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1. INTRODUCTION

Washington’s Clean Energy Transformation Act (CETA) was enacted into law in May 2019, which
requires electric utilities to eliminate coal-fired electricity from serving Washington retail electric
customers by the end of 2025, use a carbon-neutral supply of electricity by 2030, and source 100 percent
of their electricity from renewable or non-carbon-emitting sources by 2045. Each electric investor-
owned utility is required to file a Clean Energy Implementation Plan (CEIP) every four years describing
the specific and interim targets to reach these goals, as well as specific actions which will be taken over
for the four-year implementation period towards reaching these clean energy goals. Public engagement
plays an integral role in ensuring inclusive, accessible, authentic engagement, and customer
representation in the process and development of a successful CEIP. As such, a Public Participation Plan
(Plan) outlining the Company’s efforts to actions to equitably engage with its customers and advisory
groups is documented and filed with the Commission biennially.

In compliance with WAC 480-100-655(2), Avista filed its first Public Participation Plan (2021 Plan) on
April 30, 2021, with a revision filed on June 30, 2021. The 2021 Plan provided the basis for public
engagement and participation in the Company’s initial CEIP filed on October 1, 2021,2 which was
conditionally approved by the Commission on June 16, 2022. The CEIP was informed by the Clean
Energy Action Plan (CEAP), filed coincident with the electric Integrated Resource Plan (IRP) filed on
April 1, 2021. The CEAP was the ten-year action plan for interim and specific targets and actions to
reach clean energy requirements, including the first attempt at incorporating equity into Avista’s overall
processes in accordance with WAC 480-100-620 (12)(c)(i) a starting spot for the interim and specific
targets, and included preliminary information on equity. Per WAC 480-100-640 (11) should there be
updates in the Company’s electric IRP update® filed January 3, 2023, that impact the CEAP, the
Company will propose updates to the CEIP as needed. Avista will equitably meet its resource needs with
the lowest reasonable cost mix of energy efficiency, generation, storage, and demand response
resources, while reducing energy and non-energy burdens for customers located in Highly Impacted

Communities or Vulnerable Populations, jointly referred to as Named Communities.

! Docket UE-210295.
2 Docket UE-210628.
3 Docket UE-200301.
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https://app.leg.wa.gov/RCW/default.aspx?cite=19.405

Since the Company filed its 2021 Plan, it has taken significant steps to improve upon its public
engagement efforts, including but not limited to: dedicated staff for public engagement, the development
of an overarching communication strategy in partnership with Public Participation Partners (P3), a third-
party consulting firm, to enhance its public engagement methodology in a strategic and effective manner.

Customer Benefit Indicators (CBIs) and corresponding metrics have been identified in collaboration
with several of Avista’s advisory groups, including its Equity Advisory Group (EAG), Energy
Assistance Advisory Group (EAAG), and Energy Efficiency Advisory Group (EEAG). CBIs hold the
Company accountable and ensure programs, policies, and resources utilized throughout the
implementation period result in the equitable distribution of benefits and reduction of burdens, while not
perpetuating existing inequities, across all segments of the community while prioritizing those with the
highest need.* The primary function of the EAG is to review, consult, and advise Avista to ensure all
customers are benefitting from the transition to clean energy through the equitable distribution of energy
and nonenergy benefits and reduction of burdens and barriers in Named Communities. Additionally, the
EAG will help guide the Company through its public outreach strategy to ensure Avista customers have

a platform for CEIP educationalworkshops, public meetings, and participation in Company programs.

Public participation continues to be an essential part of Avista’s CEIP development. Avista recognizes
the importance of effective public participation for improving its decision-making processes and
including the unique viewpoints and knowledge, which non-utility stakeholders bring to the table. Public
participation is vital to the equitable development of the CEIP and will continue to play a key role in
developing future actions to implement the targets established in the CEIP and review proposed actions
for meeting the requirements outlined in RCW 19.405.050(2).

It is important to note that energy justice is top of mind at Avista and is incorporated throughout this plan.
For ease of readability, the Company has modified the terminology throughout the document. In this
manner, the Plan should be easier to understand for the general customer base, be consistent with the

general guidance received from P3 regarding terminology, while still incorporating the general concepts.

4 The EAG also works with the Company on other focus areas that require a specific equity lens outside of the CEIP.
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The core tenants are comprised of the following (abbreviated):

» Procedural Justice — Fair, equitable, and inclusive decision making for participants

* Recognition Justice — Recognizing that marginalized and vulnerable populations have been
excluded from decision-making processes; understanding who has been impacted and seeks to not
perpetuate inequities

« Distributional Justice — Fair and equitable distribution of benefits or reduction

* Restorative Justice — Regulatory government organizations or other interventions are used to
disrupt and address distributional, recognitional, or procedural injustices, and to correct them

through laws, rules, policies, orders, and practices.

For the ease of readability and understanding for the general customer base, Procedural Justice and
Recognition Justice are core components within Avista’s Plan. The very foundation of the Plan is
identifying what voices have not historically been heard and intentionally seeking to include them in clean
energy discussions. Recognition Justice is discussed in the Plan where specific customer types are
represented in public participation conversations and the Company’s continued efforts at effective public
engagement. The EAG recognizes and includes individuals from 17 demographic areas, as discussed
below, which ensures a focus on current and historical inequities within those areas. CBIs form the basis
for Distributional Justice to ensure a fair distribution of benefits or reduction of burdens resulting from
the clean energy transition while taking into consideration that not all individuals have the same starting
spot.® Restorative Justice applies to laws, rules, policies, and orders that direct the utility; the Commission
is responsible for those policies. In accordance with CETA, there are regulations which hold the Company
accountable to which is a form of Restorative Justice in and of itself. Restorative Justice is also
incorporated to expand customer outreach and ensure customers are aware of and are able to participate

in energy assistance and energy efficiency programs the Company offers.

2. PUBLIC PARTICIPATION STRATEGY

Public Participation Goals

Per WAC 480-100-655, Avista’s participation efforts includes representation from existing advisory

groups, the EAG, and its general customer base. Each group is described in more detail below.

5 Dictionary.com: Equity: “The quality of being fair or impartial; the policy or practice of accounting for the differences in
each individuals starting point.”
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Avista has developed a customer engagement strategy pertaining to its CEIP and will continue to work
closely with its customers and advisory groups. The methods for interacting with customers have been
improved due to the work performed by P3, which resulted in the development of meaningful insights

on how Avista’s customers prefer to receive information pertaining to the transition to clean energy.

Public Participation Partners Background
In the Spring of 2022, Avista recognized the need for a specialized strategy, in addition to ongoing efforts,

to reach customers residing in Named Communities and that engagement with firms and organizations
who specialize in public participation would be required. Avista sought specialized consulting services
for its Washington service territory that provided an equitable approach to identifying and mitigating
barriers to participation and obtaining the valuable customer input that Avista is seeking. The Company
pursued experts to focus on targeted outreach to underrepresented populations, including those with
limited English proficiencies. In May 2022, Avista issued a Request for Quote (RFQ) to seven public
engagement agencies and ultimately contracted with P3 in July 2022 based on their previous work and
equitable approach to engaging with hard to reach and underrepresented communities.

P3 is a minority and women owned community engagement and communication firm with over 14 years
of experience providing cost-effective and specialized outreach services. P3 specializes in reaching “hard
to reach” customers in a data driven approach that informs, involves, and empowers all stakeholders in
an equitable and inclusive way. P3 conducted customer surveys, in person and virtual meetings, and
thoroughly researched the demographics of Avista’s Washington service territory to design an effective

public engagement plan for Avista’s CEIP implementation.

P3’s Public Engagement Plan Approach
As previously discussed in Avista’s September 30, 2022 filing in compliance with its CEIP Condition

No. 30, P3 values transparency and strives to provide open and clear communication between Avista,
stakeholders, and the public. While developing their engagement strategy for Avista, they considered
barriers customers may face such as language, visual or audio impairments, and virtual technology
constraints. P3 employed every tool available to achieve equitable engagement through Avista’s

Washington service territory. Their approach to developing an effective public engagement and outreach
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plan for Avista was managed in four phases, each discussed below.

Phase One —The first phase consisted of a comprehensive demographic analysis of Avista’s Washington
service territory, identified outreach methods, tools, and communication strategies, and defined
performance measures to gauge overall success. The demographic analysis identified the language needs
amongst Avista’s customer base, enabling P3 to provide translated printed and digital communications
and materials. Phase one took approximately three weeks and resulted in P3 delivering a draft Public
Engagement and Communication Plan. The language preferences identified by P3 can be found on page
28 in Appendix A.

Phase Two — Phase two included an assessment of Avista’s current outreach efforts and practices through
interviews with key employees within the Company who are responsible for planning and conducting
outreach, reviewing existing policies, and communication materials and methods. In September 2022, P3
spoke with the EAG during their two monthly Equity Lens sessions and during a separate meeting that
included members from Avista’s EEAG and EAAG.

Phase Three — A customer survey, provided in Appendix B, was developed, and implemented to identify
customer communication preferences. The customer survey provided P3 and Avista with data to identify
what previous customer experiences with the Company were like, obtained customer communication
preferences, and ways customers prefer future engagements. Paper and digital surveys were provided to
customers to reach more residents located in Named Communities. Additionally, to reach as many
customers as possible, P3 printed and mailed paper surveys to apartment complexes, community-based
organizations, and religious institutions. P3 also engaged with customers located in Named Communities
through in-person and virtual meeting options. All customers were invited to participate in P3’s
community meetings held in lieu of CEIP public participation meetings during the last quarter of 2022.
Community conversations were hosted in English and other languages as identified through the phase
one analysis. Videos were developed in English and included subtitles in five other prevalent languages
that introduced Avista’s public engagement efforts.® These videos were utilized to reach customers who

do not speak English as their primary language. Phase three took approximately seven weeks and P3

6 Videos promoting the Customer Preferences Survey were developed with subtitles in Arabic, Spanish, Mandarin,
Marshallese, and Russian
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provided a summary detailing customer feedback received from the survey and public meetings
conducted by P3 which can be found in Appendix C to this filing.

Phase Four — During the fourth and final phase, P3 developed and delivered a fully executable public
participation and communication plan which utilized the lessons learned through public surveys and in
person meetings, incorporating Company and advisory group feedback. P3’s methodology and approach
on public preferences was outlined based on survey results and past experiences and identified barriers
to participation amongst Avista’s customers and provided detailed solutions and tactics the Company can

employ to overcome such barriers.

In December 2022, P3 delivered the completed public participation plan (P3’s Plan) included in Appendix
D. The plan offers a shared framework for defining engagement, tips on how and when to engage
customers and community stakeholders, and guidelines for promoting mutually beneficial engagement
with communities and community partners. The plan contains an overarching engagement strategy and

resources for the design, planning, review, and evaluation of community engagement efforts.

P3’s CEIP Public Engagement Plan
P3’s Plan provides a comprehensive overview and guidance on what engagement is and how to effectively

use the tools provided by P3 for future public engagement efforts. The plan outlines steps on how to
create a community engagement plan, and the methods in which to utilize it. The plan provides insights
on engagement implementation, specifically around meeting logistics and what should be considered.
P3’s Plan discusses the importance of evaluating the effectiveness of meetings and reporting those metrics
to ensure Avista is continually engaging with its customers in a meaningful way. P3’s Plan also provides
best practices for reporting results to customers and stakeholders. P3 also provided Avista with adapted

material sources to be utilized when creating a new community engagement plan.

In January 2023, Avista requested that P3 bridge and connect the overall P3’s Plan with the outreach
work conducted through multiple methods outlined in the Survey of Preferences Summary to outline
specific actions Avista should take to engage with its customers, with an emphasis on those residing in
Named Communities, pertaining specifically to its CEIP efforts. The specific CEIP public engagement
plan was delivered in February 2023. Avista filed the public participation timeline on March 1, 2023,

with an assurance of a progress update prior to May 1, 2023. The additional update was filed on April 14,
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2023 and P3’s CEIP Public Engagement Plan is included in Appendix E. Avista leveraged P3’s CEIP
Engagement Plan for the development of this Plan to ensure meaningful and effective participation

opportunities are provided for all customers.

P3 outlined barriers to participation and mitigation strategies for reducing those barriers in future
engagement efforts. Mitigation strategies are discussed in further detail in the Future Engagement and
Outreach Section. The CEIP Public Engagement Plan is designed to ensure participation opportunities
are provided to all customers with an emphasis on those residing in Named Communities and monitoring

the impacts these engagement strategies have throughout this CEIP implementation.

This public engagement process timeline spans the next two years and will assist in the development of
Avista’s 2023 Biennial CEIP Update and its 2025 CEIP.

