REPORT TO SHASTA COUNTY RTPA

MEETING ITEM
SUBJECT DATE NUMBER

ShastaFORWARD>> Regional Rlueprint Proposed 7
Steering Committee 2/26/08

RECOMMENDATION
It is recommended that the Board:
1. Receive a ShastaFQORWARD>> project update;
2. Establish a ShastaFORWARD>> Steering Committee Dbased on the
attached membership list; and
3. Direct staff in regard to other potential ShagtaFORWARD>>
Steering Committee members.

SUMMARY

A report of recent work elements completed or underway is provided.
The attached list of individuals have organized to better inform and
facilitate the ShastaFORWARD>> public outreach process. It is
requested that the Board establish a ShastaFORWARD>> Steering Committee
as represented by the attached list of interested and willing
participants. Board direction 1is also sought regarding other
recommended members that could be invited,

DISCUSSTON

Background

The RTPA was awarded a $375,000 grant from the California Regional
Blueprint Planning Program tc¢ generate a community-based regional
growth vision for the Shasta County region. This project, currently
underway, 1s known as ShastaFORWARD>>. The RTPA 1s leading the
application of newly developed planning tools and public engagement
strategies designed to assist citizens with develcpment of regilonal
growth alternatives - also known ag ‘scenarios’.

The RTPA will facilitate comparison between each alternative growth
scenario as well as against the ‘*Current Trend’ scenaric (an
extrapolation of current growth trends, policiegs, and practices).
Citizens will then be invited to select a ‘Preferred Regional Growth
Vision for 20507,

The County and each city will have the opportunity to be integrally
inveolved throughout the wvisioning process. When completed, the
Preferred Regioconal Growth Vision will be presented for adoption and
incorporation into respective plans and programs as appropriate.

From an RTPA perspective, the chief cbjective of ShastaFORWARD>> is to
increase the efficilency and effectiveness of transportation
infrastructure investments. This can be accomplished in part through
land development strategies that enhance mobility and connectivity.

Tt 1is appropriate that the RTPA werk to create ocopportunities for
regional coordination of transpertation and land-use planning in light
of the forecast imbalance between travel demands and transportation
funding availability.
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Under Board direction, staff has completed the feollowing tasks:

Date Request Board Action
Jul 25, 06 Authorization te apply for FY 06/07 Approved
Blueprint Grant funds
Oct 24, 06 Authorization to submit FY 06/07 Blueprint Resolution
grant application 6-12
Dec 12, 06 Amend 06/07 OWP Budget to include Shasta Resolution
Area Regional Blueprint 6-15
Feb 27, 07 Authorize to publish RFP for GIS services Approved
related to scenaric modeling
Apr 17, 07 Authorize PSA w/ Vestra Resources for GIS Agreement
services related to scenario modeling executed
Apr 17, 07 Authorization teo publish RFP for public Approved
involvement services
Jun 26, 07 Authorize PSA w/ Moore & Associates for Agreement
public involvement services executed
Oct 23, 07 Board invited to Inaugural Meeting for Information
Shasta FORWARD>> only
Dec 18, 07 Authorization to amend PSA w/ Dowling Approved
Associates to include additional funds for
UPlan/Travel model merge
Dec 18, 07 Authorization to submit FY 07/08 Blueprint Resolution
grant application 7-11

In additien to and in support of the existing FY 06/07 grant, Blueprint
Program staff has informed the RTPA that the following work tasks will
be awarded in response to the RTPA’'s FY 07/08 grant application.

e« Task #1: Regional Housing Market Analysis ($38,000)

« Task #¥2: Regional Jobs/Housing Analysis ($22,500)

e Tasgk #8: Production of KIXE-TV two-part series on growth and
development in Shasta County ($40,000)

An additiomal $39,500 is conditionally awarded pending submittal of
supplemental information for the following tasks:

¢ Modeling and Cartographic Development of Alternative Growth
Scenarios ($19,750)

+ Agsess Impacts of Growth on the Regional Transportation
Network Under Alternative Scenarios ($19,750)

In total, it is anticipated that $140,000 will be formally awarded to
the RTPA through the FY 07/08 Blueprint grant cycle.

Additiconal detail regarding ShastaFORWARD>> and the Regional Blueprint
Planning process can be found online at www.shastaforward.comn.

Project Update

I. The ShastaFORWARD>> Markelting Plan is complete and now being
employed to maximize public awareness and participation. The
final report is provided by attachment., Advertising media has
been developed and placed on bus-stop billboards, local
newspapers, and the radio. A sample of print advertising is
provided by attachment. Since the sgsecond half of January,
advertising and other outreach efforts have drawn 483+ unique
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visitors to shastaforward.com. Forty-four online surveys have
been completed and the online community forum has received some
initial use.

A community telephone survey tool was developed and administered
in order to obtain community values and priorities related to
growth. A statistically valid 384 surveys were attained. This
input - in conjunction with that from other outreach efforts -
will ultimately guide the development of alternative growth
scenarios. An analysis of the survey results is provided by
attachment.

In sgsummary, the survey reveals that citizens enjoy living in
Shasta County and are optimistic about the future. They
appreciate Shasta County’s open spaces, access to nature/outdoor
recreational opportunities, and the overall quality of the
environment. Least appealing characteristics were congestion and
crime.

Participants were asked about the affect of current growth and
development trends on the future of Shasta County. Although
responses were mixed, participants largely approved of the
direction Shasta County is heading. In response to a range of
growth-related issues, survey respondents expressed highest
concern for public safety/crime, air gquality, and public health.
Of least worry was global warming.

A clear majcrity of respondents believed a comprehensive regional
growth plan was important to Shasta County’s future and that
local governments should work together toward this end,
Respondents were not, however, confident 1in local elected
official’s ability te address growth related issues.

The survey was also translated into Spanish and Mien and
administered wvia hard-copy throughout the area with assistance
from the Shasta County Health Department.

The development of scenario performance measures has also been a
recent focus area. Performance measures are intended to ‘*tell
the story’ of regilonal growth scenarios. Each measure will be
converted to a graphical image suitable for communicating varying
degrees of performance, thereby allowing participants to more
easily and efficiently compare and contrast the costs/benefits
between growth scenarios, Performance measures were selected
bagsed on 1) public interest, 2} data accessibility, and 3)
suitability as an indicator of larger trends,.

