
 
 

LANE TRANSIT DISTRICT 
COMMUNITY STEERING COUNCIL (CSC) 

MEETING NO. 4 
Wednesday, November 8, 2023 

5:30pm-7:30pm 
 

LTD Board Room 
3500 E. 17th Avenue 

Eugene, OR 
 

PRE-MEETING PACKET  
 

I. AGENDA 
II. RESPONSIVE DATA REQUESTS 

a. Community Engagement Survey Results cross-tabulated by riders and non-riders, and by 
Spanish speakers and non-Spanish speakers 

III. LTD Community Engagement Framework 
a. DRAFT WORKING COPY: Entails inputs from CSC mee�ngs to date on guiding principles, 

stakeholders, and strategies and tac�cs. Please review this and come prepared on 
Wednesday to provide any remaining comments on principles and stakeholders.  
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LTD Board Room 
3500 E. 17th Avenue 

Eugene, OR 
 

AGENDA  
 

5:30pm 
 

Welcome & Housekeeping  

5:35pm Rapid Review of Community Engagement Framework Principles 
and Stakeholders  
 

5:55pm 
  

Engagement Strategies for Different Scenarios 
Breakout Group Discussion & Post-It Note Exercise  
 

6:55pm 
 
  

Regroup and Share Out 
 

7:25pm Next Steps & Adjourn 
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LTD Communication & Engagement Survey  
Results & Analysis [DRAFT] 
Survey Overview 

• Survey deployed for approx. 6 weeks through a variety of print and digital methods 

• Paper surveys available in English and Spanish distributed by transit ambassadors and at 
customer service sta�on  

• Digital survey available and promoted by social media, community e-newsleters, sta�on 
and on board roaming signage, UMO push app, and targeted mailers with QR code  

• Raffle to incen�vize survey comple�on  

• 913 surveys completed in English and 43 surveys completed in Spanish  

Survey Respondent Demographics 
• Average age 45, range is 13-94 years old  

• 76% white, 16% La�nx/Hispanic, 4% Black, 4% Asian, <0% Na�ve American  

• 55% female, 33% male, 6% non-binary 

• Of Spanish-speaking respondents (n=43) 65% female, 33% male  

• 25% are students 

• 57% have household incomes under $45,000.  

• Of Spanish-speaking respondents (n=42) 55% have household incomes under $45,000 

• Of frequent riders (n=465) 69% have household incomes under $45,000. 

• Of those that never ride, 31% have household incomes under $45,000. 

• 50% ride very o�en, 20% ride some�mes, 30% ride rarely or never 

• Of Spanish-speaking respondents (n=41), 40% ride very o�en, 20% ride some�mes, 40% 
ride rarely or never   

 

Past Experience Giving Feedback 
• Close to 60% of survey respondents have never given feedback or input on any recent 

LTD project, such as TransitTomorrow, MovingAhead, or the Strategic Business Plan. A 
quarter of respondents were not sure or did not know if they have.  

o When cross-tabulating based on frequency of ridership, those who rarely ride or 
never ride were more likely to have given feedback compared to frequent riders. 
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• When asked what has prevented them from engaging more, 64% of survey respondents 
were not aware of any LTD projects or initiatives. Close to 30% did not know how to give 
feedback, and close to 20% did not think their feedback would make a difference. 

o When cross-tabulated based on frequency of ridership, those who rarely ride or 
never ride were more likely to think their feedback would not make a difference, 
compared to frequent riders.  
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• Spanish-survey respondents were more likely to believe their feedback would not make 
a difference (over 20%) compared to English-survey respondents (over 10%), and they 
were more likely to not know how to give feedback.  
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Staying Up to Date on LTD Projects or Ini�a�ves 

• When asked about what might best help stay up-to-date on LTD projects or initiatives, 
survey respondents most preferred 1) reading social media posts, receiving quarterly e-
mail newsletters, seeing UMO App push notifications, and informal messaging at 
stations and on vehicles. 

• When looking at Spanish-survey respondents only, while they preferred reading social 
media posts and receiving quarterly e-mail newsletters, they also preferred receiving 
text message/SMS notifications compared to the general survey population.  

• When looking at preferences of frequent riders only, frequent riders most prefer seeing 
UMO Mobility App push notifications, followed by social media posts and quarterly 
email newsletters. Non-riders most prefer quarterly email newsletters, social media 
posts, and flyers/postcards.  
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Preferences Around Engagement Ac�vi�es 
• When asked about specific engagement activities, respondents most preferred 1) short, 

easy surveys that ask preferences on desired outcomes, 2) virtual online meeting 
formats with the ability to provide feedback and interact with staff, 3) flyers or mailers 
that give critical information; and 4) in-person open house with ability 
to review information, speak to staff, and provide input. 

