refuge
Program

Given the focus on children across the refuge complexksy ajuestiorto explore with community
members isWhat do you need to helthe children in your care love, respect, and understand the
refuges and the wildlife the refuges support?

Vd

I dzR

22. { O SHWIRMBYWWIRYSAGS [ SIFRSNE FT2N ¢ NH

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

221 LRSYGAFeAy3a ¢ NHSG ! dzZRASYOS [ SI RSN&

Identifying leaders for the target audience begingdejiningthe target audiences for each refugghis
step can take a week or up to a month or mared involvegjathetingnames and contact information
Theprocess ideally results three times the number of people on thalllist to callthan the target
number of attendees and participanits the listening sessions.

The table belowestates the target audiences identified for each refulyeone caseRidyefield School
District,finding the audience is easy. The other audiences will take more effort and research

research ) into ) action Knowing Your Target AudiendePage5
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Table2-1: Target Audiences

Target Audience Geographic Area Possible Resourcds

Find Commanity
Leaders

Tualatin River  Families and caregivers with Tualatinwithin WA County (Tigard Preschools, day care

. Tualatin, Sherwood, Newberg, providersin target
NWR young childrenages & south Beaverton) plus Newberg communities
rd Ath th i 1 v i
Ridgefield 3¢, 4" and5" graders RidgefieldxhoolDistrict Ridgefiéd School
NWR (Cathlapotleplank house for District listsof teachers
4%/5% grade)
: Elementary gradek:-3, along Families fronEastern Clark, Shool districs, private
Steigerwald . . )
with family, caretakers, schoc Western Skamania, and Easterr schools and after care
LakeNWR : :
groups Multhomah Counties providers

The target audienceare somewhat similar in thatll three refugegocuson young or elementary school
aged children and their caregiveRidgefieldfocuseson the schools as caregivers, rather thiha range
of caregivers that might work with younger children targeted3tgigerwald_akeand TualatirRiver

Fnding community groups and leadds Steigerwald Lake and Tualatin Riwé require sorting
through the variety of service providers for the target audiences and seeking their engag&uaetiovn
5 of this plan includesesourcedor identifyinggroups that work with thesédifferent ages othildren.

221 { GNHZOGdNB GKS [AaGSyAy3d {Saarzya

Conversations can be one on one or in small grédpgseyshould be in persaras people tend to be
more at easen this scenari@and more likely teengage in coversations provides more rich and
thoughtful information than available from surveys or online questj@msl allows the interviewer to
ask followup questions

d Ideally a oneon-one conversation can be over coffee or lunch &ast30-60 minutes.

8 Small group conversations should hdwar to sixpeople with similar interestse(g.,only day
care providers, or preschool providers, but not both), &ettl in a convenient location, such as
a nearby community center

Each listening session model offeestainadvantags. Small group discussions enapleopleto
NEBALRYR (2 SI OK 2ligiHdsadidat buliihdsScgninientd:Oyiedn-one
conversations areasy to schedule, becausely two people must agree to a time and place.
Cumulativey, however, it will moslikely take more time to have multiple or@-one conversations
than a few small group meetings.

3 Larger discussion groups require professional facilitators and are not recommended unless the research tearfuhds theontract

for those services.

research ) into ) action™ Knowing Your Target AudiendeBage6
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Research Into Action nonetheless recommends setting aside time and resources to conduct both types
of listening sessian If possiblerefuge staffshould begin with a few oren-one meetings to generate

some initial ideas, followed by some small group conversatiofigrtoer explore the ideas in a setting
where multiple perspectives might be heard.

There is no perfect number of totaéssions to holdhougha rule of thumb i¢o hold at least 10 one
on-one conversations ardr three small group discussions per target audience.plée for the order
of one-on-one and group sessiondll likely emerge as the scheduling occurs, ibig important to
discuss timing as a team during the planning phase.

222. LYGAGAY3 ¢l NBSG ! dZRASYOS [ SIRSNA (2

Inviting community members to a discussion is likely to be straightforwaterviews can be scheduled
as quickly asne or two days aheadr a week or two aheadFor smalgroups, itis best to start calling
two or three weekdefore the meeting is setp get enough responses fil each sessiorif refuge staff
haveeffectively identified community member#)ere willbe names and contact infonation available
and the process can move along quickly

Here is an example of an invitation thesearch teammight use

I am with the (Refuge Name) in (town). We are talking with community meraberg

the environmentaland natureeducationneeds foi(age group) children. We would like

to see if there are resources supportthe Refugeouldprovideyouwith in your efforts

to provide environmentand natureeducation to (age group) children. We are meeting
with peoplelike youwho work with (age gup) childrenover 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 agrdbe research team shouldhmediatelyserd them both an email
and a letterby postal servicevith the information on the location and time of the meetinbhe
communication should also includecontact name with email and phone numbier case the
community membeneeds furtherinformation ormug cancel or rescheduldhe team should also send
areminder by email and phone the day befdhe session.