Tentative performance measures are:
« FEconomic Impact
Availlable Land Area Developed
Environmentally Sensitive Lands Impacted
Air Quality
Per Household Infrastructure Cost for New Development
s Walkability
« Mobility and Connectivity

- & »
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Iv. A public ocutreach strategy has been crafted with assistance from
local community leaders and citizens. Persong in attendance at
the ShastaFORWARD>> Inaugural Meeting and who expressed an
interest in further participation were invited to meet with staff
on two occasions to discuss best strategies for expanding public
engagement. SCRTPA Board Member Dickerson volunteered to assist
staff with both strategy meetings. Attendees of the strategy
meetings comprise what 1is now the proposed ShastaFORWARD>>
Steering Committee,

Proposed ShastaFORWARD>> Steering Committee
The attached list of persons desire ongeing project participation as
members of a formal ShastaFORWARD>> Steering Committee.

The purpose of this committee is to advise staff in regard to public
communication strategies and help stimulate dialogue within the
community on growth-related issues. The ShastaFORWARD>> Steering
Committee 1g not designed or intended to provide public input or
represent public opinion. It is anticipated that the three to four
meetings will be convened over the next 10-12 months.

It is requested that the Board formally establish a ShastaFORWARD>>
Steering Committee and approve proposed menbership therein. Members of
the proposed Steering Committee have suggested other persons and
organizations whom they believe would add wvalue to the process as
general participants or as additional members of the Steering
Committee. Although a large Steering Committee is more difficult to
manage, it 1is appropriate for a project of broad scope such as
ShastaFORWARD>>, Staff recommends that these additional suggested
members be invited to participate on the Steering Committee.

ALTERNATIVES

The Board may choose not to approve formation of the ShastaFORWARD>>
Steering Committee. Alternatively, the Board may establish the
committee, but modify the membership thereof at its discretion.

OTHER AGENCY INVOLVEMENT

The ShastaFORWARD>> project study area includes the entire Shasta
County region and also involves a growing number of public and private
organizations.
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FINANCING

All efforts discussed in thig report are funded up to B0% through the
$375, 000 Blueprint Program grant from the State; the remaining required
match funds are budgeted in the OWP, Grant funds expended to date for
ShastaFORWARD>> equal $130,000.

(ST

Dari.el 2. Little, AICﬁ; Executive Director

DSL/DTW/ jac

Attachments: Proposed ShastaFORWARD>»> Steering Committee Member List
ShastaFORWARD>> Marketing Plan
Sample of ShastaFORWARD>> Print Media
ShastaFORWARD>> Community Telephone Survey Analysis



Propoged SF»>»> Steering Committese

Name Oxrganization
1 Allyn Clark Turtle Bay
2 Andrew Deckert Shagta County Health & Human Services Agency
3 Barkara Jackson Anderson Partnership for Healthy Children
4 Barbara Murphy Redding Rancheria Tribal Govt.
5 Bill Ulch Parkview Neighborhood Assoc
3 Christine Haggard City of Anderson Planning Commission
7 David Rutledge Shagta County Planning Commission
8 Dick Dickerson City of Redding
9 Donnell Ewert Shasta County Public Health
A 10 Emily Young Citizen
11 Gary Lewis Shasta College
12 Gracious Palmer City of Shasta Lake
13 James Theimer Trilogy Architecture
14 Jason Waybright LPL Financial Services
15 Jerry Wagar SBE, Ochoa & Shehan Inc.
1s Jim Hamilton City of Redding
17 John Mancasola McConnell Fcundation
18 John R. Mathena Citizen
19 Kurt Starman City of Redding
20 Matt Davigon KIXE-TV
21 Michael Warren Turtle Bay
22 Minnie Sagar Shasta County Public Health
23 Roger Janis Redding Chamber of Commerce
24 Ron Reece Citizens for Smart Growth
25 Tom Armelino Shasta County Cffice of Education
26 Willie Preston Office of Assemblyman Doug LaMalfa
27 Carla Thompson City of Shasta Lake




Potential Other SF»>»> Steering Committes Members as Recommended (*invitation previously exten

*Kelth Webster

City of Anderson

*Lee Salter

McConnell Foundation

*Valerie Washburn

Redding Chamber

Bill Cox

Cox Real Estate Consultants

Brian Crane Caltrans
Bruge Farrell Citizen
Carcl Martin City of Shasta Lake
Charlie Menocher Citizen

Dale Webb

Anderson Police Chief

Debbie Meisner-Israel

Shasta Lake planner

Donli Greenberg

Citizen

Doug Bennet

Citizens for Responsible Government

Steven Craig

Citizens for Responsible Government

Dugan Barr

Cicizen

Eric Poole

Retired, Cow Creek Watershed Committee

Jean/Bob Blankenship

n/a

Jim Koenigsaecker

Building Innovations/Habitat for Humanity

Jim Zauher

City of Redding FEconomic¢ Director

John Ryan Commercial Appraisals
John Stokes City of Anderson

John Trout Viva Downtown

Judy Price Citizen

Judy Salter Shasta Library Foundation

Keith Webster

Anderson City Council

Larry Lees

Shasta County CAQ

Mary Q'Keeife

Cottonwood Park Board

Mary Stegall

City of Redding

Mike Evansg

Falthworks

Monica Alexander

Student leader, CVHS

Neva Wacker

Shasta Lake CGateway Library

Russ Mull

Shasta County Dept. of Resource Mgt

Scett Morgan

City of Anderson

Terry Hansen

City of Redding

Tim Reilly

North State Resources

Tom Bosenko

Shasta County Sherriff

Virginia Webster

Shasta Senior Nutrition Program

Ray John

n/a

Rick Barnett

n/a

Potential Other Recommended Organizations

{*organizations already represented above)

*Affordakle housing experts

Hospitals/Medical community

*Builders Exchange

North Valley Medical Association

*Development community

Chambers

*Business community

Natural resources

*Mental Health & Public Health

Northern Hispanic Latino Coaliticn

*Education/Colleges/Vocational

Homeless/Low-income serving entities

Cottonwood Community Parks & Rec

Pit River Indian Community

County Board of Supervisors

Realtors

Seniors/elderly

Religilous community

Financial community Shasta County Economic Development
Happy Valley Farms Trail group Shasta Land Trust

Law enforcement/Public Safety Sierra Pacific

Youth groups Unions




ShastaFORWARD>> Marketing Plan

Project Overview>>
The Shasta County Regional Transportation Planning Agency (SCRTPA) is seeking to attain its

vision for a new regional growth plan promoting livable communities reflective of the values

and priorities of its constituents.

ShastaFORWARD>> is a critical vehicle to facilitate informed decision-making by the
community, based on an ongoing dialogue and interaction in which all participants embrace a
sense of ownership toward the end goal. Throughout the project, the focus will be on

community awareness, understanding, and engagement.

The public outreach and engagement process will assist the SCRTPA in achieving the uniform
goals of the California Regional Blueprint Planning program:

® Foster a more efficient land-use pattern that (a} supports improved mobility
and reduces dependency on single-occupant vehicle trips, (b) accommodates
an adeguate supply of housing for all incomes, (¢) reduces impacts on valuable
habitat, productive farmland, and alr quality, (d) increases resource use
efficiency, and (e) results in safe and vibrant neighborhoods.