3. CUSTOMER AND ADVISORY GROUP INPUT

Equity Advisory Group
In accordance with WAC 480-100-655(1)(b), the EAG was formed in May 2021 to advise Avista on

equity issues including, but not limited to:

e Vulnerable population designation;
e Customer equity benefit indicator development; and,
e Recommendations for the equitable distribution of energy and non-energy benefits and
reduction of burdens to vulnerable populations and highly impacted communities.
Per WAC 480-100-655(1)(b) members of the EAG include representation from environmental justice and
public health advocates, tribes, highly impacted communities, and vulnerable populations, as well as other

relevant groups. A current EAG member list can be found in Appendix F.

Currently, EAG members represent the following 17 demographic areas:

Tribal Ecology/Environment

Regional Clean Air Environmental/Renewable/Y outh
Education/Disabilities Government Agency/City Library Services
Named Community Resources Adults with Disabilities

Affordable Housing Youth/High School
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LGBTQIA+ Low-Income

Named Community School District Energy Assistance

Environmental & Marginalized Populations BIPOC Community

Senior Citizens
In May of 2021, Avista contracted with an equity consultant to facilitate the Company’s EAG meetings.
Avista continues to utilize this expertise to ensure an independent viewpoint, with an equity background
to facilitate topic discussions, ensure a focus on equity, and maintain a safe environment where members
feel welcome to share their thoughts and opinions. Avista collaborates monthly with the consultant on
topics the Company intends to discuss and how to approach those topics in an equitable, inclusive, and
meaningful manner in order to utilize the knowledge and expertise this group brings, especially as it

relates to equity issues and how all customers may benefit from the transition to clean energy.

Included as Appendix G is the 2023 EAG charter, which includes a description of the recruitment process,
purpose and goals, timelines, and structure.

Membership in the EAG is open to all customers and special interest stakeholders that represent individual
communities. Avista’s objective is to engage individuals from under-served, resource-constrained, and
marginalized groups and communities within the Company’s service territory. This is also intended to
avoid duplication of members that currently participate in other Avista advisory groups. Further, this
allows the EAG to have the unique perspective of not only customers in Named Communities, but also
overall customer representation. With an emphasis on ensuring that all voices are heard and engaged,

active participation has been encouraged as a criterion for attending EAG meetings.

EAG Recruitment

During recruitment for EAG members, all interested persons are asked to complete a Member Interest
Form, provided in Appendix H, that provides a means for ensuring the group’s objectives are in alignment
with the individual’s interests and capturing each person’s contact information, want for compensation,
and area(s) and/or interests they represent. EAG membership information can be found on Avista’s Clean
Energy webpage.’ Avista continues to actively recruit new EAG members, and information regarding the

participation in the EAG was publicized during an Integrated Resource Planning (IRP) public meeting,

7 https://www.myavista.com/about-us/washingtons-clean-energy-future
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public participation meetings, and may be promoted through future external advisory groups, such as
Avista’s Distribution Planning Advisory Group (DPAG), EAAG and EEAG.

Equity Lens Sessions
Equity Lens Sessions are typically held the third week of each calendar month unless the dates fall on a

holiday week. Sessions are Wednesdays from 4:30 pm — 6:00 pm and Fridays from 7:30 am - 9:00 am.
All Equity Lens presentations are posted to the Company’s Clean Energy webpage at least three business
days prior to the session and all sessions are recorded and posted to the Company’s Clean Energy webpage

along with meetings notes.

Table 1 below includes the 2022 meeting schedule and topics discussed during EAG Equity Lens

Sessions:

Date

Agenda ltems

January 12 & 14, 2022

Vulnerable Populations

February 16 & 18, 2022

Outdoor Air Quality

March 16 & 18, 2022

EAG Value & Structure
Customer Benefit Indicators

April 20 & 22, 2022

Customer Barriers to Participation

May 18 & 20, 2022

Transportation Electrification

June 22 & 24, 2022

Power Outage Preparedness

July 20 & 22, 2022

Clean Energy Implementation Plan Timeline & Conditions

August 2022

No Meeting held, Voted by EAG

September 21 7 23, 2022

Public Participation
Named Communities Investment Fund

October 19 & 21, 2022

Condition #10 — Named Communities Specific Action
Named Communities Investment Fund

November 16 & 18, 2022

Condition #2 — Non-Energy Impacts
Named Communities Investment Fund Matrix

December 14 & 16, 2022

Named Communities Investment Fund Brainstorm Session

Table 2 below provides a tentative schedule for EAG meetings held during 2023 along with proposed

discussion topics:
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Date Agenda Items
e Named Communities Investment Fund

January 18 & 20, 2023 e Condition #10 - Named Communities Specific Action
e Public Participation

February 15 & 17, 2023 e Named Communities Investment Fun Project Prioritization
e Named Communities Investment Fund

March 15 & 17, 2023 e Spokane Tribe Energy Partnership

e Public Participation
e Condition #38 — Two CBI’s/5 Subsets in Named

April 19 & 21, 2023 Communities
e Equity Refresher
May 17 & 19, 2023 e Wildfire Mitigation Plan and Outreach
June 2, 2023 e Condition #23 — Joint Advocate Customer Benefit

Indicators in conjunction with the EAAG and EEAG.
e Spokane Tribe Energy Partnership
e Condition #10 - Named Communities Specific Action
e Public Participation Update
e Condition #24 — Indoor Air Quality Metric
September 20 & e WA Bill Discount Program Overview
22,2023 e CEIP Biennial Report Filing
e Named Communities Investment Fund
e Regulatory Discussion — How Rates are Calculated
e 2024 EAG Structure
e EV Transportation Program Update

July 19 & 21, 2023

August 23 & 25, 2023

October 18 & 20, 2023

November 15 & 17, 2023

December 13 & 15, 2023 e Tentative

The EAG has and will continue to meet throughout the CEIP implementation period. As previously
discussed in March 2022, annual discussions will be held as to the quantity and time of future meetings,
as well as other concerns during the November 2023 Equity Lens Session. The schedule may be revised
based on EAG feedback. In accordance with WAC 480-100-655 (1)(e), the Company is not limited from

convening and engaging public advisory groups on other topics.

Equity Advisory Group & Public Participation Partners
The EAG was informed, consulted, and advised of the ongoing work conducted by P3 regarding public

participation and the identification and reduction of barriers to participation. In the April 2022 Equity
Lens Sessions, as a refresher, the EAG reviewed previous barriers they had identified pertaining to
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communications with customers in regard to the development of Avista’s CEIP. In that same April
session, the EAG spent time reviewing and providing insights pertaining to the results of a survey
conducted by Avista earlier in the month on barriers to participation. The survey was distributed to two
distinct assemblies, the EAG members and Avista Advisors. Avista Advisors are current Avista
customers who have expressed interest in participating in surveys once a month to help the Company to
better understand the thoughts and opinions of its customers. There are approximately 2,000 customers
in the Avista Advisors group and a member overview can be found in Appendix I. The purpose of the
smaller scale survey was to learn from the two distinct groups about the ways in which they prefer to
provide feedback, the extent to which they would like to participate, how to best receive information
pertaining to Avista’s clean energy transition, and what barriers they may experience that limit a customer
from being able to fully participate. The survey was important because it was the first regarding
engagement specifically around Avista’s CEIP, built another layer on the foundation of ongoing
conversations with the EAG regarding levels and barriers to participation, and served as a baseline for
Auvista to deliver to P3 after contracting with them in August 2022.

As previously mentioned, Avista contracted with P3 in August 2022, and quickly brought P3 to the next
Equity Lens Sessions held in September 2022. P3 spent time gathering feedback and insights from the
EAG on the following questions:

1) How do you like to receive or provide information to Avista?

2) Have you ever attended one of Avista’s community meetings or events (clean energy, wildfire
outreach, smart meters)?

3) What are some of the barriers to the communities that you represent (education, availability of
materials, language, etc.)?

4) What should we be considering for outreach and how can Avista do it better?

5) Are there particular spaces that we should be conducting these meetings (safe and familiar to the
community)?

The enriched and engaged conversations with P3 and the EAG during the two September sessions
provided P3 with feedback on how Avista might better engage and incentivize its customers for future

participation.®

8 Please visit Avista’s Clean Energy webpage in the Equity Advisory Group Meetings subsection to view the meeting notes
and recorded EAG Equity Lens Session that occurred in September 2022. https://www.myavista.com/about-us/washingtons-
clean-energy-future
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The EAG also provided locations in Named Communities that P3 might consider facilitating meetings at
during their in-person events to learn from Avista’s customers located in Named Communities. As
previously mentioned, the Survey of Preferences that resulted from these surveys can be found in

Appendix C.

In January 2023, Avista provided an update to the EAG regarding work completed by P3. Avista covered
the seven community-based organizations that P3 had in-person meetings with and/or pop-up events
during their on-site visits in October 2022. Avista reviewed the aspects of P3’s Survey of Preferences
which included communications methods of the survey, the eight languages the survey was translated in
which can be found in Appendix J, survey questions and responses, and the demographics amongst the
survey participates. Avista also provided feedback to the EAG from P3’s interactions with other Avista
advisory groups, including EEAG and EAAG. Finally, Avista discussed all reports completed and
delivered by P3 thus far, including the specific CEIP Public Engagement Plan.

During the March 2023 EAG Equity Lens Session, Avista engaged with EAG members around the
outcomes of the CEIP Public Engagement Plan. Avista sought support, as well as feedback, pertaining to
the specific actions and timeline P3 provided in the plan. The Company reviewed various meeting formats
offered in the plan, data collection methods to identify customer’s perspectives on CBI’s and
programmatic impacts, as well as various communication tools to be utilized during the CEIP
implementation period. EAG members were supportive of Avista moving forward with the

implementation and execution of the plan.

Starting in September 2022 through March 2023, Avista kept the EAG members abreast of P3’s
communications, actions, and deliverables. Future public participation actions and mitigation strategies
towards barriers of participation are discussed in greater detail in the Future Engagement and Outreach

section below.

EAG and CEIP Conditions
In compliance with Order 01 in Docket UE-210628, approving Avista’s 2021 CEIP subject to conditions,
the Company has been actively working towards fulfilling the requirements where EAG collaboration is

required. Nine of the thirty-eight conditions directly involve informing, gaining support, or collaborating
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with Avista’s EAG.

Table 3 below provides the condition number, condition description, and any actions Avista has taken to

date.

Coniltlon Condition Description Avista Actions Taken
Avista will apply Non-Energy Impacts (NEISs) The methodology for
and Customer Benefit Indicators (CBIs) to all including NEIs and CBIs in
resource and program selections in determining its resource selection was
its Washington resource strategy, in its 2023 discussed with Avista’s TAC
Integrated Resource Plan (IRP) Progress Report and EEAG during the
and will incorporate any guidance given by the Company’s September 2022
Commission on how to best utilize CBIs in CEIP | TAC meeting and with the
planning and evaluation. Avista agrees to engage | EAG during its November’s
and consult with its applicable advisory groups 2022 Equity Lens Session.
(IRP Technical Advisory Committee (TAC) and
Energy Efficiency Advisory Group (EEAG))
regarding an appropriate methodology for

5 including NEIs and CBls in its resource selection.
Finally, the Commission approves Condition 2
regarding consultation with the Technical
Advisory Committee and the Energy Efficiency
Advisory Group in the development of a
methodology for including Non-Energy Impacts
and CBls in its resource mix. At the
Commission’s June 16, 2022, recessed Open
Meeting, Avista expressed its expectation that it
would also consult with the Equity Advisory
Group after the development of this methodology
to ensure the methodology does not result in
inequitable results. This is also the Commission’s
expectation.
Auvista agrees to update and expand its Additional Vulnerable
Vulnerable Populations areas within its 2023 Populations characteristics
Biennial CEIP Update taking into account the were identified and discussed
9 additional criteria developed by the EAG and with the EAG during its

Energy Assistance Advisory Group (EAAG) and
to ensure updates are in line with the definition of
Vulnerable Populations outlined in RCW

January’s 2022 Equity Lens
Session. Avista’s EAAG will
be consulted during its
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19.405.020(40). Additional work is needed to
develop a consistent methodology and data
source identification. This additional work is
primarily related to identifying a consistent data
source(s) to evaluate each characteristic and then
overlaying it onto a map.

regularly scheduled session in
May 2023.

By December 1, 2022, in collaboration with its
EAG and EAAG and per WAC 480-100-
640(5)(a) and (c), Avista agrees to identify at
least one specific action that will serve a
designated subset of Named Communities, to be

The specific action was
identified in late 2022 and
gained support of the EAG
during November’s Equity
Lens Session. Additional

10 funded by the Named Communities Investment information pertaining to this
Fund, and to identify and track all CBIs relevant Condition will be filed with
to this specific action.® The location identified for | the Company’s CEIP Biennial
the specific action will be at the granularity of the | Update on November 1, 2023.
designated Named Communities subset.