23. { 0SmI2/ ROKDSA A0Sy Ay 3 {Saarzya

Once themeetings are scheduled the conversatioegins There are many resources available to
remind us howto listen. TED talk&uch aswo noted in sectiorb.2 of the plan) as well as bookabout
interviewing and listeningone noted in sectiorb.2) providegood reminders thaeffective listening
involves focusing owhat othersthink and feel.

To make the sessions workefuge staffwill need todo two things: 1develop a guide for the
conversationsand 2) have a leader to guide each discusstarsuallytakes 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.

research ) into) action Knowing Your Target AudiendeBage7
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It is important to think through thénterview questionsin advanceand write them down sthat
interviewees receiva similar set of questions in each session. Doing this will make it easi@ptiare
consistent information that can beomparedto identify deeperinsights.

Refuge stafhould considethe following recommendations whesteveloping a guide for the
conversations

8 Ask usefylopenendedquestions not yes or no questions.
8 Begin withbroad question@and move to specific questions.

8 Learn if there are any times whehildrendo not havek OOS & & i sPmebfyhe quektiols Q
should help taunderstand whether exposure to nature is important to the groaipd, if so, how
they do it, if they have difficultgccessing naturdf they thinkthere are importantaspects of
natureto share wih the children they work with.

8 Learn who else is conductimgture andenvironmental educationare there gaps? Sometimes
community leaders know about other pelggnterested in the same topiso some of the
guestions should focus on what they know abother groups in the community that also work
to ensure children have access to nature and what they are doing.

d 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 peraiis before turning on the recorder. Most smart
phones can recordhougha digital recorderis also an option

d Another way to take notes is to use large pastand flip charts. These work really well in the
small groups so that the group can contribated see what is being captured from the
discussion.

Following is a list of sample questioii$iese are suggested questions for emeone interviewsbased
on the topic areas noted at the beginning of this section. They can be modified and addestaé as
sees fit. Further, if other topic areas are identified, these questi@ambe adjusted and modified to
reflect whatstaff decideswill be most helpful.

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

1 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?

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

d The nexquestions can be more focuseor example:

1 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?

research ) into) action Knowing Your Target AudiendeBage8
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What do you think ithe best way for children to come to love and respect nature?
Whattype of nature activities does your program incladevould like to include

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

= =/ =2 =4

Are there specific resources thau are currently using to provide nature activities in your
programs?

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

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

8 Next wrap up the listening sessiomith some closing questions:

1 Thank you for speaking with us toddgthere anything about nature education for (target
audience) that you would like to mention, that I might not have asked about?

1 Isthere anyone else in the conumity you would recommend we talk with who would have
some thoughts on these topics?

8 Finally, just before closingheck to see if you can call them back for folamy

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

1 We look forward to talking with you agaias 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 settindacilitators should encourageach person to respond to each questidhe

discussion will likely take a bit longer than a emeone interview andsessions may not cover as many
guestionsin the time available

232. [ SIRAYyRaGE&GAYI {Saarzya

Oneperson fouldfacilitate the conversation in each listening sessibimat 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 ableto naturally and seamlessly introduce new quessianto the conversationt will likely totake a
minimum oftwo to four weeks to completd 0 interviews andeadthree groupsessions.

A secondperson should come to the session to take notasange the flip charts, postnotes,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 theverrsto 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 nameifgpofiewees along

with the date and tine of the listening session. This makes it easier to keep track of the notes and match
them to the recordings.

research ) into ) action’ Knowing Yourdrget Audience$Page9
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Refuge staftan also provide the community members with a post card, email address, or stamped and
addressed envelope by which the community mesnban send any other thoughts to the team after
they leave the listening session.

Within a couple of daysfter the session, it is good ®endeach participant notethanking them for
meetingwith you and(if appropriate)letting them know that younayreach out to them again as you
develop the programs and activities.

24. { 0 BMWIABKNET 2 NY I O A 2[yA &FINRYYA VUK S{ Sa a A 2

The process oépplying the information from the interviewseginsby analyzing results from the
listeningsessionsand thenmoving on to creatgrograms and activities.