®  Provide consumers more housing and transportation choices.

® |mprove California’s economic competitiveness and quality of life,

® Reduce costs and time needed to deliver transportation projects through
informed early public and resource agency involvement.

e Secure local government and community support, including that of under-
represented groups, to achieve the resulting comprehensive vision through
including innovative computer models and public involvement activities.

s Establish a process for public and stakeholder engagement that can be
replicated to build awareness of, and support for, critical infrastructure and

housing needs.

The RTPA’s regional blueprint efforts will include development of regional performance

measures that can measure progress toward the region’s own vision for future land use and



transportation. Each region will also select several statewide performance measures to

quantify progress toward statewide transportation system and housing goals.

ShastaFORWARD>> invites community members to help create a vision for the future growth
of the region. The project encompasses all of Shasta County, emphasizing those areas where
growth is most likely to occur. The process will also include discussions and evaluations of
probable ongoing growth in the north-central portion of neighboring Tehama County, within
the Interstate 5 corridor. While a boundary line separates the two counties for purposes of
local government services, there are environmental, social, and economic connectivity factors
that render such discussion relevant to the future of Shasta County. Urbanization is occurring

on a regional basis, transcending governmental boundaries.

The state and federal governments are promoting the creation of “blueprints,” such as
ShastaFORWARD>>, 1o promote more efficient planning of regional land use, economic
development, and transportation issues. Enhanced public participation, such as the planned
public involvement activities in this project, is also being encouraged to address quality of life

concerns and to provide residents a heightened level of involvement in shaping their future.,

Blueprint studies are intended to provide a regional look into a variety of growth-related
issues, looking forward two to four decades. Computer modeling and visualizations are
employed to assist stakeholders in assessing potential scenarios and analyzing their relative
merits. Potentlal performance indicators may include public investment costs, economic

benefit, impact on traffic congestion, and effect on air quality.

In short, ShastaFORWARD:>> will help create a road map — both literally and figuratively — for
the future of Shasta County.

The following marketing plan will serve to provide an outline of how we will facilitate the
public awareness portion of this engagement. Among the contents are objectives, strategies,

tactics, and media.



Situational Analysis>>
History
Shasta County was one of the original California counties, created in 1850 at the time of

statehood. The County’s namesake is Mount Shasta. Although Mt. Shasta is part of Siskiyou
County, its 14,179-foot peak is visible throughout most of Shasta County. Best known for its
landscape and temperate climate, Shasta County is a popular destination for travelers
throughout the country. Tourist attractions include Lassen Peak, Shasta Lake, Lassen Volcanic

National Park, Turtle Bay Exploration Center, and Hat Creek Radio Observatory,

Geography
Shasta County is situated in Northern California, in the Cascade Mountains, with neighboring

Siskiyou County to the north, Tehama County to the south, Plumas County to the east, Trinity
County to the west, and Modoc County to the northeast. According to the U.S, Census Bureau,
the County has a total area of 3,847 square miles, which breaks down to 3,785 square miles of
land and 62 square miles of it are water. Mountains surround the north, west, and east sides
of Shasta County. The Sacramento River flows out of the mountains to the north, through the

center of the County, and toward the Sacramento Valley to the south,

Transportation
Shasta County is also located nearby several highways including, Interstate 5 and California

State Routes 36, 44, 89, 151, 272, and 299, Shasta County is home to one public transit
provider, the Redding Area Bus Authority (RABA).  The service is primarily provided
throughout Redding, however, one route operates to Burney via State Route 299. Greyhound
and Amtrak also serve the area. For general aviation, residents can utilize the Redding
Municipal Airport, Benton Field, Shingletown Airport, and Fall River Mills Airport. Redding
Municipal Airport is the only local airport offering scheduled air service. Recent and forecast
congestion on Interstate 5 prompted a Caltrans grant to specifically study this growth pattern.
The “Fix 5" study intends to utilize public participation to reduce collisions, increase safety, and

enhance focal transportation along this corridor.

Demographics
As of 2000, the County’s population exceeded 163,000 persons. Redding is the County’s

largest city, as well as County seat of Shasta. Other cities located in Shasta County include

Anderson, Shasta Lake, French Gulch, Big Bend, and Cottonwood. As of Census 2000, there



were 163,256 people and 63,426 households residing in Shasta County; in 2006 this was

estimated to have increased to nearly 180,000,

Further review of Census 2000 data revealed that the average household size was 2.52 and the
average family size was 2.98, The population density was 43 square miles. There were 68,810
housing units at an average density of 18 per square mile. The racial makeup was 89.32
percent Caucasian and 551 percent Hispanic. Ninety-four percent spoke English and 3.3
percent spoke Spanish as their first language. The age breakdown was 26.1 percent under the
age of 18, 8.2 percent 18 to 24, 25.3 percent 25 to 44, 25.2 percent 45 to 64, and 15.2 percent
65 years of age or older. The median age was 39 years old. The gender ratio was slightly

skewed towards females with there being 100 females and 95.1 males.

The median income for a household in the county was $34,335, and the median income for a
family was $40,491. Thirty-six percent possess an annual income of less than $24,999, 14.1
percent $25,000 to $34,999, 17.1 percent $35,000 to $49,999, 17.5 percent 550,000 to $74,999,
and 14.6 percent $75,000 or more. Median housing price is about $248,000 with a 60 percent

ownership rate; the median rental rate is $700/month.

Shasta County Today

The constant rise in congestion and cost of living in California has made it increasingly difficult
for people to live in large metropolitan areas such as the San Francisco Bay Area. As a result,
many opt to live In those areas of the State that have remained “unspoiled” by the side effects
of urban areas; one example is Shasta County. Over the past several years, Shasta County has
experienced unprecedented growth, with much of it stemming from relocation, a trend that
has received mixed feelings from Shasta locals. While many are excited at the prospect of
population growth spawning some of the more urban amenities they desire, others resent
newcomers and believe that they bring with them the negative characteristics of urban living,
such as congestion. By 2050, the County is projected to be home to over 330,000 residents.
Like it or not, Shasta County will grow, and this growth will have an affect on the local
landscape. By participating in ShastaFORWARD>>, residents will be able to voice their needs,

wants, and concerns, assisting in the creation of a vision for the future of Shasta County.



October 2007 marked the launch of the ShastaFORWARD>> project. While the inaugural
event was well-received by area officials and stakeholders, the success of the public
involvement phase will inevitably determine the success of the project as a whole, since it
seeks to define a vision for the future of Shasta County as chosen by residents. Targeted and
refined marketing will be key to overall project awareness and, subsequently, public

involvement.