• When looking at only Spanish-survey respondents, they most preferred receiving flyers 
or mailers (20%), followed by short, easy surveys (17%), and in-person open houses 
(17%).  

 

Staying Involved Through the Dura�on of an LTD Project or Ini�a�ve 
• When asked about what would help stay involved through the duration of a project or 

initiative, survey respondents overwhelmingly selected receiving frequent and 
consistent updates on progress and why decisions were made. This was the most 
preferred option across all types of ridership. 
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• However, when looking only at Spanish-survey respondents, respondents most 
preferred having a knowledgeable and responsive LTD staff member who they can 
contact if they have a question or comment.  

 

Convenience Preference 
• When asked how LTD can make participating in events and activities more convenient, 

survey respondents preferred more virtual and online engagement opportunities, 
followed by hosting meetings and events on weekends.  

• When asked what time of day was most preferred for activities, late afternoon was most 
preferred by both English and Spanish survey respondents, as well as across all rider 
types.   
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Lane Transit District 
Community Engagement Framework  
[DRAFT – WORKING COPY] 

I. PURPOSE AND USE OF FRAMEWORK 
II. GUIDING PRINCIPLES 
III. LTD’S STAKEHOLDERS 
IV. STRATEGIES & TACTICS  

 

II. GUIDING PRINCIPLES 
 
Form/Style of Engagement: 
Two-Way Dialogue: Communica�on or engagement where both par�es, such as LTD and its stakeholders, 
ac�vely par�cipate in a conversa�on. It involves listening and responding to each other’s perspec�ves 
and ideas, fostering open and construc�ve communica�on.  
 
Accessible: Accessibility in engagement means making informa�on and mee�ngs easy to understand and 
atend, especially for people with different abili�es or language proficiency. Using plain language and 
hos�ng mee�ngs that are physically and technologically accessible ensures that everyone can 
par�cipate. 
 
Respec�ul: Being respec�ul in engagement involves trea�ng all par�cipants with courtesy, dignity, and 
considera�on. It entails valuing diverse perspec�ves and maintaining a respec�ul tone during 
interac�ons. 
 
Ac�ve Listening: Ac�ve listening is a communica�on skill where one focuses on understanding and 
empathizing with the speaker. It involves giving full aten�on, asking clarifying ques�ons, and providing 
feedback to demonstrate that you genuinely care about what the other person is saying.  
 
Content of Engagement: 
Data-Driven: Being data-driven in engagement means using data and evidence to inform decisions and 
discussions. It involves analyzing and sharing relevant informa�on to support the engagement process. 
 
Clarity of Purpose: Clarity of purpose means having a clear and well-defined reason or objec�ve for 
engaging with stakeholders. It ensures that the goals of engagement are understood and align with the 
desired outcomes. 
 
Fiscal Transparency: Fiscal transparency refers to being open and transparent about financial 
implica�ons of decisions and choices. It involves sharing informa�on about budgets, expenses, and costs 
related to decisions.  
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Outcome Oriented: Being outcome-oriented in engagement means focusing on achieving specific results 
or goals, rather than simply checking a box by comple�ng the task. It emphasizes the importance of 
measurable outcomes and impacts. 
 
Process of Engagement: 
Feedback Loop: A feedback loop is a mechanism for collec�ng, analyzing, and ac�ng upon feedback from 
stakeholders and then sharing how their input was considered and what changes or improvements were 
made because of this.   
 
Con�nuous Improvement: Con�nuous improvement involves an ongoing effort to enhance the quality 
and effec�veness of engagement prac�ces over �me. It includes learning from past experiences and 
adjus�ng to beter serve the community moving forward.  
 
Adaptable: Adaptable engagement involves the flexibility to adjust strategies and approaches based on 
changing circumstances, feedback, or evolving community needs. 
 
Mul�-Pronged: Mul�-pronged engagement refers to using a variety of methods, tools, and channels to 
reach and involve different segments of the community effec�vely. 
 
Timely: Timely engagement means engaging with stakeholders at the right moment, ensuring that their 
input can influence decisions and ac�ons when it maters most. 
 
Grassroots: Grassroots engagement focuses on involving and empowering individuals, such as members 
of local community groups, to foster botom-up par�cipa�on and decision-making.  
 
Intent of Engagement: 
Meaningful: Meaningful engagement aims to create a genuine and significant impact on the community 
or project involved. It goes beyond token involvement and seeks to produce tangible results. 
 