241. 'yIrteara 2F GKS [AadSyAay3ad {Saarzya

The analysis should focos interpreting the results fronlisteningsessiongo glean useful and
applicable insightsThis process will likely take two four weeksif done corretly and will involve the
following steps:

d First, listen toeach audio recordingrhile reviewing anccleaningup the notes for the associated
listening session. This will hadfarify detailsand remindresearcher®f what was said. This step
can be done gbrtly after each listening sessipor within a week or two of each sessitin
ensure clarity

8 Secondlistwhat each contact said in response to each question. It is helpful sometimes to put
this into a spreadsheet, or make photocopies of each set ofqatel literally cut and paste the
responses onto aew sheet of paper, perhaps even flipard size pper.

8 Third,oncethe responses tall the questionsaretogether, look across the commenrasd
comparewhat has beersaid to see if there are any core lessons learned and possible
suggestions for next stepare there common statemen®&Do some statements contradict with
others? Comparingspecific responses teach questionmeveals whethethere are majoty and
minority points of view.

8 Fourth, summariz¢he comments for each questipand discuss this as a team to see if the
findings are clear and if they are consistent with what team members think they Héard
inconsistences emerge, use the analysis to confirm whatésponses were and how often
those responses occurred. Sometimpsople recall things correctly and sometimes they do
not. The analysis process and the sorting and categorizing of respomz@yes accuracy.

242. | NBFGAY3 t NPANI YA YR ! OUADGAGASAE

This stepgs not researchit is the province of th&JrbanProgram. Using the information from the
listening sessionsefuge staffshould be able to dowo things:

d Generate innovative ideasBased on the findings from analyzing the responses to the listening
sessims questionswhat types of servicedoes the communitgeem toneed and/or wan?

research ) into) action Knowing Your Target AudiendeBage10
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8 Flush out an initial outline of what the services will look likBigure out how thePortland
Vancouver Urban Refuge Prograould make this happen.

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

25. { 0 8IMB ONIEKAGIY Ydzy AB B8 IWyRSE FAY S LRSI &

Researchers often overlook the fourth step, which involves testingefimiing the initial ideas that
emerge from the listening sessiar@ncerefuge staff havepplied insights from the listening sessions to
ideate programs and activities,i# critical to conduct a secorst oflistening meetingwith the
community leades to explore thenew servicddeas and see how the ideas resonati¢h them.

251 . NAYBY YRGBl (ABDI2NES & 0¢&

Oncerefuge staff havedentified innovative ideas for programs and activitisshedule another listening
session or some small grosipo refine the ideasThis requires onlialf or a quarteiof the number of
session$eld during thefirst round of researchin addition, kecause the goal is to test the ideasaff

can nvite people who were very interested or whose conversatisperled some of the innovatie

ideas for programs and activities.

The ideas for innovative programs and activities do not hayeetully formed, they just need to be
sufficiently well thought out to be clearly articulated in the meetings with community memb¥his will
enable the team to see whether they meet the commumigeds and wants.

This second set of meetingsll probably add another two weeks onto the procesewever they offer

a valuable tool identifying furthenefinements that did not come up in thaternalteam discussionsit

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 Willdée to interest, support for,

and buyin from the community leaders that will make the delivery of the services easier.

252. [ Aauvdy Li23 a s

As in the first sessionstaff shouldaudiorecord conversationandtake notes Aftercompleting the
sessionsthey shouldreapply theanalysis process to identify changes and modifications needed to
finalize the servicer activities

Tryout the new service or activities with leaders who attended the listening sessions or interviews.
These are the partners of éhPortlandvancouver Urban Refuge Program.
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There are two steps to learning more from current audiendédsefirst is to captire more data from
existing interactions so thataff can better understand current audiend@seds 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 insigmto needs and interests.

31 { GSmIIMJIiad2NNES 5+ Gl FNRY 9EA&GAY3

The easiest way to learn mmabout current audiences is tonend the type®f data collected from
visitorsand toformalize that datacollection Table3-1 shows a list of the fields currently collectgdthe
first columnand some suggested alternativiesthe second columnThese alternativesouldprovide
more accurate insights intwho the refuge staff are engaging withio make this data collection process
a bit more consistentask a primary contact person from the group to complete a-page fom (see
Appendix Gor a proposed form).