Market Summary
The ShastaFORWARD>> project seeks input from a wide representation of Shasta County. As

such, the goal is to generate project awareness amongst a general population, as opposed to
a short list of specific target markets. However, this does not eliminate the responsibility of
special outreach efforts to those in the community without the means or opportunity needed

to participate,

Keys to Success>>
The primary key to success is effectively communicating to Shasta County residents the

importance of the ShastaFORWARD>> project, as well as the value their input holds. By doing

so, we will generate public buy-in.

Marketing Strategy>>
Marketing Objectives
e Grow awareness of the ShastaFORWARD> > project;

# Educate the public on the ShastaFORWARD>> project;

e Overcome sensitivities towards various issues associated with the ShastaFORWARD>>
project;

©  Gain public buy-in;

¢ Increase participation via public involvement opportunities;

e Emphasize that it is the community’s vision and community participation is essential.

Mission
To engage the public in the process, to inform and educate, and to help the community

design and embrace a growth scenario and vision that is consistent with citizen values -

making Shasta County a desirable place to live well into the future,



Tactical Plan
Tactics and programs Implement the marketing plan. Tactics are the message (what you say),

media (how you deliver the message to the customer), and the look & feel (mood, tone, and
image). Programs consist of campaigns developed using your marketing strategies and

complementary tactics.

The tactical plan is comprised of three elements:
1. Marketing Collateral,
2. Advertising,
3. Public Relations.

Marketing Collateral
This section describes the plan for the design and production of marketing and

informational materials, such as brochures, FAQs, and other explanatory materials.

In Octoher 2007, a comprehensive media kit was developed for use during the
ShastaFORWARD>> Inaugural Meeting.  The kit was a 9" x 12" full-color pocket
presentation folder which housed an 85" x 14" full-color, quad-fold brochure (finished size
of 3.5" x 8.57), branded pen and notepad, event program, and comment cards. As the
project progresses, the contents will vary and individual elements will be updated as
needed. We anticipate additional elements to include graphical illustrations of growth

scenarios, articles of relevance, and market research narratives.

Advertising
The second marketing method will be based on advertising placed in variocus area

publications,  Advertisements will be utilized to inform the public of upcoming
participation opportunities, from focus groups to online surveys. All advertisements will
include a call to action that will prompt a specific response from the viewer, namely to visit

the project website or participate in various in-person outreach opportunities.

This section incorporates the plan for the design, production, and distribution of direct
mail advertising pieces, newspaper and other print advertisements, and other media
determined to be appropriate implementing the marketing strategies for generating
awareness and public involvement with the ShastaFORWARD>> project. The advertising

plan has two components: message and media.




Message
Crafting an effective marketing message is critical to the success of a marketing program.

The message consists of both the written copy and the visual images. An effective

creative message with impact is often equal to multiplying the frequency, the number of

times a marketing message reaches a target market in a given time frame, To achieve the

optimal impact, the message delivered will adhere to the following rules;

1.

3.

4,

The message will be consistent throughout all ShastaFORWARD>> marketing
materials. Having well-developed marketing strategies will help maintain a
consistent message. Developing a tag line or slogan is an effective mechanism for
achieving this result. Specific to this engagement, the tagline “choosing the right
growth track for Shasta County begins right here” is utilized as the

ShastaFORWARD>> website {www.shastaforward.com).

The message will focus on the resident’s role in the ShastaFORWARD>> project
and the value of their input.
The qualities of the brand personality include the following characteristics:
¢ Friendly,
e  Approachable,
e Trustworthy,
e |nvolved,
= (aring,
& Motivational,
e Non-biased/non-special interest,
e Community ownership,

The message will contain a call to action, prompting the viewer to perform the
desired act, whether it be attending a focus group or participating in an online

survey.

The marketing message will be unpredictable. Predictable advertising is boring
and will not capture the attention of the target markets. Curiosity and news can
stimulate the potential customer to learn more. However, creativity that is not
channeled to delivering the message may be entertaining, but it will not increase

public support,



5. The message must always be stated positively, A marketing message that speaks
to fear or discomfort invokes negative images and emotions, which may, in turn,

become linked with the ShastaFORWARD>> project.

Media
Media selection is how the message is delivered to the target market. The media mix is

the combination of media to be used in the marketing program. Industry research reveals
that in today's increasingly complex media world, the choice of media can have a major
impact on how the audience receives and responds to a commercial message. It is the
consumer who controls where, when, and under what circumstances he or she pays
attention to media advertising. The strengths of each individual media must he

considered in terms of its ability to reach the target audience with the desired impact.

The qualities inherent to a type of media can be used to good advantage for the message.
The message should a} communicate the value of resident input and, b} call the viewer to
a cerfain action. The message will also keep in mind the marketing ohjectives outlined

above.

The optimal vehicles for delivering this type of message to Shasta County include
newspapers, direct mail, the Internet, and select local radio and cable television channels,

The selected media will support the advertising campaign.

Consistency and repetition are two key components for increasing awareness, These
compenents are also required to ensure information is available to the prospect at a time

that he/she is receptive to accepting the information.

Print
The suggested print advertising are period buys, as necessitated by the occurrence,

location, and focus of public involvement cpportunities, in the following publications:
¢ Redding Record Searchlight,
¢ Anderson Valley Post,
¢ East Valley Times,
¢ Shasta Lake Bulletin,
¢ Red Bluff Daily News,
@ Ridge Rider News,




¢ After 5 Magazine,

&  North Valley Business Journal,
e Trinity Journal,

¢ Enjoy Magazine,

e [ntermotntain News.

For this particular project, we recommend utilizing the Redding Record Searchlight
primarily. This was indicated as the top newspaper choice for residents of Shasta County
in a 2006 Community Survey conducted by Moore & Associates. This publication has a
circulation of 35,000 and would, thus, reach the broadest audience. We recommend the
placement of advertisements in this publication in January and April in order to align with
both other awareness efforts and open house events. Flyers and Point of Purchase (PCP)
signage will also provide targeted marketing. Outdoor advertising will be coordinated
when appropriate to increase awareness. City banners are anticipated to be used by local

entities.

Direct Mail
Direct Mail can come in a variety of forms and would be utilized to reach a mass audience,

directly at their residences without media intervention. The message would be simple in
nature, from prompting people to visit the official ShastaFORWARD>> website, inform the
public of project updates, or invite them to participate in a survey. This will not only
expand awareness, but visitation of the site will facilitate project education as well as
further encourage visitors to participate in activities such as online surveys, The piece
itself can vary from a simple postcard, to the inclusion of a project pen and brochure in an
envelope. We have found with similar campaigns that the inclusion of an odd-sized item
within an envelope significantly increases the person’s propensity to open the said mailer,
rather than being thrown away. We recommend distributing direct mail at two key points
in the project. The first phase would be sent in January and February of 2008 and would
serve two purposes: 1) increase general awareness of the ShastaFORWARD>> project and
2) generate interest for the first open house event. The second phase of direct mail would
be sent in June and July in order to encourage participation in the choosing of future

scenarios.