Avista must formally present and discuss any A meeting to discuss the joint
Joint Advocate or other stakeholder proposed advocate CBIs is tentatively
CBI that was not included in the Company’s filed | scheduled for June 1, 2023
CEIP and the final Commission approved CEIP from 10:00am — 12:00pm.
with conditions, to its advisory groups, Invitations will be sent to all
customers, and other interested stakeholders at a EEAG, EAAG, and EAG

23 CEIP Public Participation Meeting(s) and at a members. This condition will
separate joint advisory group meeting(s), to be included in either the June
include the EEAG, EAAG, and EAG. Following | or September public
these discussions and careful consideration of the | participation meetings
feedback received, Avista will propose an outlined in the Public
updated set of CBIs and associated metrics in its Comment section below.
2023 Biennial CEIP Update.

Avista must engage collaboratively with its Awvista is currently working
advisory groups (EAG, EEAG, EAAG) to create | through the process of

a metric for Indoor Air Quality and submit formal | identifying potential indoor
metric for evaluation no later than in its 2023 air quality metrics and will

24 Biennial CEIP Update. discuss a proposed metric at

the June 1, 2023 meeting
mentioned above. An update
will be provided in the
Company’s Biennial CEIP
Update on November 1, 2023.
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Avista’s EAG shall not be responsible for the
designation of Highly Impacted Communities and
the Company’s advisory groups should be

Avista acknowledges the
EAG is not responsible for
the designation of Highly

27 facilitated such that this designation is not under Impacted Communities and
consideration. has been removed from this
updated Public Participation
Plan
Avista will include a publicly available and The EAG member list and
regularly updated list of its EAG members and represented organizations is
28 their organization or community affiliations on its | updated regularly and can be
webpage and in future Biennial CEIP Updates found on Avista’s Clean
and CEIPs. Energy webpage.°
Auvista agrees that all future EAG meetings will The tentative 2023 Equity
be fully open to the public. Lens meeting schedule is
provided on Avista’s Clean
Energy webpage. Starting in
April 2022, meeting links
29 have been and will continue
to be posted approximately 3
days prior to the session.
Presentations, meeting notes,
and recordings are posted
within one week of each
Equity Lens Session.
On or before October 1, 2022, Avista must file On September 30, 2022
with the Commission: Auvista filed an update to its
a. A progress report on what actions have public participation strategy
been taken since October 2021 to reduce which included background
barriers to public participation (e.g., steps information on the
taken to reduce barriers including but not Company’s consultant, P3,
30 limited to non-English speaking and the engagement plan

customers).

b. An update to the Company’s customer
engagement plan! it will implement during
the 2022-2025 timeframe, and provide a
progress report of this plan in the 2023
Biennial CEIP Update.

approach that would be
implemented over Q4 2022.
On March 1, 2023 Avista
filed a tentative timeline of
recommended activities the
Company may undertake
during the implementation

10 Visit https://www.myavista.com/about-us/washingtons-clean-energy-future then select the “View Avista Advisory

Groups” link towards the bottom of the page.
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period of the CEIP. Avista
follow-up both filings, with
an additional document filed
on April 14, 2023 that
includes Avista’s CEIP Public
Participation Plan.

On or before October 1, 2022, Avista agrees to
provide in its CEIP docket a report on the

Please refer to the Company’s
July 6, 2022 filing in Docket

Stakeholders, and the Company’s Equity
Advisory Group. Avista will incorporate relevant
updates in its 2023 Biennial CEIP update.

31 changes regarding the EAG Equity Lens Sessions | UE-210628.
discussed and made with the EAG in March
2022, the facilitator, and the Company.
Avista must choose at least two of its current This Condition was discussed
CBIs which it will track for at least five subsets with Avista’s EAG during the
of named communities, at a granularity to be April 2023 Equity Lens

38 determined by agreement with Staff, Session and will be presented

to Staff and stakeholders that
attend the June 1, 2023
meeting mentioned above.

Further information on all thirty-eight Conditions will be provided in the Company’s Biennial CEIP
Update which will be filed by November 1, 2023.

Advisory Group Participation
In addition to the EAG, Avista has five advisory groups that include the IRP Technical Advisory

Committee (TAC), EAAG, EEAG, the DPAG and the Company participates in the statewide
Transportation Electrification (TE) Stakeholder Group.*?

The multiple advisory groups have been involved throughout the implementation period via the CEIP
public participation meetings, through their ongoing regularly scheduled advisory group meetings, and
on an as needed basis. In addition, several advisory groups are involved with the support and provisions
of Avista’s Conditions as agreed to during the approval process of the Company’s CEIP. The formation

of Avista’s DPAG was directly correlated to fulfilling Condition 13.

12 The TE Stakeholder Group is a statewide group comprised of all investor owned utilities and interested stakeholders. This
group will not be involved in the development of the CEIP.
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Avista has utilized existing advisory group processes throughout the CEIP implementation process with
the guiding principles of the IAP2’s Public Participation Spectrum consisting of inform, consult, and
involve.r® With the existing foundational knowledge advisory group members bring, as well as other
key Company experts, these advisory groups continue to provide input, and share feedback for

implementation of their respective sections of the CEIP.

Customers can learn more about the value, intent, and membership representation of each advisory group
on Avista’s webpage.l* Advisory group members, as well as customers, can request additional

information or provide comments in the following ways:

e email at ceta@avistacorp.com;
e Www.myavista.com/ceta; and,
e or by contacting an Avista staff person on their respective advisory group.

Email reminders and meeting invitation links are sent to all advisory group members approximately two
weeks prior to a scheduled CEIP public participation meeting with an additional email invite either the
day before or the day of the meeting. In compliance with WAC 480-100-655(1)(d), engaging in the
CEIP public participation meetings does not limit advisory group members from participating in their
individual advisory groups or any other groups at Avista. In accordance with WAC 480-100-655(1)(g),
meeting presentations are posted to the webpage approximately three days prior to the meetings and all

data input files, when applicable, will be posted to the webpage in native file format.

Advisory group member and all customer comments and questions are captured in CEIP public
participation meetings. Responses may be captured during the live recording and posted to Avista’s
Clean Energy webpage. All comments and questions received by Avista are documented and in
accordance with WAC 480-100-655(1)(i) and an appendix will be filed with the Company’s CEIP
Update which will also include Avista’s responses to each comment. Avista may also have follow up

conversations with individual participants for clarification, questions or comments as needed.

13 Source: Planning for Effective Public Participation, Foundations in Public Engagement, IAP2 International Federation 2016,
p.29-30)
14 https://www.myavista.com/-/media/myavista/content-documents/about-us/ceta/avista-advisory-groups.pdf
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Avista continues to convene regular advisory group meetings throughout the CEIP implementation
phase. The current meeting schedule frequency and approximate timing is reflected in Table 4 below.
This schedule is reviewed annually, and adjustments are made as needed. Additional meetings are held

throughout the implementation period as needed.

Advisory Group Frequency
Energy Efficiency Advisory Group Quarterly
Energy Assistance Advisory Group Bi-Monthly
Equity Advisory Group Monthly
Technical Advisory Committee — IRP Development Per IRP Workplan
Distribution Planning Advisory Group Bi-Monthly

Advisory group members are notified of upcoming public meetings being held by the Washington
Utilities and Transportation Commission (Commission) pertaining to the CEIP through email, as the

schedule is made available.

Customer Participation
Avista will endeavor to consider and include input from all customers in the development of the CEIP in

accordance with WAC 480-100-655(2)(a)(ii). Prior to engaging with P3, a public participation meeting
was held June 23, 2022, and all Washington electric customers were notified of the opportunity to
participate through email, Avista’s CEIP webpage, and through its Interactive Voice Response (IVR)
System’s hold message. The purpose of the meeting was to provide the public an overview and update
on Avista’s 2021 CEIP, how the plan impacts them and their community, and to gather insights on what

customers would like to learn more about in relation to clean energy.

Two customer surveys were completed in 2022 regarding public participation efforts pertaining to
Avista’s CEIP. As stated previously, Avista conducted a survey with its EAG members and Avista
Advisors in April 2022. The purpose of the survey was to gauge how customers would like to participate
in Avista’s CEIP, the channels customers prefer to receive information, and the barriers that may limit a

customer from fully participating.

During the Fall of 2022, public outreach was conducted in person by P3 at seven Community Based
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Organizations within several of Avista’s Named Communities in lieu of public participation meetings.
These meetings were held to better understand the past experiences customers have had with Avista and
their preferences for future communication and engagement methods. The goal of these meetings was
to reduce potential barriers customers in Named Communities may face to participate in this survey and
to ensure they were able to complete the survey if desired. Table 5 below represents the total number of
promotional flyers that were provided to these organizations in languages requested by the organizations
to reduce any language barriers within those community organizations. The promotional flyer is

provided in Appendix K.

Language Number of Copies
English Only 250
English/Spanish 110
English/Korean 10
English/Marshallese 50
English/Russian 100
English/Ukrainian 120
English/Vietnamese 50

P3 conducted three in-person meetings and four pop-up events. During pop-up events, P3 staff set up
tables during their client service hours to encourage customers to provide input on previous engagement
and future engagement preferences with Avista. In-person meetings consisted of a brief overview of
Avista’s CEIP, energy efficiency program information, and customer bill assistance. Printed materials
pertaining to energy efficiency and bill assistance were provided from Avista for customers during all
seven outreach events. P3 provided feedback and insights from their in-person meetings which are
discussed in the Future Engagement & Outreach section below. Meeting dates and locations are outlined

in Table 6.

Date Organization Meeting Type
October 24, 2022 Latinos en Spokane Meeting
October 24, 2022 American Indian Community Center Pop-up
October 25, 2022 The Salvation Army Spokane Pop-up
October 25, 2022 Our Place Community Outreach Meeting
October 25, 2022 Carl Maxey Center Pop-up
October 26, 2022 Spokane Indian Housing Authority Meeting
October 26, 2022 Kettle Falls Adventist Church Pop-up
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The second survey conducted in 2022, was the Survey of Preferences. The Survey of Preferences,
conducted by P3, was open to Avista’s Washington electric customers from October 4, 2022, to
November 4, 2022. The survey was also available via paper and online during the community-based
organization outreach conducted in October 2022. During the open survey period, customers were able
to complete the survey through an email link, direct mail, Avista’s CEIP webpage, or in-person. The
survey asked 8 questions pertaining to the experience of receiving information about Avista’s programs

and initiatives and was available in the following languages and can be found in Appendix J:

e Arabic

e Dhari

e English

e Mandarin

e Marshallese
e Russian

e Spanish

e Vietnamese

Voluntary demographic questions accompanied the survey to gain a better understanding of the type of
customers reached during the survey process and to assist Avista’s goal of inclusive engagement. Data
received from the voluntary demographic questions can be located in the analysis section of the Survey

of Preferences document in Appendix C.

Avista worked closely with P3 to develop various tools and methods to encourage participation from
customers. Awvista, in collaboration with P3, specifically wanted to reach customers in Named
Communities who may not have participated in previously engagement efforts due potential
communication barriers. The following survey notification methods were utilized to achieve this goal:

e Notices on the CEIP webpage in English, Spanish, Marshallese, Russian, Mandarin, and
Arabic.

e 1-minute promotional video to inform customers how Avista plans to shape the way they
reach and engage customers moving forward and advertise the survey. Subtitles were translated
into Arabic, Mandarin, Marshallese, Spanish, and Russian.

e Social media posts on Facebook, Twitter, and Instagram.

e Email campaigns:

o Invitations to the Avista Advisors Group;

o Stakeholder emails (2 round to 125 community organizations in named communities);
o Avista internal staff email newsletter; and,

o Auvista email to all customers.
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e Announcements at Avista’s Equity Advisory Group October 2022 sessions.
e Digital and printed flyers:
o In English, Arabic, Korean, Mandarin, Marshallese, Russian, Spanish, Ukrainian, and
Vietnamese;
o Digital flyer distributed via email to stakeholders in a media kit; and,
o 690 printed copies distributed to community partners.
e Auvista e-newsletter.
e Avista IVR hold message.

A total of 7,406 customers participated and completed the survey. A breakdown of survey responses can

be found in the analysis section of the Survey of Preferences located in Appendix C.

EAG members and survey participants identified the following barriers that may be preventing customers
from participating in public meetings and Company programs:

e High Speed Internet;

e Language Translation;

e Technology; and,

e Lack of Understanding.