Table3-1: Suggested Data to Collect About Audience Members

Date Date

Presenter (Staff person) Presenter (Staff person)

Kit/Check out Materials used

Program type (interpretiveenvironmental ed.) Program type (interpretiveenvironmental ed.)
Invasivecontent (yes/no) Invasivecontent

Number of attendees Number ofattendees

Activity description Activity description

Diversity audience Primary agegroupof 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

research ) into ) action” Steps to Learning from Current Audien¢eé®agel 2
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It is also helpful to colle@mail addresses andf possiblephone numbersEmails will enable the Urban
Programto easilyinvite current audience members to events, to provide inforimatand newsletters,

and to invite participation in surveys or focus groups. A phone number is less important, but can permit
follow-up for feedback andnvitations to focus groups.

The Friends group for each refugarrently collects emails by askingitors if they wish to receive a
newsletter, which is quiteeffective This does not, however, capture contact information for points of
contact forgroup eventssuch as a school group or scout group that has contact with the Refuge. These
people likely hae arranged for the evenaind their emails should also be tracked and their role in the
event categorized.

32. {GSMIarSab SF NI 4 |

The existing data aneot as systematized dkey could be. For example, the existing spreadsheet
documenting workshopsicludes the name of the organization being served and the nartteeavent
where the services occurretHowever, the datao not indicate the organization type (school,
community group, etc.). Additionally, the current datallectedasks the refugstaff person to capture
AT GKS | dZRAS yORi ARevideRhygpEificatout theage, ace, and ethnicity of the
group members.

Asking a group leadgsuch as a teacherr other leaderto providesome key demographic
characteristics (®Table3-1 above) willenable the refugestaff to better understand who is attending
their programs Analyzing these data over time can help to identify what tygfesidiencesare engaged
with the refugesand whether there is value in engaging with new growfif similar interests. Staff
shauld summarize thesdata at regular intervals (quarterlynonthly, etc.) to sedf there are specific
audiences engaging witlhe refuge andrerify that they are reaching groupstended Furthermore, if
contact information from a group leadesuch as a teacheis includedstaff could sengubsequent
invitations totarget audiences t@articipate innew workshop®r to invite contacts teevaluate
PortlandVancouver Urban Refuge Prograia surveys, interviews, or fosuyroups

4 It is the policy of the UFWS that any requestgersonal informatioror surveyingmay placea burden on the publiand therefore

requires appropriate clearance
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During theSpring 201WorkshopsResearch Into Action us&tharts, figures, and mapwhich
presenteddemographic and economic information about the areas surrounding each of the refuges.
Table4-1 presents hese itemsand thdr respective dataources

Table4-1: Description of Key Data Presented in Workshops

Description

Children 5 and Under byace and County in Washingtor

Child 5 and under,dpulation by Race and Ethnicity,
20002014, Oregon Counties

Population Growth by County by Race 2145
(Washngton, Clackmas Multnomah)

Forecasted PopulatioGrowth by County 1980 to 2050
Population Growth by Components of Change (Births,
Deaths, Migration)

Nativity by County 2015

Hispanic Poplation by County

Population Change by Hispanic Ethniciyec. 2012

Tapestry SegmentatiQr2017
Diversity Index2017

Source
Annie E Casey Foundatjdtids Count
Annie E Casey Foundatjdtids Count

American Community Survey, US Census

OregonOffice of Economic Analysisyi3ion of
Administrative Services

Oregon Offie of Economic Analysis, Division of
Administrative Services

Missouri Census Data Center, American
Community Survey

US Census Bureau Report and the Oregon
Historical Society

Source: Oregon's Demographieids. Office of
Econ Analysis

Environmental Sysms Research Institute (ESRI

Environmental Sysms Research Institute (ESRI

Copies of the tables, figures, and maps were provided electronically to thedkamwith the source
of the data used to make the itemEhey are provided in this report &ppendix Aand Appendix B

In addition to thedata sourcesoted above the refuge staff may want to reach tio regional or

national USFWS GIS staff to better understand the data and resdoredschthey 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 heljnform refuge staff about the changing demographics around the refuges.
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Urban Audiences Research Plan
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d General resourceabout services for families with young and elementary school aged children

 NW Kids Magazine

PDXParent Website and Magazine

Resources fordtents of Young Children Portland Area

1
1
T /KAfRNBYQad 12YS {20ASidesx +IyO2dz@SNJ 2| aKAy3Iid2
1

Schools candosearched for on Great Schools webffilter by preschools or elementary
schools, state and city

d Resource for identifying caregivers for young children in Oregon

1 Approved Oregon Child Care Servieesviers

52. wSaz2dzZNPDSENPYSERAYIDYIAYH
d TED Takon listening

I Celeste Headlee 10 Ways to Have a Better Conversation

I Julian Treasure 5 Ways to Listen Better

d Interviewingand group discussions

f OQualitative Research Methods Overviéw | 51 G/ 2ff SOi2NNa CAStR
International, 2005(This can be downloaded as a pdf. It is a publication of US AID for public
health researchalso available for purchage.