Radio/Television
Radio provides an excellent opportunity to reach specific market segments in a refatively

cost-effective manner. Television can offer advertising opportunities on a modest budget,
particularly when utilizing spots on local public information channels. When used
effectively, radio and television can provide opportunities for media spots that will capture
a very broad audience, subsequently generating public awareness. Each media spot
should close by instructing listeners/viewers to visit the ShastaFORWARD>> website. We
plan to develop 30-second spots for KIXE television, These spots would feature project
updates, participation opportunities, etc, Fostering current relationships with local
television and radioc stations is crucial when using these media. Further, in order to
capture a broad audience, we recommend placing 30-second spots on at least one of the
most popular stations in Shasta County. According to a survey conducted by Moore &
Associates in 2006, the top two radio stations preferred by Shasta County residents are
KQMS and KNCQ.

Website
Shastaforward.com is the official Internet home of the ShastaFORWARD>> project. Here,

visitors are able to learn about the project, its progress, and how to participate, This site
will be updated concurrently with the project’s progression, enabling the visitor to obtain

the most up-to-date information available,

Public Relations
This section delineates the plan for non-paid media communication, which helps build

market awareness and positively affects attitudes for growth and development within
Shasta County. The public relations plan develops the message as delineated in the
advertising plan and incorporates the plan's branding and positioning strategies as well as

other general marketing strategies.

Media Releases
A major aspect in generating publicity is the attraction of attention and interest of

Jjournalists and news people so the story Is communicated to the public. To obtain
publicity, each story must have an angle of interest (the hook) for the reader. Because
it is under the management of a public service enterprise, the ShastaFORWARD>>
project has the ability to attract the interest of community publications more readily

than private corporations. Types of potential articles or news stories include:

10



#  Straight media release announcing newsworthy event;
e Feature story exploring a subject of interest to the public;

¢ Human interest storfes demonstrating how the qualities of public

transportation enhance the quality of life on a perscnal level;

e Opinion piece providing commentary on growth and community
development.

This plan includes media releases disseminated to all media outlets within Shasta

County, including local businesses, special interest organizations, and community-

specific publications prior to each public involvement opportunity.

Web Logs
Many print publications also maintain an online presence where the web content

mirrors that of the print version. Not only does this allow the viewer access to the
same matetial enjoyed in the print version, but, with the advent of web logs ("blogs”)
and other online messaging capabilities, it is effective in generating conversation, or
“buzz", about a given topic, We would foster our current relationship with the Redding
Record Searchlight in order to develop an online comment mechanism within the
existing web log, specific to the ShastaFORWARD>> project. Topics would change
where every week features a different topic within growth and development and
residents would share their thoughts on the web. Each week, blog highlights would
he featured in the print version, This feature can be hosted directly on the
Searchlight’s page or linked to the ShastaFORWARD>> forum from the newspaper's
homepage. ldeally, these would be placed weekly for a month or so at a time.
However, implementation is contingent upon cooperation with the Redding Record

Searchlight.

Public Service Announcements

Most media outlets will help non-profit organizations publicize their efforts by airing
of printing public service announcements {PSAs). Public service announcements can
be created for print (newspaper and magazines), television, and radio. Radio stations
are the outlets most likely to use PSAs with television, magazines, and newspapers
following. Other written or orally communicated PSAs that have been used

successfully to get a message across include grocery bags, movie theaters, company
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elevators, and billboard signs along highways and transit system terminals. In

addition, local public channels offer another PSA opportunity,

Because a PSA is not an advertisement for the profit of a product or organization, most
media outlets publish the PSA at nc charge, It is important that the PSAs structure a
message that will capture emotional attention and spotlight the importance of
regional blueprints and the value of public input Unfortunately, the
ShastaFORWARD>> project will be competing against hundreds of other groups and
worthy causes, PSAs would be distributed prior to public involvement events in order

to inform the public of the specifics.

Newsletter
Featuring photographs from recent public events as well as informative copy, the

newsletters will be full-color and include the ShastaFORWARD>> logo and identity.
Each newsletter will also direct readers to the project’s website, identify points of
contact, and promote upcoming events, The newsletter is successful in updating the

public on project progress and news.

Quarterly newsietters will both be posted online, as well as distributed to those parties
belonging to the ShastaFORWARD>> mailing list. Further, we recommend distributing
an email-style newsletter so as to drive persons to the ShastaFORWARD>> website
(where the downloadable .PDF of the newsletter is located). The information

contained within could consist of the following:

#  News, announcements, and updates;

e Announcements about changes/updates/additions;

® Questions and answers from project officials and others;
& Areader feedback section;

¢ Upcoming participation opportunities.

Market Research
The more a business knows about its customers, the better it can serve them. One of the more

common pitfalls of marketing is assuming customer needs. This approach often leads to false

assumptions, and hence inappropriate, inaccurate goal setting.
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Market research obtains, analyzes, and interprets the information necessary to make

marketing decisions, Solid market research:

e Reduces risk,

¢ Aids in the identification of new opportunities,

¢ Installs a proactive approach thru market-feedback,

e Provides a mechanism for identifying customer concerns, and

¢ Fosters a strategic, rather than tactical, approach,

OQur development of ShastaFORWARD>>'s public involvement marketing plan employed both
primary and secondary research. Our marketing plan includes primary research, collected
through community surveys and focus groups, as well as secondary research obtained
through the evaluation of prior advertising and community outreach efforts, In addition,
reviews of the Census 2000 demographic data and relevant transportation, planning, and

economic development source materials were also be included.

Assessment of this data has enabled us to identify the profile for the typical Shasta County
resident. Demographic data obtained in the October 2007 Community Telephone Survey
indicated that the average Shasta County resident is 65 years or older, Caucasian, possessing
an annual household income of less than $20,000. Although persons 65 years or older were
the most likely to participate in the survey, they also often possess the most free time, as a

majority are retired.

Community survey findings differ significantly from the Shasta County resident profile
developed from Census 2000 data, which profiles a person who is Caucasian between the ages
of 35 to 54, with an annual household income between $50,000 and $74,999. As such, in
order to achieve the broadest participation possible, outreach to a general population would

be most beneficial.