Honest & Transparent: Being honest and transparent in engagement means being forthright, candid, and 
open in communica�on, providing accurate informa�on, and avoiding decep�on or obfusca�on. 
 
Community-First Mentality: A community-first mentality priori�zes the needs and interests of the 
community above other considera�ons. It places the well-being of the community at the center of 
engagement efforts.                                
 
Reach of Engagement: 
Community-Wide: Community-wide engagement involves reaching out to the en�re community or a 
broad cross-sec�on of it.  
 
Inclusive & Diverse: Inclusive and diverse engagement ensures that a wide range of perspec�ves, 
backgrounds, and experiences are represented and valued, promo�ng equity and fairness in the process. 
 

 

III. LTD’s Stakeholders 
Educa�on Related: 
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Child-Care Providers 
School Districts (Staff and Students) of All Levels 
 Bushnell University 
 Lane Community College 
 University of Oregon  
A�er School Programs  
 
Residents by Loca�on: 
Rural Residents 
Suburban Residents 
Urban Residents 
 
Tourism & Economic Development: 
Tourism Industry & Advocacy 
Employers/Businesses – As Financial Stakeholders 
Employers/Businesses – Linking employees to transit  
Employees as Commuters  
Chambers of Commerce  
Labor Unions  
 
Public Sector Partners: 
Ci�es and Coun�es  
Safety/Law Enforcement  
 
Housing & Development: 
Home Builders/Construc�on 
Different housing tenure (homeowners, short-term, housing insecure, homeless) 
Developers (Market rate, affordable, transit-oriented development) 
Large Property Managers  
 
Healthcare:  
Healthcare providers and large employers 
Healthcare users  
 
Transporta�on Users & Advocacy: 
Transit riders (Commuters, Daily Riders, Trip-Chainers, Inten�onal Users, Those Who Can’t Drive) 
Drivers 
Those Who Have Never Used Transit 
Those Who No Longer Use Transit 
LTD Operators & Staff  
Pedestrian and Ac�ve Transporta�on Groups  
BEST 
Trade and Professional Groups related to Planning, Engineering, Building, Architecture  
 
Diverse and Minority Groups: 
Limited English Proficiency  
Limited Literacy  
Differently-abled  
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Tribal Community 
At-Risk Groups  
 14th Night 
 Looking Glass 
Immigrants 
Minority Ethnic Groups  
 
Community Groups: 
Neighborhood Organiza�ons 
Community Recrea�on Centers 

IV. STRATEGIES & TACTICS 
 

1. Forward-thinking communica�on and outreach 
a. Not just telling community about projects  
b. Early engagement to learn about community priori�es  
c. Prepare neighborhoods for future engagement  

2. Con�nuous and consistent engagement 
a. Have LTD ambassadors who are consistently showing up in the community and regularly 

atend mee�ngs  
b. U�lize reliable forms of communica�on to provide updates (Digital, Radio, Newsleters) 

3. Be clear about LTD’s role in the community to improve transit 
a. Make it more overt and clear that the role of LTD is to improve transit  
b. Look for opportuni�es to be a clear self-advocate  

4. Message directly to people LTD wants to reach 
a. Targeted marke�ng to those communi�es  
b. Engage directly with riders on UMO app  
c. Consider having a geographically assigned contact person at LTD for easy access for 

customer communica�ons  
d. Door-knocking campaign in neighborhoods and with businesses  

5. Partner with organiza�ons to build trust and rela�onships 
a. Reach communi�es through exis�ng rela�onships  
b. Gauge feedback from these organiza�ons and collect insights 
c. Involve community collabora�on to build sense of pride in specific infrastructure like bus 

stops  
6. An�cipate who may oppose or be cri�cal and include them in early discussions  
7. Ensure accessibility of content and par�cipa�on 

a. Communica�ons should be in plain language 
b. Remove barriers to entry and par�cipa�on  
c. Go to where the people, riders, neighbors, employees are for mee�ng loca�ons  

8. Create internal audit of LTD policies and procedures on community engagement  
9. Uphold hospitality focus / foster service-oriented culture during community interac�ons to 

encourage sustained engagement  
a. Have standard of excellence  
b. Train staff in customer service 
c. Offer welcoming ameni�es to par�cipants  

10. Pursue opportuni�es to be more integrated within communi�es 
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a. Visible community leadership  
b. Par�cipate in community events even when there is no project/plan involved  

11. Consider a marke�ng/educa�on campaign aimed at non-riders to educate about the benefits of 
transit to the community to create trust and interest 
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