High speed internet refers to customers’ ability to access the internet, language translation includes
customers who do not speak English as their primary language, technology is in reference to the customers
access to technology platforms such as Zoom and Microsoft Teams, and lack of understanding is
primarily due to the technical terms within the utility industry. Avista addresses communication strategies

to overcome these barriers in the Future Engagement and Outreach section below.

Avista hosted its first 2023 public participation meeting pertaining to its CEIP on April 11, 2023. As in
previous meetings, an email was sent to all Washington electric customer, a promotional message was
placed on the IVR customer hold-line, advisory groups received an additional invite, and the meeting
was advertised on Avista’s Clean Energy webpage. As previously stated, the customer email can be
located in Appendix K. The meeting was recorded and posted to the webpage. Avista offered two
sessions for this CEIP public participation meeting to accommodate participant’s schedules. The
objective of the meeting was to provide an overview of Avista’s 2021 CEIP and the progress made to

date, inform customers of the CEIP low-income energy assistance 2023 legislative report, discuss the
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role of energy efficiency programs, and gather feedback and answer questions customer may have
regarding clean energy. Avista will be employing additional communication strategies to gain more
participation in future outreach events which is described in the Future Engagement and Outreach

section below.

4. CUSTOMER BENEFIT INDICATORS

In 2021, Avista engaged with its EAG in the development of CBIs. Figure 1 below provides an overview
of the steps Avista took in the establishment of CBIs for its initial CEIP.

Benefits/Barriers Named Customer Benefit

CEIP

“Equity Areas Communities Indicators

= Benefits of Clean = Highly Impacted = Accountable = Resource Mix
Energy Communities = Measurable = Lowest Reasonable

=  Prioritization = Vulnerable Cost

= Barriers to Populations = Resource Adequacy
Participation

The development of CBIs began with the identification of the benefits of clean energy, and barriers that

may limit Avista customers from equitably receiving those benefits or reductions in burdens.

Utilizing an independent facilitator, Avista met separately with the EAG in June 2021 to brainstorm and
identify the barriers and burdens faced within the Company’s service territory in the following statutory

equity areas:

WAC 480-100-610

(4) Ensure that all customers are benefiting from the transition to clean energy through:
(i) The equitable distribution of energy and nonenergy benefits and reduction of burdens
to vulnerable populations and highly impacted communities;
(if) Long-term and short-term public health and environmental benefits and reduction of
costs and risks; and
(iii) Energy security and resiliency.

Avista in coordination with its EAG facilitator, reviewed and discussed CBI’s and barriers to
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participation, consolidated where appropriate, and identified methods for measuring success, when

possible. In June 2021, the results were then shared during a public participation meeting where breakout

rooms were utilized to allow the EAG to identify and prioritize what was most important in one breakout,

and with customers and additional advisory group members in another.

The CBIs below were vetted and prioritized with advisory groups including the EAG, customers, and

stakeholders. During the development of Avista’s CBIs, special emphasis was placed on those individuals

located in Named Communities to ensure the equitable distribution of benefits. Table 8 represents the

CBls and corresponding equity areas approved in the Company’s 2021CEIP.

Equity Area ' Customer Benefit Indicator

+ Participation in Company Programs

Affordability * Number of Households with a High Energy Burden
Availability of Methods/Modes of Outreach and Communication
- Transportation Electrification
Accessibility

Named Community Clean Energy
Investments in Named Communities

Energy Resiliency

Energy Availability

Energy Security

Energy Generation Location
Residential Arrearages and Disconnections for Nonpayment

Environmental

Outdoor Air Quality
Greenhouse Gas Emissions

Public Health

Employee Diversity
Supplier Diversity
Indoor Air Quality

The CBIs filed in Avista’s 2021 CEIP were reviewed and discussed during the March 2022 Equity Lens
Session(s). After approval of the Company’s CEIP in June of 2022, Avista highlighted CBIs again,

including a preview for Condition 23 which directs the Company to:

“Avista must formally present and discuss any Joint Advocate or other stakeholder proposed CBI
that was not included in the Company’s filed CEIP and the final Commission approved CEIP
with conditions, to its advisory groups, customers, and other interested stakeholders at a CEIP
Public Participation Meeting(s) and at a separate joint advisory group meeting(s), to include the
EEAG, EAAG, and EAG. Following these discussions and careful consideration of the feedback
received, Avista will propose an updated set of CBIs and associated metrics in its 2023 Biennial

CEIP Update.”

Condition 23 is tentatively scheduled to be discussed with Avista’s EAG, EAAG, and EEAG on June 1,
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2023. Additionally, the Company provided an overview of CETA’s benefit areas and Avista’s approved

CBls during its June 2022 public participation meeting. Avista also featured information on CBIs in its

most recent public participation meeting held in April 2023. Information regarding CBI modeling, data

sources, census data, and third-party data will be provided in Avista’s 2023 Biennial CEIP. Furthermore,

Avista will also include an update on Condition 23 in relation to the proposed Joint Advocate CBIs in its
Biennial CEIP update to be filed November 1, 2023.

5. PROJECT MILESTONES

Avista provided project milestones in its 2021 Plan. The goal was to develop an implementation plan of

specific actions to be taken over the next four years to demonstrate the progress being made towards clean

energy goals by 2030 and 2045. To meet these compliance requirements, Avista strives to demonstrate

that all customers are benefitting from the transition to clean energy through:

« The equitable distribution of energy and non-energy benefits and reduction of burdens

to Named Communities;
e Long-term and short-term public health and environmental benefits; and,
o Energy security and resiliency.

The project milestones provide in 2021 and Avista’s updated activity to meet these requirements

are illustrated in Table 9 below.

Milestone

Description

Activity

Identify Named
Communities

Highly Impacted Communities will
be defined via the Department of
Health Cumulative Impact
Assessment for Avista’s service
territory

Vulnerable Populations will be
defined with a rating of 9-10
socioeconomic and sensitivities on
the Department of Health, Health
Disparities Map for Avista’s service
territory

Completed utilizing the Washington
State Health Disparities Map

Awvista utilized the Health Disparities
Map but also focused on census tract
areas not otherwise included in the
Highly Impacted Communities list. For
Vulnerable Populations, Avista added
census tract areas that scored nine or
higher for either the socioeconomic
factors or sensitive population
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Identify inequity
areas and
develop CBIs for
both Named
Communities
and all
customers

Establish target
information for

identified CEAP
Resources

Correlate CBls
with resource
mix

Avista will request feedback from
its EAG and public participation
attendees on these maps

Avista will work with the EAG to
identify equity areas

EAG will identify the barriers and
burdens associated with equity
areas

EAG will identify CBIs where
applicable

Avista will supplement EAG CBls
where applicable

Energy Efficiency: as described in
Avista’s Biennial Conservation
Plan (BCP) will include energy and
non-energy benefits

Demand Response: program details,
timing, budgets, measurement and
verification, location

Renewable Energy: details of
project, budgets, location, timing

Avista will determine each
resource’s contribution to overall
customer benefits from the
transition to clean energy

Auvista requested feedback from the
EAG and customers during the June
2021 public participation meeting

In January 2022, the Company engaged
the EAG to discuss equity and further
define the characteristics of Vulnerable
Populations

Avista worked with the EAG to identify
equity areas, barriers and burdens
associated with equity, and the
identification of CBIs in the following
public participation meetings: June
2021, July 2021, and August 2021

In April 2023, The EAG was provided
an equity refresher during the Equity
Len Session(s), including an
introduction to energy justice

Auvista has significantly increased the
number of identified NEI values in its
biennium and has further engaged to
continue to develop additional NEI
values to supplement the first phase of
that study.

A bilateral agreement with one industrial
customer meets near-term future
demand response needs identified in the
CEAP. For longer term demand
response planning needs, Avista filed a
proposed Time-of-Use and Peak-Time-
Rebate pricing pilot design to the
Washington Commission on 3-31-2023
and expects to offer it to customer Q2
2024 if approved and run for two years.

Auvista includes part of 7 CBlIs in its
resource planning. Other CBls are
indirectly included by consideration of
non-energy impacts in resource
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Develop metrics
to measure CBIs

Calculate
baseline
measurements

Ensure CBIs are directly related to
implementation actions for each
target and combine where
necessary

Avista will solicit feedback of
correlated CBls and its resource
mix with Advisory Groups and
EAG, where applicable

Avista will identify and develop
measurable methods for each CBI
prioritized by EAG and CEIP
public participation members

Metric methodologies are to be
reviewed with all participants in the
CEIP meetings

Avista will develop baseline CBI
measurements

Avista will regularly communicate
the CBI metrics to its customers to
show the progress against the
baseline through its CEIP webpage
or other measures

selection. This was discussed during
Avista’s September 2022 TAC Meeting.

Measurable methods for each CBlI,
including the data attributes required to
perform the calculations have been
developed. There are currently 74
metrics supporting the 14 CBls.

Baseline metrics were established for
Washington residential electric
customers from 2021 forward.

CBI measurements are communicated
through advisory group meetings and
public participation. Metrics are
currently being tracked through an
internal curated database, but Avista
may provide the measurements through
its CEIP webpage in the future.

6. FUTURE ENGAGEMENT AND OUTREACH

The Company recognizes that customer outreach and participation is critical for building trust between
customers and Avista. Engagement is a continual process where customer input is imperative to the
Company making sustainable decisions that affect customer’s overall quality of life. It is a two-way

dialogue between Avista and its customers that will continue throughout the CEIP implementation period.
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Meaningful engagement is ingrained in trust and requires time and resources. As previously discussed,
there is a spectrum of engagement ranging from outreach efforts and informing customers, to deep
engagement efforts designed at empowering community members to make decisions pertaining to their
clean energy, energy efficiency, and energy assistance needs. This spectrum is illustrated in Figure 2

below and is further discussed in Appendix D.

08

Develop solutions
that benefit and
serve customer

interests.

01

Promote

inclusivity to
ensure diverse
participation.

Produce plans, Build trust and
_ policies, and partnerships between
projects of higher An Effective Avista, its customers,
content quality. and its stakeholders.
Engagement

Process
Should...

Create transparency
that leads to greater
support and integrity
of outcomes.

Help to create an
outcome that is

beneficial to all
parties invelved.

04

Educate customers
on Avista processes
and problems and
allow them fo
explore solutions

05

Provide
opportunities for
open dialogue,
mutual learning,
and shared
knowledge.

Through effective community engagement efforts, Avista strives to make well-informed decisions on
behalf of its customers by utilizing the complete information received by its customers and advisory
groups. Such information includes community knowledge, values, perspectives, needs, lived experiences,
and customer preferences. Decisions that incorporate the perspectives and expertise of all stakeholders
are more achievable and sustainable because they consider the needs and interests of all participants,
including those residing in Named Communities. Additionally, community engagement helps customers
better understand Avista’s key initiatives and the impacts they will have on them as consumers and their
communities. Avista is committed to further involving and engaging customers throughout the CEIP
implementation period to increase customer trust, reduce barriers to participation in Company programs

and public meetings, and increase awareness of its CEIP activities.

Avista’s future engagement and outreach will strive for developing methods and strategies for reducing

barriers to participation, including but not limited to, language, cultural, economic, or other factors. The
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Company intends to provide and promote open, inclusive, and transparent public involvement by
providing clear and consistent information that is easy to understand and disseminated in multiple formats
based on customer needs. Avista provides promotional materials in easy-to-understand terms that are at
or below an eighth grade reading level. Various tools, mitigation strategies, and methods will be utilized

throughout the CEIP Implementation Phase to achieve these outcomes and are described below.

Educational Videos
Avista will develop and create short educational videos that provide updates to specific actions and
pertinent elements of its CEIP. Educational videos will be posted via the webpage, and shared through

Avista’s channels, including community partners.

Public Participation Meetings

At a minimum, the Company will host virtual CEIP public participation meetings every quarter for its
Washington residential electric customers in 2023 and 2024. The objective of the meetings includes
educating customers on the progress of Avista’s CEIP including, but not limited to its specific actions,
energy efficiency and energy assistance initiatives, and receiving real-time feedback from its customers.
The meetings may be advertised through email, the Company’s IVR phone system, social media,
newsletters, bill inserts, and flyers provided to community organizations. The link to participate will be
provided through email, listed on the Company’s CEIP webpage, and other avenues as appropriate. The
meetings will be recorded and posted to the Company’s Clean Energy the webpage. In the future, public
participation meetings may include live language interpretation to ensure inclusivity. During the
meetings, Avista may provide responses to real-time feedback of customers, or correspond with

customers offline, in which the Company will provide the comments received and Avista’s responses in
its 2025 CEIP.