Historically, half of all Shasta County residents reside in Redding. Moreover, most survey
respondents indicated living in Redding, specifically the Northeast quadrant {east of [-5 - north
of Highway 44), Although the population is concentrated in more urbanized areas, obtaining

thorough public input would require outreach to the lesser populated and unincorporated

13



areas of Shasta County. While efforts would also be concentrated primarily on these larger
areas, outreach toward other areas is necessary, as their absence would exciude half of Shasta

County's populace,

The survey also gauged baseline attitudes towards the blueprint process as well as which
values were of particular concern/importance to residents, Data obtained from the
community survey will be utilized accordingly in crafting the message of marketing efforts,

allowing us to most effectively target viewers.

Controls>>
implementation

Moore & Associates would be responsible for the day-to-day implementation of the plan,
including:
1. Media buys;
Media releases;
Coordinating PSA placement;
Concept and creative development;
Adaptation of materials;
Campaign and program evaluations;

Quarterly strategic evaluations and plan updates;

e N o AW

Assistance with local marketing efforts,

Control Process
The control process accomplishes two major objectives:

1. Evaluation of progress to assure that objectives are being met, and

2. Diagnosis of results in order to take appropriate remedial action.

The marketing environment is dynamic; technolody progresses, cansumers are unpredictable,
and community perceptions change. As result, it is difficult to plan exactly. Therefore, an
emphasis on close moenitoring and adjustment of strategy is essential, Long-term planning
must be supplemented with short-term control that forces immediate accountability and
productivity. Control is a continuous pracess; it is not a one-time operation. By periodically re-

evaluating marketing performance against goals, a more effective marketing plan will emerge,

Each tactic should be evaluated. The evaluation should include the following elements:

14



Strategic goal of the campaign;
Specific campaign objective (i.e., increase participation amongst students);
Control numbers (i.e., desired number of participants);

Immediate results {i.e,, number of participants at first focus group);

U

Description of the execution including any problems that may have developed (ie,
wrong phone number published in newspaper ad);

6. Extenuating circumstances that may have influenced the results (i.e., holiday/travel
season);

7. Unanticipated results;

8. Recommendations for changes in program or future campaigns.

In addition to the program and tactic evaluations, the control process includes quarterly
evaluations of the strategic and tactical plans. An assessment fo how successfully each
strategy is being implemented and the results achieved will provided the ability to continually

update and modify the plan to achieve the stated goals.
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COST BREAKDOWN

All prices are estimates only and may vary upon implementation. Further, allocations may be modified
depending on client preferences, budgetary changes, or project developments. The following prices were used
as a basis for developing a cost breakdown based on priority level.

1 Print Media Buys Yapage color Vzpage color  Circulation
Redding Record Searchiight $2,198 §3,926 33,500 daily
Anderson Valfey Post $574 $878 10,500 daily
Shasta Lake Bulletin $196 $393 600 daily
intermountain News $332 $481 2,600 weekly
East Valley Times 5160 5250

Enjoy Magazine 5500 $800

Ridge Rider News $157 §254

2 Direct Mail Production Costs
15,000 pieces:  $3,600
10,000 pieces: 54,800
5000 pleces: 51,825

* Radio Media Buys 130 spot Market Share
KQMSs =530 10.0

KNCQ =$35 114
4Outdoor Advertising

Billboards $2,500/3 spots/4-wk run

Bus shelters $250 - 8275/each

Priority Levell - $§40,000
Print:
Primary publications:
Redding Record Searchlight
$2,200 per ad (1/4 page color)
1 ad per week for 3 weeks (6 total ads across project timeline) $13,200
Enjoy Magazine
$1,000 per ad (1/4 page color}
1 ad per week for 3 weeks (6 total ads across project timeline) $6,000

Direct Mail:
10,000 pieces
$4,800 per run (2 runs total) $9,600

Radio:
Primary station:
KQMS
$30 per spot
15 spots per week for 3 weeks (2 runs with 90 spots total for project) $3,000

CQutdoor:
Shelters:
§250- 5275 each
10 locations each run (2 runs with 20 locations total for project) $5,500

Priovity Levell Total $37,300
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Priority Level Il - $50,000

{Includes all activities cutiined in Priority Level I}
Print:

Add secondary publications (choose 2):

Recommend 1 ad per week per publication (4 ads total per publication for project)

Anderson Valley Post

$574 per ad (1/4 page color)
Shasta Lake Bulletin

$196 per ad (1/4 page color)
Intermountain News

$332 per ad (1/4 page color)
East Valley Times

$160 per ad (1/4 page color)
Ride Rider News

$157 per ad (1/4 page color)
Total for 2 publications:

Radio:
Add two affiliate stations:
Approximately $16 per spot
15 spots per week for 3 weeks (2 runs with 90 spots total for project) $2,700

Qutdoon:

*Billboards;
3 spots for a 4-week period (2 runs with 6 spots total for project)
*Preferred placement unavailable

Priority Level Il Total

$2,296
$784
51,328
$640

$628
$1,268 - $3,624

$5,000

$48,625
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'...Intfcduction

.-respondents at a min;mai expense (l e matertals man power and space) Due to' _
fﬁthe nature of phone surveys (dtalmg untll answered) they typlcally y;eld a h[gh_;_

g'response rate. The commumty phone survey consmted of severa[ core objectzves

e Coliect mformat:on atthe re5|dent level

. Develop a demographac proﬁle of the average Shasta County ressdent, e

e :Assess commumty vatues,




3'E'Surveyl\dethodology S

For a tw0-week perrod rn October 2007 a telephone survey of Shasta County.:'-i
households was conducted Surveys were on[y admmlstered to adult household

tespondents (age 16 years or older) who were currently Shasta County residents. .~

::'A statzstrca[ly-valld sample of 384 surveys was attamed trans[atmg mto a 95-_

-percent confrdence level wrth axt S margm of error Thrs means that a[l respectwe

ty phone survey_ :

_fa contmumg effort to -

mamtaln the h[ghest quahty standards phone numbers used in the survey were_ '

“obtained u usmg a sophwtrcated number generator Procedures were undertaken"-'-

1o further ensure statrstrcal valldlty and accuracy of rnformatron collected Theﬁ_;_-‘

':"survey was conducted across a two-week, four hour tlme~span from 4 00 p m to '

_8 OO p m mcreasmg the Elkelrhood of obtalntng responses

: The survey was completed usmg Computer-Arded Telephone Intervrewmg {CATJ)

E software, wh:ch _"_:fgmf‘ cantly reduces the lrkelrhood of. data entry error Thrs_"
B _software allows the data collection, methods and sample usage to be momtored in

'real tlme, maxrmazmg effrclency of the survey team as well as usabrllty of: the_';

; survey data

Once th g ata collectron stage was deemed complete the survey data was'




- 1.; Res&dence

ln an attempt to better understand resudency patterns (and the values of persons.? :

'180 000 remdents En both estlmates a 1ma_|or|ty of these residents reswled__ l_n ;__:

_:_i’ES[de |n one of the four quadrants in Reddmg Northwest (west ofi 5 and north of -
*@the Sacramento Rlver) - 38 3 percent Northeast {east of 5. and nouth of the
'_Sacramento Rlver) - 21 6 percent Southwest (west- 1of IS and south of - thegi'

fSacramento Rlver) - 13 percent and Southeast (east of I 5. and south of nghwayf;'

Exhibst 1. 1 Area of Resadence_

13.00% 11.90% T o)
S (] 1.5.50% 10 90%,..m “‘-j“:wu/‘““““&au%'“ SNE

‘We aEso [earneci that a Iarge percentage (53 5) of res:dents are: iong-tlme resxdents

i:vmg in the area 16 years or Ionger Moreover, the majonty__(éﬁ | percent) of these

peopie are_:homeowners These persons are the me




: :most emottona[ mvestment in thefafea

We beheve It fs worth notlng that the S|gmf' cant percentage of respondentsg;i
';;'ndlcatmg Ilvmg |n Shasta County 1 1 or more years {63 6 percent) |s indlcative of 1} .
“& region’ offermg a vast array of resources and amemtles that wouid “keep'.-:-'
-Eres&dents |n the reglon and 2) the tnherent des:re among the County to ”keep .
'things as they’ve always been" While perhaps idea[ th[s notlon is chal!enged by g

_fthe mcreasmg number of persons ftnding vaiue m the reglon s posmve attr:butes

Exh:btt 12 Tenure of Residence

. EXhlbit 1 3 Home Ownershm -




'ThIS portion of the survey mstrument was de51gnec§ to assess the attltudes i
: currently heid by Shasta County resadents. Respondents were flrst asked how they
:would rate Shasta County rlght now as a place to itve On a sca[e of 1 to 6 {where -
: '1. :

:as a 4 or better, nearly half rated tt as "excelient The resuits are iiiustrated below

poo:" and 6— "excellent") over 82 percent of respondents rated Shasta County' §

Exh:b;t 2 } The State of Shasta Countv :

60%: % f
_.':::_:.”.:': ) : 40'9'% e
40%- . 194% - 99.4% .

P povk 8.0%

0% e ST e
i 2 s 6(excellent)

-;about Ilvtng m Shasta County Thls question was open—ended ensurmg_ﬁ;

respondents were not Ied lnto any parttcular directson Desplte th;s, most-




- Exhibit 2.2 Most Valued Trait

';Wll’h 353 percent In contrast the tralt partictpants vaiued Ieast was:
:;growth/congest.ron wnth 26 2 percent “This. was foliowed by other and weather

EResponses [cientlf ed w;thm the “Other category included dlstance from !arger g

..__Exhiblt 2 3 Least Valued Trant:}'

5.1% 61%




3 Perceptaons of Growth

“This section almed to gauge the percepttons of current Shasta County resadents :
i concernmg growth within the County Parﬂc:pants were quened as to how they-:

: belleve growth and devefepment tn Shasta County W|li oceur across the next 101':

W whlte 30 5 percent belleved |t wouid !eve! off or stay the sam "'_Only 9 2 percent_"

beheved it woutd slow down compared to the past 5 years

S SExhibit3.1 Growth Over the Next 10 Years

= Slowdovmcorrparedtothe Increase compared to the past Léyei offdrg;:tay:abotjt_thé:
3--"‘3_'5---P35t53’93f5 L same

impact :




-Exhnbat 3 2 Affect ef Growth on L:fe

The same questlon was also asked in- relatlon to specn‘i_ communlty aspects g

-;_Partlc:pants were asked to rate vartous future md;cators on how they be[neve 8

'growth wouid affect each

 Exhibit 3.3 Future Indicators -

Prosperity/Salaries

Educational/vocational opportunities

Sense of community/Community identity

| Environment

Transportation/Mobility

Job opportunities

Housing affordability

Health {cbesity, asthma, substance abuse, etc))

Availability of open space/access to recreation
opportunities




EDespite the fact reStdents v]ewed growth as generatly beneﬁaal to the future of

'__Shasta County (as demonstrated in Exhlblt 3, 2), theré "as no c!ear dxstmctlon of_é

'.thought growth woutd affect thelr Iives for the better felt about specﬁ“ ic future”

mdicators in comparlson w:th the overa!l resufts

As illustrated in the chart below, respondents were more divided; respondents
“either felt t‘h’éy"\;vbiiid become bé&éf&i}w;é; with few people ;aaieaﬁag they_ :
:would Temain the same There is no one standout future mdlcator that th;s group;-

'Exhibit 3 4 Future lndlcators': :

Prosperity/Salaries

Educational/vocational opportunities

Sense of community/Community identity

Environment

Transportation/Mobility
Job cpportunities

-] Housing affordability

Health (obesity, asthma, substance abuse, etc)

Availability of open space/access to recreation
opportunities




_-'_ieast vaiued by remdents was growth/congest:on restdents feel the growth and :

'development is movmg in the rlght d;rectlon The results are illustrated below

. Exhibit 35 Growth and Development

800/0 T

L B0%

i the better i

-_'in summanon, these fmdmgs mc{lcate that Shasta County reSIdents ho]d relatnveiyj ;
: posnive feelmgs toward future growth and the way in wh!ch it is. current[y belng:_-

: addressed




'-Based on those responses obtamed when querymg what partlc:pants value .

-most/least about Ewmg In Shasta County, |t was ciear that a majorlty of Shasta;.__
_3_County remdents place much smportance on values as a whole, rather than on af'
:t‘smgu[ar ba;_l_s In order to assess whtch of these vatues was most lmportant and_ '

'how it m;ght compare to other vafues partimpants were asked to rate a series of: :

_':;attr;butes based on leve! of |mportance Exhlblt 4.1 summanzes our fmdlngs

‘Exhibit 4.1.Importance Scale

Mohbility/Transportation

Air quality/Vehicte emissions

Open space/Agricultural land

Environmentally sensitive
lands/Critical wildlife habitat

Housing supply/Housing
choices/Housing affordability

] sense of community/Community
identity

. ..] Global warming/Greenhouse gas
1 emissions

-] Energy affordahility/Development
+ =] of alternative energy sources

. Public safety/Crime/Misconduct

= -§ Cost of living/Inflation

. Local/Regional economy

] Public health (obesity, asthma,
.| substance abuse, etc.)