1 Interview Note Taking Best PracticeSeeAppendix D

53. 5SY23IN} LIKAO | yWRSPDODENRYA O 51 O

The list below providesome keydatasources one can explore to access information about
demographic and economic characteristics of people living around the Urban Refunres.
description of each source govided,andeach heading is a hyperlink one can use to find out more
information about the source.

531. ! o{ & / Sy¥wdAYSNMNBI yiz CI O CAYRSNJ

8 Using the American Fact Finder toathexan access KS / Sy adza . dz2NB I dzQa @I &
population,race, ethnicity, income, educational, and other demographic data about key
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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 demographiesrariabl
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,
andage The ACS provides more detailed data about topics ssd¢arguages spoken at home,

and birthplace. Furthermore, the ACS data is more current than the decennial ¢erikas

years between censuseBhere are four ways to use the Fact Finder tool.

1 Community FactsA quick and easy way to access general information and popular tables
about a specific geography.

{1 Guided SearctAllows the user to build table by selecting a topic, geography, and
race/ethnic group of interest.

1 Advanced SearclProvide 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.

1 Download CenterProvides prepackaged data. This is helpful if the user EtlesvCensus
Data Table number they are interested in finding.

532. l VYVAS 90 /| ¥$& { CA5deyul ¢ (i ASyYUYS NJ

8 KIDS COUNT is a data source about children and families produced by the Annie E. Casey
Foundation. Each year, the Foundation producesitieS COUNT Data Bamid Data Center
that assesses childell-being in the United States. Demographic, economic-beihg,
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 othprafits to
assenble their data. Not all states collect the same data or provide it in the same formats.

1 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, onsaant Washington
Counties, Economic WeBleing and Median Household Income to explore the median
income of those imlifferent2 A KAy 3G2y Qa O2dzyiAiASao

1 Most states have hundreds of demographic and economic variables avaliableain be
explored.

533. hNE 32y hFTFFAOS 2F 902y2YAO !'ylIfeara

8 Housed in thedregonDepartment of Administrative Services, the Office of Economic Analysis
producesforecastreports and provides data from sources such as the @eBsireau and state
agenciesThe areasnost relevant to the Urban Refuge program asefollows.

1 Economic and Revenue Foreca®ata 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.
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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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1 Demographic Forecast¥he offie provides short and lortgrm population forecasts by
county. These forecasts are updated quarterly and provide users with an idea of where
growth is occurring in the state.

1 Census an&urvey ResultExcel downloadable files are provided that provide basic
decennial Census dasaich as age, race, and householmscounty and city.

534. t 2Nl f YR {0138 ! vVAGSNBEAGEY t 2LJdzf | (A 2

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

1 Through theilMNews and Puicationslink, theyprovide linksto reports and presentation
authored by their faculty and staff.

1 ThePopulation Estimate A y{ LINB@ARS&a | 00Saa G2 GKSANI LR LM
counties, cities, and towns. They prepare these data annually in July and provide the data in
Excel formatand access to related data sources such as business data, education and
health.

1 ThePopulation Forecadink provides a link to county level population forecast data by age.
These data are updated annually in July.

1 The PRC provides annual trainingn Portland on how to access and use Census data
relevantto 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.

535 . hNBEI2y | A 382 NEDE 3 NRFOAISYAUR [ A 0 NI} NB

d TheHistorical Socie®Research and Library websisa resource fohistorical 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 demographhe Oregon
gy Oeé Of 24iIDRIA Or&ydis one example of such a repotdsing theSearch the Catalog
fAYyl o6Aff SylroftS GKS dzaSNJ (2 4siO@ Ssiitancef KS { 2 OA S
looking for specific data.

536. 2 AKAYIG2Y hFFAOS 2F CAYIFYOALE al yl 2

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

1 Statewide data and trend€xcel and pdf downloadable files about the population,
economy, and other topics about Washington.
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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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i County and city dateProvides 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.

1 Population and demographicBopulation estimates, and forecasts are provided here.
Estimates and projections by age, sex, race, and ethnicity are provided.

1 Research briefsThis page provides a searchable list of publications produced by the Office.

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

If the refuge staffrequire additional data or resources for exploring demographic and economic data
indicators,Appendix Eprovides a list ofdditionalsourcesfor more advanced users, and likegquire
trainingor a fee to access.
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Ridgefield Segmentation by Census Tract
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Ridgefield Population Growth 2016-2021
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