Technological Accessibility

A lack of access to technology and internet have been identified as potential barriers to customer
participation. Avista will include a dial-in-phone number for all virtual public participation meetings, post
meeting materials to its CEIP webpage at least 3 business days prior to any meetings, and utilize non-
virtual engagement methods such as, in person meetings at community organizations, when possible, in

order to mitigate any technological barriers.
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Pre-Recorded Public Meetings

As an alternative to virtual public participation meetings, Avista may provide Washington residential
electric customers with a prerecorded video. This format allows customers to view the video at their
leisure. The breadth of these prerecorded videos may include Avista’s specific resource targets and goals,
Named Communities Investment Fund project updates, objectives and tracking of CBIs, and all other
relevant progress and updates pertaining to the Company’s CEIP. The video(s) would be approximately

15-20 minutes in length and may include language subtitles.

Telephone Town Hall Events

Avista may implement telephone town hall events throughout the implementation period of its CEIP.
Telephone town hall events allow outreach to a larger number of customers than more traditional, in-
person, community meetings. These events provide the Company an opportunity to gather a large number
of customers in one place (or in this case, on one phone line) to update and inform on its progress towards
a cleaner energy future. In addition to educational content, as well as live question and answer sessions,
the platform for a telephone town hall meeting has the capability of polling customers during each event

which can provide valuable, in-the-moment insight to the Company.

Community Partnerships and Popup Events

Avista will continue to partner with existing community agencies to engage in outreach activities and
community organization sponsored events. Avista may attend at least one of these events per quarter and
provide printed and translated materials related to its clean energy initiatives, energy efficiency, and
energy assistance programs. The Company may provide energy efficiency Kits, lightbulbs, or other
incentives for customers to receive during these events. Avista is also exploring other forms of outreach
with community partners. For example, the Company could work with Spokane Transit to advertise
upcoming public participation meetings or inform customers on its clean energy targets and goals by
utilizing the organization’s monitors located along the new City Line® route stations or located within

the bus itself. Avista may provide organizations with media kits to include printed and digital promotional

15 Vijsit https://www.spokanetransit.com/cityline/ to learn more.
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materials in English and alternate languages for community partners to advertise upcoming public

participation events on their website, social media platforms, and within their community centers.

Data Collection

Avista will seek customers perspectives and feedback through survey data collection. Customers will be
offered the opportunity to provide input and ask questions through an online survey with paper surveys
distributed to community partners and administered during popup events. Feedback from customers will

be utilized for the development of CEIP updates and future CEIP reports.

Demographic Data

To better understand who is being reached by engagement efforts, Avista will incorporate voluntary
demographic data collection when applicable. This data may be collected during online surveys, paper
surveys, comment cards during in-person events, or through exit surveys during virtual public
participation meetings. When voluntary demographic data is being collected, a short notice will be
included in materials explaining why the questions are being asked and how the information will be used.
The information collected is especially relevant for Avista to identify if Named Communities are being
reached through outreach efforts. Self-identification options will be incorporated to make the questions

as inclusive as possible.

CEIP Webpage

Avista will continue to improve its Clean Energy webpage in order to ensure customer friendly
navigation. During the implementation period, Avista will provide a summary and explanation of the
webpage content. For increased accessibility, the Company added meeting links for its EAG Equity Lens
sessions to allow all customers the ability to participate whether they are an EAG member or not. Avista
will continue to provide the following information via the webpage:

Clean Energy Implementation Plan (English and Spanish versions);

Public participation announcements, presentations, recordings, and meeting dates;
EAG meeting dates, times, agenda topics and live links; and,

Current EAG member list.
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Additional communication methods such as newsletters, telephone hotline, frequently asked questions
and answers, language services, and public comment forms will be developed and provided through the

Company’s Clean Energy webpage as describe below.

Newsletters

The Company plans to develop a newsletter that customers can subscribe to through the webpage. This
method of communication will help Avista connect with a broader customer audience while building
credibility and strengthening trust with its customers. Relevant updates towards progress and activities
relating to the clean energy transition described in Avista’s CEIP will be provided in the content of the
newsletter. Additionally, key dates such as advisory group meetings, community activities, and public
participation meeting dates will be provided. The frequency of the newsletter distribution will be on a

monthly or quarterly basis depending on the specific updates and clean energy activities taking place.

CEIP Hotline

Avista will develop and implement a CEIP hotline to serve as an additional tool that customers can utilize
to voice their feedback, concerns, and ask questions regarding the Company’s transition to a cleaner
future. The hotline will be staffed with subject matter experts that are trained and qualified to respond
and educate customers on Avista’s CEIP. The hotline information will be available on the landing page

of Avista’s Clean Energy webpage.

Frequently Asked Questions and Answers (FAQ&A)

Avista will develop and publish on its CEIP webpage a FAQ&A document. Content for the document
may be driven from survey questions and comments in collaboration with EAG feedback on relevant
questions in relation to the Company’s CEIP. The FAQ&A is vital for customers who want a quick and
easy way to digest information. This communication tool allows the Company to address common
concerns, provide education of CETA requirements, and strengthens the accountability and trust amongst

Avista and its customers.
Language Services

To increase accessibility on the website, Avista is currently reviewing ways to provide language

translation into the most requested languages for each webpage. In 2022, the top five most requested
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languages included Spanish, Russian, Arabic, Mandarin, and Marshallese. According to the Survey of
Preference located in Appendix C, the most common non-English primary language spoken at home was
Spanish. Avista may consider providing translations of the top three most common Spanish dialects which
include Mexican, Caribbean and Central America. In addition to providing increased accessibility to its
webpage through language services, the Company will strive to provide all public-facing CEIP materials
and graphics in the top five most requested languages listed above. These outreach materials may include
Company program information and applications, advertising flyers for events, paper surveys, and CEIP
educational videos. As a final accessibility measure, Avista may include ASL accommodation statements
on all Avista sponsored public meeting notices to ensure that all language translation needs are being met.
If non-English participants are anticipated at a meeting, interpretation services may be available and

advertised on notices.

It should be noted, the Company provided language translation for both its 2022-2023 winter bill and
energy assistance campaigns. Both campaigns launched in November 2022 to coincide with the start of
the heating season and ended in late February 2023. The campaigns included printed, digital, and website

materials in both English and Spanish. Copies of the materials are provided in Appendix L.

Public Comment Form

Avista will develop and administer a public comment form on its CEIP webpage during the CEIP
Implementation Phase. A public comment form will allow customers to voice their perspectives and ask
questions of the Company regarding its transition to a cleaner future at their convenience. If applicable,
Avista’s trained and qualified staff will provide thorough and detailed responses to customers. Public

comment form correspondence will be documented and filed with Avista’s 2025 CEIP.

Public Engagement Milestones

The following timeline reflects the key components for public engagement between the second quarter
of 2023 and the fourth quarter of 2024. This timeline allows time to review, summarize and incorporate
data from engagement into the Company’s 2023 Biennial CEIP Update and 2025 CEIP. Additionally, it
will be necessary to conduct additional outreach throughout 2023 and 2024 including advisory group

meetings, distribution of communication materials, and additional stakeholder outreach.
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2nd Quarter Launch

Launch (website and
material updates)

*Educational Videos

*Educational
videos,

*Popups

7. PUBLIC COMMENTS

3rd Quarter

Virtual Public
Meeting,

*Popups,

*Survey through
fourth quarter

4th Quarter

«Popups
*Survey closes

J J
2nd Quarter 3rd Quarter 4th Quarter
-Virtal Public - Virtual Public *Popups
Meeting, Meeting, «Survey closes
*Popups *Popups
*Survey
through fourth
quarter
J . J . J

Comments and feedback from advisory group members and the public are welcome throughout the CEIP

development process, and any time during the implementation period. Comments can be provided

electronically by visiting www.myavista.com/ceta, by sending an email to ceta@avistacorp.com, or by

contacting the Company at 1-800-227-9187 and asking to speak to someone about the CEIP. Key dates

for CEIP public participation meetings and customer comment review dates are outlined in Table 10

below. Throughout 2023 and 2024, Avista anticipates additional CEIP related community events such

as pop-up events, telephone town halls, printed and digital materials, customer surveys, and virtual and

in person meetings that are not listed below.

Date

Topic

April 11, 2023
12:00pm & 5:00pm

CEIP Background, Named Communities Invest Fund,

Low-Income Energy Assistance

Legislative Report

May 1, 2023

File Public Participation Report
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June 27", 2023 CEIP Specific Action and Targets, Power Supply Resources,
12:00pm & 6:00pm Customer Benefit Indicators
August 2023 Review CEIP Biennial Update content with Advisory Groups
July 1, 2023 File Clean Energy Progress Report
September 26, 2023 Customer Benefit Indicators, Connect Communities Project
12:00 pm & 6:00pm Overview
October 2023 Avista will provide a clean energy booth during energy fair events:
Energy Fairs Stevens County, 2 in Spokane County, Whitman County,
5 Locations Asotin County
October 2023 Data Collection through Survey Comment Form
November 1, 2023 File Clean Energy Implementation Plan Biennial Update
December 12, 2023 . . .
12:00pm & 6:00pm Biennial CEIP Update, Named Communities Investment Fund projects

A list of previously held meetings and future scheduled meetings is posted to the Company’s Clean
Energy webpage. Meeting summaries, materials, and comments received along with the Company’s
responses will be made available at www.myavista.com/ceta. Per WAC 480-100-655(2)(g)(iv) final

drafts of the CEIP and biennial updates will be posted to Avista’s Clean Energy webpage.

In compliance with WAC 480-100-655 (1)(c), Avista will continue to notify advisory group members
of upcoming Company and Commission public meetings scheduled to address its CEIP and Biennial
CEIP update.

In accordance with WAC 480-100-655 (1)(f), advisory group members may comment on the Company’s
CEIP filings with the Commission.

Pursuant to WAC 480-100-655(3), Avista will provide its Washington electric customers with a written

notice within 30 days of filing its CEIP with the Commission.

8. CLOSING

Through collaborative efforts with Avista’s EAG, P3, and continued customer outreach, the Company
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will continue to effectively make progress towards its clean energy goals while ensuring all customers
are benefitting from the transition to clean energy with an emphasis on those located in Named

Communities.

The development and implementation of Avista’s Public Participation Plan along with the Company’s
CEIP will continue to be an iterative process with feedback and comments from internal and external

stakeholders to continuously improve its processes through each iteration.

Avista will continue to strive and make progress towards customer outreach and participation that is
inclusive and equitable for all customers. The company is eager to engage customers in new and
effective ways while implementing outreach strategies that allow each unique customer’s voice to be

heard throughout the transition to an even cleaner future.
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Introduction

The Public Engagement and Communications
Plan (PECP) defines the goals, responsibilities,
tools, and timeline for public involvement
activities related to public and stakeholder
engagement conducted by P3 for the Avista
Clean Energy Public Participation Plan
engagement process. This PECP summarizes
the goals, needs, and requirements for public
participation; identifies project stakeholders;
and outlines public participation methods, tools,
communication strategies, and performance
measures.

Project Overview

Avista is seeking to equitably engage its
customer base as part of the Clean Energy
Implementation Plan (CEIP) and other future
initiatives. As part of these efforts, Avista would
like to evaluate their current engagement
practices and develop a Public Participation
Plan, which will outline a standard, equitable
process for engaging Avista customers in the
future. This Plan will also identify and provide
strategies for removing barriers such as
language, cultural, transportation, or economic
barriers, especially for the Named Communities
(or communities who are highly impacted or
vulnerable as defined by the Clean Energy
Transformation Act (CETA)).

Purpose of the Project

The purpose of this project is to ensure

that all customers are benefiting from the
transition to clean energy by developing

and later implementing an equitable Public
Participation Plan. This Plan will outline barriers
to participation and strategies for reducing
those barriers in future engagement efforts.
This will help ensure that a representative
sample of Avista’s customers are being reached
and engaged in future initiatives, including the
implementation of the CEIP.

Phase |
Project Planning
(August 4 - September 16, 2022)

Phase Il
Assessment of Current Practices
(August 8 - September 30, 2022)

Phase Il
Survey of Preferences
(September 5 - November 11, 2022)

Phase IV
Public Participation Plan Development
(November 7 - December 16, 2022)




Project Parameters

The engagement process will span four and

a half months in order to meet deadlines

for regulatory purposes. This shortened
engagement timeline is a constraint to effective
engagement. In addition, the large geographic
region of the study area and the continuing
COVID-19 pandemic will limit the ability to host
in-person engagement events. However, many
virtual and non-virtual options (including some
in-person meetings) will be implemented to help
mitigate this barrier.

Timeline Overview

This project will consist of four phases including
project planning, an assessment of current
practices, and a survey of preferences, which
will all lead to the development of Avista’s Public
Participation Plan. The Public Participation

Plan will be based on best practices in the

field of public engagement and insights and
lessons learned from resident feedback and the
evaluation of current Avista practices.