The mean scores were ano calcutated |n order to quantrfy the average Importance_.
': of each value As presented be!ow, ait qualltles scored fa[riy hlgh m rmportance o
-:but pubhc safety/cnme/mrsconduct was consrdered most important overali wrth a:-.
tmean score of 3 61 Based on data obtar_nec_l _t_hrough the Unrted States ;
Department of Justrce th;s concern seems shghtly unwarranted as even wrth.:

"consrstent populateon growth the cr:me rate m Shasta County has dropped over' '

'and alcohol related arrests durlng the 19905, drug abuse appears to be a growrng B

: prob[em in Shasta County Speuﬂcaify, outdoor cannabzs cultrvat:on operatrons '

"I_Callfornra Cremlnal Justrce Statrstscs Center Whrle overali crime has dropped the 5:

-"emmence of drug related cnme and abuse may contrlbute to; res;dent concem

'g!obaI:.warmmg/greenhouse gas.emrssrons scored lowest wrth a mean
fof 3. 19 ln a 2006 report complled by the Californla Energy Commrssron assesssng' :

;basellne greenhouse gas em;ssrons and removais for forest and range!ands in -':3

_harvestmg, or flre between 1990 and 00 ' :'arvest caused most of the emrssrons_'f

'W|th|n forests and deveioprnent caused most ‘within rangelands AEthough f re'._

“wasa [ess 5|gmﬂcant causa durlng the study perrod there was. extremely [ow fire :'::

:'f.inudence durmg these years, and over a Ionge ;perrods of tlme"'ftre is usually.._a




major cause of emlsssons As SLICh this. data appears to: be correlatlve Wlth that of

the mean unportance piaced on thas value. :

. Exhibit 42 Importance Scale -Mean

oblhty/T ransportation

Air quality/Vehicle emissions

-] Open space/Agricultural land

Environmentally sensitive lands/Critical wildlife habitat

Housing supply/Housing choices/Housing affordability

Sense of community/Community identity

Global warming/Greenhouse gas emissions

Energy affordability/Development of alternative energy sources

Public safety/Crime/Misconduct

Cost of living/Inflation

l.ocal/Regional economy

Public health (obesity, asthma, substance abuse, etc.)

':In conclusmn, assessmg the att:tudes Shasta County res;dents hefd towards

_|mportance ratings there |s no smgle value that |s S|gn1f[cantly more |mportant

: than others Rather, ali these values are |mportant in the eyes of res;dents and




5 Piannmg

"-Thls survey was also desngned to gauge resudents attttudes towards growth and:_'

fcommumty plannmg, as weIE as cfevelop inferences of how they fee! it should be:: :

;:outilnmg growth strategses for Shasta County' _The resuits are lllustrateci m Exhibit::_

" Exhibit 5.1 Priarity of a Comprehensive Plan -

e

3B5%

o Netaprionty: -

Worth considering =

f:ts an lndicatton of the deslre to’ produce a countyw:de wsaon rather than a

'jcommumty—speqf ' agenda




. Exhibit 5.2 Government Involvement

CTAB% I

:::{;:_\:l\_iorlrmepo_rﬁeritly_o;feachother _ i Womooileciwelytodesrg aregiona}

strategyfvzsron

0%

Exhtbrt 5 3 Confidence m EEected Ofﬂczais

30%

By TN

9.0l 129%._

::'project s - sponsored by a [ocal govemment entety, rather than that of the'
: government unlt However thls obstacle can be overcome |n the way the pro;ect_-;
is portrayed wrthln outfeach efforts as. well as by using a marketing message that”

mstr!ls greater conﬂdence in the wewer s values .




6 Demographtcs

Of the 384 persons surveyed the gender cornposttion was. approxzrnately 58

“Exhibit 6.1 Gender

. 584%

41.6%

"-Over 50 percent of respondents |dent1ﬁed themselves as bemg 55 years or over '

. Thls ftndmg contrasts wuth Census 2000 data, whtch dtes a medlan age of 38 9__

-E_years old and the: iargest age group as be;ng 25 to 54 yea s old.  Further, persons';
_55 and older only compnse 25 6 percent of the populatson : We recogn:ze the_ﬁi

dated vahdrty of Census 2000 data, yet, We might suggest thss trend IS a tanglble__:

representatson of the ”Ionger than average"-ressdency WIthin the communlty (l"e.,':ﬁ

: as persons grow oider, they remam m the County)




o Exhibit 62 Age

1A% 1aw 01% 0 e5%

. 22% s

. Underts | 18lo24 . 25034 Blodd  4Slo5 551064 65and

above.

household Thls further supports other mean characterlstics portrayed by our"-f

data

 Exhibit 6.4 Children in Household

o0, 2%

o ._._f.*béﬁ?'dféﬂi"

fSuwey respondents were asked to xdentify wh;ch tncome range is appircable to_:

'f'them The income range, [ess than 520 GOO was the most—cited response at 258

percent Census 2000 data_ptaces mecilum household |ncome of Shasta County'..j

japproxrmately 537 000‘_ Th;s, in: companson to our fmdlngs, i

much h[gher We' :
ibelleve thls may be correlated t0 the high frequency of peopfe who lndlcated they

are. retrred and mcndence of peopte over the age of 55 years old P




. . Exhtblt 6 5 Househotd Income

B8 2T% - g5y, L 23%

8.3% _
2.3%

s : Kl : m T ) .

L%sthan ~$20,001 - $40,000- $6oooo $sooon Over = Deci:neto-.f

$20,000 asesees $59999. $79999 $99999 $1ocooo < state

10 state their househoid mcome range 'fThss response ;s mdmatwe of a sensmvaty :

"regardlng demographtc mformation and perhaps an mdlcatlon of lower earnmgs

“Cavicasian was the most frequiently cited 'anSWe'r: at 76.9 percent when participants .
'-:were asked about ethnlc background Th|5 close!y mirrors Census 2000 data -

:..'_which aEso c:ted Caucas:an as the Iargest ethnlc group m Shasta County Census'ﬁ'

~data I f _'ﬁ:;'the frequency of'.
:_'_Htspamc/Latino/Spanish origm group heEd 55 and 56 percent respectlvely

_;Commumty survey fmdmgs d;ffer however m the frequency of Afncan Amencan__-

3frespondents Whlle ? 8 percent of communlty survey partICIpants were Afncan.:

Amencan only approxnmateiy 1 percent of Census 2000 respondents be!onged toﬁ?

: thas ethmc group




. Exhibit63 Ethnic Background

: 769%

4.4%

:--'fOur data concluded that the most frequent response was retlred/dfsabled Thls is
'_not surprlsmg consndenng the ma;onty of partlcipants md:catlng be:ng over the

age of 55 years o!d Other JOb categor[es were cuted much less frequently

it 65 b Category

-ilt' ' ppears the educatlon ieveE in Shasta County is qmte hlgh; Over 80 percent of

'frespondents mdicated havmg completed hlgh sch ;or higher educatlon. Wlth‘




'.-ith}s fmdlng':_'we antlcip__te res:dents to 'makef'_ cademically-founded deasmns,

_ Exhibit 6.8 Fducation Level