Engagement Goals and

Objectives

The purpose of this PECP is to outline the
public involvement process conducted by P3

to engage Avista customers and stakeholders
within Avista’s service area. The following
outreach approach is transparent and inclusive,
and provides stakeholders and Avista customers
with:

e Information about the CEIP and Avista’s
plan for clean energy.

e An opportunity to provide input on their
preferences for future engagement and
communications.

e A clear understanding of how their input
factored into the recommendations provided
as part of the Public Participation Plan.

The overarching goal of the public input process
is to gather feedback from a representative
sample of Avista’s customer base to ensure that
recommendations for future engagement are
equitable, inclusive, and effective.

The engagement approach will include both
online activites and in-person events, and

will accommodate COVID-19 restrictions,
community preferences, and the ideas and
contributions of community partners, including
the Equity Advisory Group (EAG), who will assist
with outreach to diverse populations as well as
provide input on needs of the community.




Outreach Goals those traditionally underserved Named
_ _ Communities, such as low-income, minority,
The following goals were developed to achieve disabled, and non-English speaking

this purpose: individuals.

e Establish early and continuous public
participation opportunities that provide
timely information to all interested parties.

e Provide multiple methods for public input
to gain an understanding of the values and
needs of residents.

e Provide reasonable public access to
information to enhance the public’s
knowledge and ability to participate.

e Promote an open, inclusive, and
transparent public involvement process
by providing clear and consistent
information that is easy to understand and
disseminated in multiple formats based on
audience needs.

e Implement measures for seeking input
from and considering the needs of

Table 1 — Race/ Ethnicity Comparisons

American
Indian/ Alaska
Native

UELEL . White/ Caucasian BIack!Afrlcan
Population American

# #
657,442 566,315

LEUNC Two or More
Hawaiian/ Hispanic/ Latino

Pacificlsland | | 20eS

16,146 | 2.5% 3,025(0.5% | 29,985 |4.6% 62,414 |[9.5%




Demographic Profile

The project outreach area covers the Avista
service area in the eastern region of the state of
Washington. This service area is comprised of
144 Census Tracts. According to U.S. Census
American Community Survey 2015-2019

5-Year Estimates, the project area is home to
approximately 657,442 residents.

Minority populations within the project area
make up approximately 13.9 percent of the
total population. Hispanic and Latino residents
comprise the largest group at 9.5 percent,
followed by Asian residents at 2.5 percent, and
American Indian/Alaskan Native residents at
1.7 percent. (See Table 1 — Race/ Ethnicity
Comparisons.)

In terms of language, 2.1 percent of the
residents within the project area speak a non-
English language, with Spanish (1.0 percent)
being the primary language of persons who
speak English less than very well.

Based on information provided by Avista, the
most common customer-requested language
translations include Spanish (97.2%), Russian
(1.0%), Arabic (0.4%), Mandarin (0.2%),
Marshallese (0.2%) and Vietnamese (0.2%).

Approximately 55 percent of households
within the project study area have an annual
household income of $50,000 or more.

Approximately 91.9 percent of the project area
population has access to a computer. Of these
residents, 85 percent have access to an internet
subscription of any type, while 6.9 percent of
the population has no access to the internet.

A total of 8.1 percent of the population has no
computer.

Demographic charts on race, annual household
income, limited English proficiency, and
broadband access can be found in Appendix A.

Considerations for Named
Communities

Outreach efforts will focus on direct outreach to
community partners, stakeholder groups, local
organizations, and other community groups that
serve BIPOC, Limited English Proficiency (LEP),
and lower income residents. Other outreach
efforts will include community conversation
meetings in named communities with high
concentrations of BIPOC, low-income, and LEP
residents. Local organizations that serve these
communities will be asked to host meetings and
assist with advertising to increase participation.
Community conversations will be conducted in
the following Named Communities:

e Keller
- 55.2% AIAN, 45.0% Low Income, 23.5%
No Computer Access

e Othello
- 78% Hispanic, 55.0% Low Income,
22.6% Limited English Proficiency

e Pullman
- 24.5% Asian, 88.0% Low Income, 8.3%
Limited English Proficiency

e Spokane
- 16.2% Minority (All Groups), 44.0% Low
Income, 1.1% Limited English Proficiency

e Wellpinit
- 76.0% AIAN, 66.0% Low Income

e Washtucna
- 12.3% Hispanic, 42.1% Low Income

Hardcopies of all meeting and survey
information will be provided upon request

to participants and distributed to community
partners for those who do not have access
to reliable internet. Additionally, the timing
and format of outreach efforts will be held in
consideration of public transit schedules and
locations and childcare needs.




Considerations for Limited
English Proficiency Populations

To ensure that LEP populations are
proportionately represented and included in
the public engagement process, all public
facing materials including informational
handouts, surveys, etc., will be available in
English, Spanish, Russian, Arabic, Mandarin,
and Marshallese at an 8th grade reading
level standard or lower. An interpreter can be
provided for Spanish, Russian, and Arabic
speaking residents and other languages by
request or depending on the needs of those
participating in the small group meetings.
Meeting notices will include contact information
to request language interpretation or other
special accommodations.
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Virtual Outreach
Considerations

With ongoing health concerns amid the
COVID-19 pandemic, engagement will be
conducted both virtually and in-person to allow
community members to participate in a way
that is most comfortable for them. The follow
considerations will also be incorporated to
ensure accessibility and equity in participation:

e Providing hard copies of materials upon
request

e Hosting meetings on various days and

at various times to allow for maximum
participation

Further, COVID-19 considerations will be in
place for in-person events to ensure the safety
and well-being of all that participate.

COVID-19

Considerations

Additional efforts will be needed in light of the
ongoing COVID-19 pandemic and public health
concerns. The project team will host in-person
small group meetings; however, any in-person
events are dependent on local and state
mandates on gathering and social distancing.
The project team will be following guidance from
health officials on how to proceed with in-person
engagement events.

Additionally, the following considerations will
be incorporated at the in-person meetings
to ensure a safe participation experience for
project staff and the community:

e Masks will be recommended for staff and
participants
e Social distancing will be enforced

e Hand sanitizer will be available for all staff
and participants

e Staff will use materials that do not need to
be shared between participants (pens that
attendees can keep, etc.)

e Participants will be encouraged to stay
home if they are not feeling well




Target Audiences

Avista Utilities has a varying customer base and
is diligently working to ensure that customers

of all demographic backgrounds, interests,

and perspectives are participants in the Clean
Energy Implementation Plan engagement
process. The following categories of community
members and stakeholders will be targeted for
participation through the public participation
process:

e Residential and Business customers in the
Avista Service Areas

e Avista Utilities Staff and Company
Leadership

e Avista Advisory groups (Equity Advisory
Group, Energy Assistance Advisory Group,
Energy Efficiency Advisory Group, and
Electric IRP Technical Advisory Committee)

e Nonprofits serving populations identified as
Named Communities

e Low Income Housing Tax Credit
Communities and Apartments

e Schools and Universities

e Churches and other Religious
Organizations

A comprehensive list of stakeholders from
each of the above groups will be compiled
and targeted in outreach throughout the
Clean Energy Implementation Plan public
participation process. Area local media
outlets will be engaged according to Avista
standard procedures for disseminating project
information.

A full list of stakeholders can be found in
Appendix B.

Public Outreach Plan

Public awareness, education, and engagement
are three components for a successful public
engagement plan.

Level of Public Participation

The primary audience in the engagement
process is Avista’s Washington customers.

In accordance with the IAP2 Spectrum of
Public Engagement, this group’s role in the
engagement process is “Collaborate.” These
customers will have the opportunity to provide
input on their past experiences with Avista
engagement and how they would like to

be engaged and communicated with in the
future. Their feedback will be used to help
inform the recommendations in the final Public
Participation Plan.

The secondary audience in the engagement
process are the identified Named Communities
and the Equity Advisory Group members.
These stakeholders will be engaged at the
“Collaborate” level of public participation.

Their input will be directly reflected in the final
recommendations provided as part of the Public
Participation Plan.

The tertiary audience in the engagement
process is Avista staff members, other advisory
group members, and other stakeholders. These
groups will be engaged at the “Consult” level
and provided with opportunities to provide their
input through interviews and the Survey of
Preferences.




Public Outreach Timeline

Task
#

Task Description

Community Engagement and Outreach Planning
Stakeholder Interviews

Aug.

Sept. Oct.

Nov.

Dec.

Deadline

Sept. 16, 2022

1.2 Public Engagement Plan Sept. 2, 2022
1.3 Stakeholder Database Sept. 2, 2022
| Assessment of Current Practices

2.1 Staff Interviews (up to 8) Aug. 31, 2022
2.2 Existing Policies and Materials Review Sept. 16, 2022
2.3 Assessment of Current Practices Report Sept. 30, 2022
1] Survey of Preferences

3.1 Public Survey

3.1.1 [ Draft Survey Sept. 9, 2022
3.1.2 [Final Survey Sept. 16, 2022
3.1.3 | Translated Survey Sept. 23, 2022
3.1.4 | Public Outreach Oct. 28, 2022
3.1.5 [Public Comment Period Nov. 4, 2022
3.1.6 [ Data Analysis Nov. 11, 2022
3.2 Community Conversations _

3.2.1 | Meeting Logistics Planning Sept. 23, 2022
3.2.2 | Meeting Invitations Oct. 7, 2022
3.2.3 | Meeting Materials Oct. 14, 2022
3.2.4 | Meeting Staffing Oct. 28, 2022
3.2.5 [Meeting and Comment Summary Nov. 11, 2022

Development of Avista’s Public Participation Plan

4.1 Public Participation Plan Document
4.1.1 |Draft Plan Dec. 2, 2022
4.1.2 |[Final Plan Dec. 16, 2022




Meeting Methods

The following meeting methods will be used
throughout the Clean Energy Implementation
Plan public participation process to engage the
targeted audiences and allow for opportunities
to influence future engagement processes.

Staff Interviews

P3 will conduct up to eight (8) interviews

with Avista staff responsible for public
communications and engagement activities

to gain an understanding of their experiences
and outcomes. Each one-hour interview will be
conducted virtually via Zoom. P3 will develop a
list of interview questions and a MURAL board
to collect staff comments.

Stakeholder Interviews

P3 will conduct up to four (4) virtual meetings
with members of Avista’s Equity Advisory Group,
Energy Efficiency Advisory Group, Energy
Assistance Advisory Group, and the Electric IRP
Technical Advisory Committee to gather input
on their perceptions of past engagement and
outreach efforts and ideas for future outreach
efforts. P3 will develop an agenda, list of
discussion questions, and a MURAL board to
collect participants’ comments.

Community Conversations

P3 will conduct eight (8) small group meetings
with residents of Named Communities to

obtain feedback on their past experiences

with Avista communications and engagement
tools and methods, perceived and real barriers
to participation, and their preferences for

future communications and engagement.

The one-hour meetings will be conducted in-
person. All in-person meetings will be held in
ADA accessible venues that are familiar and
convenient for participants. Language services
including interpretation and ASL will be provided
based on need. P3 will provide logistics
planning, materials development, event staffing,
and documentation for the meetings.

Data Collection Methods

P3 will seek feedback from customers in Avista’s
service area to identify their preferences for
future communications and engagement. This
feedback will be used to inform the development
of the Public Participation Plan. Participants

will be provided with the opportunity to provide
input through an online survey and Community
Conversations.

The online survey will be developed to gauge
the past experiences of residents with Avista
communications and engagement tools and
methods and their preferences for future
communications and engagement. The survey
will be developed and distributed as an online
survey and paper comment form. The survey
will be advertised to participants using existing
Avista communication channels and other
methods as outlined in this PECP. The survey
will be provided in English and other languages
as outlined in the Considerations for Limited
English Proficiency Populations section of this
document. Survey results will be analyzed

and documented in a public-facing comment
summary report.




Communications Plan

The following communication methods will be
used to communicate with and engage the
public in an equitable, inclusive, accessible, and
transparent way.

Project Webpage

Avista’s “Washington’s Clean Energy Future”
webpage can be used to house relevant
information, including an overview of the
engagement process. The site should include
updates, announcements, online survey links,
public comment and meeting summaries, the
project schedule, and opportunities for public
participation.

Social Media

The Survey of Preferences can be advertised
using Avista’s social media accounts, including
Facebook, Twitter, and Instagram. These posts
should contain basic information about the
planning process as well as information about
the upcoming opportunities for participation.
Survey links or the project website link may also
be shared via the social media accounts.

Survey Video

A one-minute video will be developed by P3 to
advertise the customer survey of preferences.
The video will include an overview of the project
and include information for how to obtain a
copy of the survey (electronic link and contact
information to request a paper copy). The video
can be advertised via the Avista website, social
media, and media kit.

Direct Outreach

The P3 will conduct direct phone and email
outreach to community partners to ensure that
they are informed and involved in the planning
process, including but not limited to religious
institutions, affordable housing organizations,
and schools and universities. This outreach will
also assist in making community connections,
targeting underrepresented populations, and
broadening the reach of outreach activities.

A script will be created for outreach to ensure

that the language is consistent throughout the
process.

Small Group Meeting Flyers

A template flyer following Avista’s branding
guidelines will be developed by P3 for the

small group in-person meetings with residents
from named communities. This template will

be updated for each community small group
meeting. The flyer will be provided to community
representatives to distribute to their members,
inviting them to attend the small group meeting
for their community.

Phone Tree Messaging

The Avista phone tree and hold messaging can
be utilized to help entice participation in the
online survey. These pre-recorded messages
could be played while customers are on hold
waiting for a representative or as part of the
phone tree messaging. The messages should
include quick information about the online
survey and a link for more information.

Advisors Group Invitation

Text will be developed by P3 to distribute
through normal Avista channels to invite the
Advisors Group (2,000 customers who regularly
take surveys for Avista) to complete the Survey
of Preferences.




Media Kit

A media kit will be developed by P3 for the
Survey of Preferences. This media kit will be
distributed to Avista staff members, community
partners, stakeholders, and others to help in the
promotion of engagement opportunities. The
media kit will include the following items:

Press Releases

A press release will be developed to advance
outreach efforts by alerting the media of
Avista’s Public Participation Planning process.
This press release will include information

about Avista’s Clean Energy initiative and
upcoming engagement opportunities, as well

as information on how to participate. The press
release can be distributed by Avista to mass
media outlets including those that serve minority
populations.

Digital Flyers

Flyers will be created prior to the open comment
period to advertise the Survey of Preferences
online survey. Flyers will include a brief overview
of the CEIP, information about the survey, a link
to the project website, and any other necessary
information.

Graphics and Presentation Slides

Graphics and presentation slides will be
developed to help community partners spread
the word about engagement opportunities.
These graphics can be shown on digital
displays, such as revolving screens in waiting
rooms or shown during live events, such as
church meetings.

Newsletter Copy and Social Media

Text for newsletters will be developed as

part of the media kit. This text can be used

by stakeholders and community partners
through their existing communication channels.
Additionally, social media content and graphics
will be provided for partners to use on their
existing social media platforms.

Communicating Results

To increase transparency with the public and
ensure accountability, a public engagement
summary will be created following the survey
of preferences. The summary will detail all
public outreach and engagement activities,
results from public input, and an evaluation of
engagement activities. This includes but is not
limited to the following:

e Public Engagement Meeting Summaries
and Participation Numbers

e Notification Methods

e Named Communities Outreach Efforts

e Survey Results

e Public Comments

These summaries will be shared with
participants and included on the project
website and in the appendix of the final Public
Participation Plan.




Monitoring Outreach
and Engagement

Successful engagement will involve engaging
and involving a representative sample of
Avista’s Washington customer population in

the survey of preference and reaching Named
Communities through the smaller group
meetings. In other words, the demographic
makeup of participants will mirror, or be as close
as possible to, the demographic makeup of the
study area. Additionally, successful engagement
will engage and involve as many Avista
customers as possible.

To measure success, voluntary demographic
data on age, gender identity, racial/ethnic
identity, annual household income, disability
status, and English proficiency of the participant
will be collected through each data collection
period using Voluntary Demographic survey
questions. Additionally, data on participation
numbers at events, communication method
response numbers, analytics on online
engagement activities, and online survey
participation will be collected and continuously
monitored to analyze the success of
engagement activities.

Following the Survey of Preferences, a
demographic analysis will be conducted

to review the demographics of those who
participated. Additional data on participation,
communication, and online analytics will be
analyzed to determine the number of people
that were engaged and involved in the process.
A summary report will be created to summarize
the data and compare it to the demographic and
population data from the overall study area. This
comparison will highlight the targeted audience
groups that are effectively being reached, as
well as the groups that are underrepresented.
This comparison will also show the effectiveness
of communications and outreach approaches

in reaching a substantial proportion of the
population. These comparisons and data will

be used to draft recommendations for future

outreach to gather feedback from a more
representative proportion of Avista’s customers.
The recommendations will also help inform the
development of the Public Participation Plan.

The online survey and paper comment form

will also collect data on participant opinions on
the feedback opportunity (for example: “This
survey gave me a good opportunity to share my
feedback. Strongly Agree, Agree, Neither Agree
nor Disagree, Disagree, or Strongly Disagree).
Further, the team will collect data on how the
participant heard about the opportunity through
questions asking about communication methods
(for example: “How did you hear about this
opportunity?”). These questions will be voluntary
response, but the data collected will assist the
project team with determining which methods

of engagement and communication are working
and which are less effective.

Outreach Goals

During this planning process, the following
metrics will be used to measure success:

e Engage 1% of Avista customers in the study
area

e Match demographic representation in
surveys with the study area demographics
within 5% of each demographic category,
including race, limited English proficiency,
age, and income

e Distribute materials to over 135 community
organizations, religious institutions,
affordable housing complexes, and other
stakeholder groups specifically to help
reach Named Communities throughout the
Avista Washington service area.
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Appendix A - Demographic Tables

American Native
Total Black/ . . . .
. . Indian/ Hawaiian/ Two or More Hispanic/
RACE Popula- White African e ;
. . Alaska Pacific Races Latino
tion American .
Native Islander
Census o mty  # £ %  # % % %
Tract
CT 9501 Adams 2,511 2,263 90.1% | 31 1.2% 33 1.3% 31 1.2% - 0.0% 98 3.9% 201 8.0%
CT 9502 |Adams 1,630 1,449 |88.9% | - 0.0% 24 1.5% 2 0.1% - 0.0% |93 5.7% 201 12.3%
CT 9503 |Adams 6,546 3,263 |49.8% | 37 0.6% 222 3.4% - 0.0% 41 0.6% |87 1.3% 2,437 |37.2%
CT 9504 Adams 3,237 1,900 58.7% | 8 0.2% 214 6.6% 102 3.2% - 0.0% 74 2.3% 131 4.0%
CT 9505 |Adams 5,670 3,886 |[68.5% | 127 2.2% 303 5.3% 19 0.3% - 0.0% |53 0.9% 77 1.4%
CT 9601 | Asotin 4,400 4157 |1945% | 16 0.4% - 0.0% 46 1.0% 48 1.1% 127 2.9% - 0.0%
CT 9602 Asotin 4,811 4,360 90.6% | 89 1.8% 7 0.1% - 0.0% - 0.0% 312 6.5% 43 0.9%
CT 9603 | Asotin 3,805 3,472 |91.2% | - 0.0% 129 3.4% 11 0.3% 3 0.1% |96 2.5% 210 5.5%
CT 9604 Asotin 2,417 2,208 91.4% | 11 0.5% 1 0.0% 26 1.1% - 0.0% 165 6.8% 403 16.7%
CT 9605 Asotin 3,405 3,030 89.0% | - 0.0% 119 3.5% 74 2.2% - 0.0% 152 4.5% 10,464 | 80.2%
CT 9606 | Asotin 3,583 3,504 |97.8% | - 0.0% - 0.0% 35 1.0% - 0.0% |13 0.4% 82 2.3%
CT 9400 |Ferry 1,624 514 31.7% | - 0.0% 896 55.2% | - 0.0% 9 0.6% |205 12.6% | 49 3.0%
County
CT 9701 Ferry 2,855 2,552 89.4% | - 0.0% 82 2.9% 50 1.8% - 0.0% 159 5.6% 126 4.4%
County
CT 0207 | Franklin | 1,351 1,096 |81.1% | 20 1.5% 29 2.1% 15 1.1% 3 0.2% |64 4.7% 62 4.6%
CT 114.02 | Grant 13,046 5701 |43.7% | - 0.0% - 0.0% 13 0.1% - 0.0% | 491 3.8% 10,464 | 80.2%
CT 9601 Lincoln 1,819 1,683 92.5% | 1 0.1% 10 0.5% 22 1.2% 10 0.5% 60 3.3% 82 4.5%
CT 9602 | Lincoln 2,952 2865 |971% | 5 0.2% 19 0.6% 11 0.4% - 0.0% |40 1.4% 100 3.4%
CT 9603 | Lincoln 2,684 2,486 192.6% | 29 1.1% 86 3.2% 19 0.7% 17 0.6% |43 1.6% 49 1.8%
CT 9604 Lincoln 3,119 2,847 91.3% | 48 1.5% 47 1.5% 17 0.5% - 0.0% 128 4.1% 126 4.0%
CT 9701 Pend 1,932 1,800 |93.2% | - 0.0% 69 3.6% - 0.0% - 0.0% |62 3.2% 62 3.2%
Oreille
CT2 Spokane | 4,629 3,808 [82.3% | 35 0.8% 106 2.3% 52 1.1% 4 0.1% |253 5.5% 570 12.3%




American Native
Uetel . BI?Ck/ Indian/ Hawaiian/ Two or More Hispanic/
Popula- White African g .
tion American Ala§ka Pacific Races Latino
Native Islander
# # % # % % %
CT3 Spokane | 5,563 4,171 75.0% | 329 5.9% 125 2.2% 239 4.3% - 0.0% |518 9.3% 559 10.0%
CT4 Spokane | 3,844 3,026 |[78.7% | 67 1.7% 86 2.2% 59 1.5% 113 2.9% |438 11.4% | 281 7.3%
CT5 Spokane | 3,418 2,790 |81.6% | 85 2.5% 80 2.3% 51 1.5% - 0.0% |347 10.2% | 197 5.8%
CT®6 Spokane | 3,332 2,939 |88.2% | 2 0.1% 27 0.8% 58 1.7% - 0.0% |187 5.6% 195 5.9%
CT7 Spokane | 5,117 4526 |88.5% | - 0.0% 45 0.9% - 0.0% - 0.0% |294 5.7% 320 6.3%
CT8 Spokane | 5,179 4,858 [93.8% | 77 1.5% 47 0.9% 54 1.0% 9 0.2% 106 2.0% 293 5.7%
CT9 Spokane | 6,391 5,660 |[88.6% | 62 1.0% 247 3.9% 3 0.0% 2 0.0% |414 6.5% 137 2.1%
CT10 Spokane | 5,633 5,284 [93.8% | 55 1.0% 7 0.1% 29 0.5% - 0.0% |229 4.1% 372 6.6%
CT1 Spokane | 3,557 2,928 |82.3% | 66 1.9% - 0.0% 110 3.1% 30 0.8% |282 7.9% 237 6.7%
CT12 Spokane | 2,524 2,128 |[84.3% | 14 0.6% 51 2.0% 65 2.6% 67 2.7% | 181 7.2% 131 5.2%
CT 13 Spokane | 3,407 2,940 |[86.3% | 33 1.0% 87 2.6% 40 1.2% 18 0.5% |240 7.0% 184 5.4%
CT14 Spokane | 5,839 4,316 |73.9% | 336 5.8% 209 3.6% 391 6.7% 26 0.4% |349 6.0% 410 7.0%
CT 15 Spokane | 5,672 4,938 |87.1% | 154 2.7% 109 1.9% 45 0.8% - 0.0% |343 6.0% 199 3.5%
CT 16 Spokane | 3,408 2,542 | 74.6% | 167 4.9% 94 2.8% 39 1.1% 51 1.5% |375 11.0% | 535 15.7%
CT18 Spokane | 2,742 2,404 |87.7% | 58 2.1% 5 0.2% 18 0.7% - 0.0% 165 6.0% 132 4.8%
CT19 Spokane | 3,644 3,373 [92.6% | 40 1.1% 104 2.9% 51 1.4% - 0.0% |67 1.8% 118 3.2%
CT 20 Spokane | 4,093 3,386 [82.7% | 79 1.9% 276 6.7% 60 1.5% - 0.0% |[215 5.3% 357 8.7%
CT 21 Spokane | 2,483 2,174 |(87.6% | 21 0.8% 57 2.3% 29 1.2% 43 1.7% 121 4.9% 167 6.7%
CT 23 Spokane | 4,845 4,261 87.9% | 198 4.1% 189 3.9% 36 0.7% - 0.0% |134 2.8% 341 7.0%
CT24 Spokane | 2,977 2,210 |74.2% | 92 3.1% 243 8.2% 32 1.1% - 0.0% |260 8.7% 347 1.7%
CT 25 Spokane | 8,985 7,479 |[83.2% | 171 1.9% 100 1.1% 375 4.2% 27 0.3% |683 7.6% 489 5.4%
CT 26 Spokane | 5,069 3,818 [75.3% | 154 3.0% 142 2.8% 420 8.3% - 0.0% | 507 10.0% | 470 9.3%
CT 29 Spokane | 3,317 3,044 ([91.8% | 55 1.7% - 0.0% 85 2.6% - 0.0% |133 4.0% 258 7.6%
CT 30 Spokane | 2,472 1,857 [75.1% | 34 1.4% 21 0.8% 237 9.6% - 0.0% |270 10.9% | 254 10.3%
CT 31 Spokane | 4,875 4,290 |88.0% | 300 6.2% 71 1.5% 114 2.3% - 0.0% |100 2.1% 176 3.6%
CT 32 Spokane | 2,633 2,274 |86.4% | 38 1.4% 86 3.3% 161 6.1% - 0.0% |35 1.3% 242 9.2%




Total Black/ American Native .
Popula- White African Indian/ Hawa_ll_an/ Two or More Hlsp?nlcl
tion American Ala§ka Pacific Races Latino
Native Islander

# # % # % # % %

CT 35 Spokane | 2,479 2,202 |88.8% | 44 1.8% 46 1.9% 28 1.1% - 0.0% |79 3.2% 207 8.4%
CT 36 Spokane | 4,257 3,329 |[78.2% | 288 6.8% 129 3.0% 176 4.1% - 0.0% |254 6.0% 311 7.3%
CT 38 Spokane | 1,738 1,570 |90.3% | 24 1.4% 21 1.2% 25 1.4% 9 0.5% |54 3.1% 107 6.2%
CT 39 Spokane | 2,109 1,887 |189.5% | 8 0.4% 27 1.3% 24 1.1% - 0.0% | 161 7.6% 114 5.4%
CT 40 Spokane | 4,932 3,462 |[70.2% | 266 5.4% 88 0.7% 617 12.5% | 8 0.2% |452 9.2% 200 4.1%
CT41 Spokane | 2,201 1,995 ]90.6% | 20 0.9% 7 0.3% 75 3.4% - 0.0% |75 3.4% 77 3.5%
CT 42 Spokane | 4,617 4,253 192.1% | - 0.0% 9 0.2% 37 0.8% 16 0.3% | 246 5.3% 127 2.8%
CT43 Spokane | 3,385 3,244 [95.8% | 16 0.5% - 0.0% 34 1.0% - 0.0% |91 2.7% 156 4.6%
CT 44 Spokane | 4,794 4,398 |191.7% | 88 1.8% 1 0.0% 56 1.2% - 0.0% |188 3.9% 181 3.8%
CT 45 Spokane | 3,566 3,270 |91.7% | 2 0.1% 30 0.8% 129 3.6% 32 0.9% |103 2.9% 132 3.7%
CT 46.01 | Spokane | 3,560 3,208 [90.1% | 56 1.6% 10 0.3% 21 0.6% - 0.0% |221 6.2% 237 6.7%
CT 46.02 | Spokane | 3,378 2,932 |[86.8% | 10 0.3% 30 0.9% 93 2.8% 16 0.5% | 247 7.3% 322 9.5%
CT 47 Spokane | 6,704 5925 |88.4% | 84 1.3% 11 0.2% 79 1.2% 92 1.4% |437 6.5% 472 7.0%
CT 48 Spokane | 4,136 3,614 |87.4% | 153 3.7% 12 0.3% 136 3.3% - 0.0% |176 4.3% 154 3.7%
CT 49 Spokane | 5,482 4,440 |81.0% | 184 3.4% 136 2.5% 226 4.1% - 0.0% | 475 8.7% 114 2.1%
CT 50 Spokane | 4,266 3,574 |[83.8% | 119 2.8% 64 1.5% 148 3.5% 102 24% |244 5.7% 209 4.9%
CT 101 Spokane | 6,357 5,989 [94.2% | 64 1.0% 48 0.8% 154 2.4% - 0.0% |102 1.6% 150 2.4%
CT 102.01 | Spokane | 4,059 3,912 [96.4% | - 0.0% 28 0.7% - 0.0% - 0.0% | 119 2.9% 22 0.5%
CT 102.02 | Spokane | 7,449 7,321 |98.3% | - 0.0% 1 0.0% 15 0.2% - 0.0% |77 1.0% 202 2.7%
CT 103.01 | Spokane | 4,795 4,518 |194.2% | 14 0.3% 35 0.7% - 0.0% 51 1.1% |98 2.0% 148 3.1%
CT 103.03 | Spokane | 3,506 3,335 |95.1% | - 0.0% 29 0.8% 83 2.4% 23 0.7% |36 1.0% 48 1.4%
CT 103.04 | Spokane | 5,942 5,854 [98.5% | - 0.0% - 0.0% 50 0.8% - 0.0% |38 0.6% - 0.0%
CT 103.05 | Spokane | 6,559 6,071 [92.6% | 5 0.1% 66 1.0% 63 1.0% - 0.0% |305 4.7% 124 1.9%
CT 104.01 | Spokane | 7,204 5,045 |[70.0% | 321 4.5% 425 5.9% 357 5.0% 131 1.8% |680 9.4% 677 9.4%
CT 104.02 | Spokane | 6,784 5953 |87.8% | 17 0.3% 179 2.6% 121 1.8% 7 0.1% | 205 3.0% 397 5.9%
CT 105.01 | Spokane | 8,669 7,965 [91.9% | 13 0.1% 164 1.9% 177 2.0% - 0.0% |283 3.3% 669 7.7%




Total Black/ American Native o
RACE Popula- White African Zdlan/ Hawa_ll_an/ Two or More Hlsp?nlcl
tion American a§ka Pacific Races Latino
Native Islander
Census  county  # £ % & % £ % %
Tract

CT 105.03 | Spokane | 8,266 7,843 |94.9% | - 0.0% 26 0.3% 121 1.5% - 0.0% |231 2.8% 534 6.5%
CT 105.04 | Spokane | 3,508 3,385 ]196.5% | 9 0.3% 25 0.7% - 0.0% - 0.0% |56 1.6% 285 8.1%
CT 106.01 | Spokane | 3,967 3,495 |88.1% | - 0.0% 48 1.2% 76 1.9% - 0.0% |283 71% 312 7.9%
CT 106.02 | Spokane | 8,020 7,297 191.0% | 19 0.2% 57 0.7% 230 2.9% 27 0.3% |216 2.7% 280 3.5%
CT 107 Spokane | 7,433 6,570 |88.4% | 89 1.2% - 0.0% 432 5.8% 14 0.2% | 171 2.3% 362 4.9%
CT 108 Spokane | 2,274 1,927 |84.7% | 35 1.5% 41 1.8% 71 3.1% 2 0.1% 171 7.5% 195 8.6%
CT 109 Spokane | 5,457 4,810 |88.1% | 138 2.5% 11 0.2% 164 3.0% 5 0.1% | 258 4.7% 325 6.0%
CT 110 Spokane | 3,434 3,210 ]93.5% | 9 0.3% 13 0.4% 20 0.6% - 0.0% |176 5.1% 164 4.8%
CT 111.01 | Spokane | 5,918 4,813 |81.3% | 162 2.7% 104 1.8% 129 2.2% 357 6.0% |261 4.4% 268 4.5%
CT 111.02 | Spokane | 4,527 3,310 | 73.1% | 374 8.3% 135 3.0% 100 2.2% 57 1.3% [467 10.3% | 356 7.9%
CT 112.01 | Spokane | 7,308 5,801 79.4% | 252 3.4% 124 1.7% 267 3.7% 493 6.7% | 276 3.8% 394 5.4%
CT 112.02 | Spokane | 3,933 3,636 |92.4% | 15 0.4% 16 0.4% 20 0.5% - 0.0% |213 5.4% 139 3.5%
CT 113 Spokane | 8,432 7,507 189.0% | 99 1.2% - 0.0% 318 3.8% 49 0.6% | 391 4.6% 339 4.0%
CT 114 Spokane | 5,369 5018 ]93.5% | - 0.0% 33 0.6% 118 2.2% - 0.0% | 116 2.2% 223 4.2%
CT 115 Spokane | 1,613 1,555 |96.4% | - 0.0% 44 2.7% 9 0.6% - 0.0% |2 0.1% 71 4.4%
CT 116 Spokane | 1,629 1,522 193.4% | 7 0.4% 18 1.1% 12 0.7% 3 0.2% |54 3.3% 50 3.1%
CT 117.01 | Spokane | 2,081 1,941 |93.3% | 8 0.4% - 0.0% 19 0.9% - 0.0% | 113 5.4% 54 2.6%
CT 117.02 | Spokane | 7,385 6,230 |84.4% | 108 1.5% 77 1.0% 277 3.8% 88 1.2% |282 3.8% 833 11.3%
CT 118 Spokane | 4,865 4,301 |88.4% | 257 5.3% 71 1.5% 36 0.7% - 0.0% |164 3.4% 280 5.8%
CT 119 Spokane | 4,859 4,255 |87.6% | 91 1.9% 223 4.6% 40 0.8% 44 0.9% | 196 4.0% 395 8.1%
CT 120 Spokane | 3,822 3,481 911% | 7 0.2% 16 0.4% 8 0.2% - 0.0% | 257 6.7% 147 3.8%
CT 121 Spokane | 2,627 2,464 193.8% | 10 0.4% 53 2.0% 9 0.3% - 0.0% |46 1.8% 174 6.6%
CT 122 Spokane | 2,290 2,070 190.4% | - 0.0% 35 1.5% 65 2.8% 5 0.2% | 115 5.0% 86 3.8%
CT 123 Spokane | 5,806 4,960 |854% | 140 2.4% 178 3.1% 42 0.7% 61 1.1% | 157 2.7% 453 7.8%
CT 124.01 | Spokane | 4,721 4,498 |95.3% | 21 0.4% 1 0.0% 43 0.9% 43 0.9% | 115 2.4% 50 1.1%
CT 124.02 | Spokane | 6,626 6,099 |92.0% | 60 0.9% 29 0.4% 112 1.7% - 0.0% |282 4.3% 200 3.0%




Total Black/ Al 2GR .
RACE Popula- White African Zdlan/ Hawa_ll_an/ Two or More Hlsp?nlcl
tion American a§ka Pacific Races Latino
Native Islander
Census  omty  # £ % # % £ % %
Tract

CT 125 Spokane | 3,813 2,981 78.2% | 10 0.3% - 0.0% 14 0.4% 180 4.7% | 248 6.5% 556 14.6%
CT 126 Spokane | 4,089 3,749 [91.7% | 13 0.3% 47 1.1% 10 0.2% 13 0.3% |238 5.8% 290 7.1%
CT 127.01 | Spokane | 3,911 3,638 [93.0% | 36 0.9% 13 0.3% B85 0.9% 76 1.9% 106 2.7% 130 3.3%
CT 127.02 | Spokane | 2,491 2,244 190.1% | 9 0.4% 23 0.9% 13 0.5% - 0.0% |168 6.7% 148 5.9%
CT 128.01 | Spokane | 4,316 3,563 |[82.6% | 57 1.3% 31 0.7% 115 2.7% - 0.0% |228 5.3% 568 13.2%
CT 128.02 | Spokane | 3,333 2,966 [89.0% | 13 0.4% 142 4.3% 75 2.3% - 0.0% 137 4.1% 222 6.7%
CT 129.01 | Spokane | 3,152 3,125 [99.1% | - 0.0% 21 0.7% - 0.0% - 0.0% |6 0.2% 132 4.2%
CT 129.02 | Spokane | 7,245 6,571 90.7% | 57 0.8% 105 1.4% 254 3.5% - 0.0% |258 3.6% 84 1.2%
CT 130 Spokane | 9,864 8,656 |[87.8% | 189 1.9% 65 0.7% 391 4.0% - 0.0% |418 4.2% 736 7.5%
CT 131 Spokane | 12,493 11,574 [92.6% | 98 0.8% - 0.0% 235 1.9% - 0.0% |344 2.8% 768 6.1%
CT 132.01 | Spokane | 7,735 7,286 |[94.2% | - 0.0% 44 0.6% 68 0.9% 13 0.2% |[117 1.5% 422 5.5%
CT 132.02 | Spokane | 11,768 10,416 | 88.5% | 43 0.4% 125 1.1% 357 3.0% - 0.0% |754 6.4% 571 4.9%
CT 133 Spokane | 3,281 3,195 [97.4% | 3 0.1% 21 0.6% 6 0.2% - 0.0% |56 1.7% - 0.0%
CT 134.01 | Spokane | 5,308 4,853 [91.4% | 57 1.1% 25 0.5% 147 2.8% - 0.0% 168 3.2% 72 1.4%
CT 135 Spokane | 9,995 9,181 91.9% | 53 0.5% - 0.0% 205 2.1% - 0.0% |556 5.6% 287 2.9%
CT 136 Spokane | 5,066 4,592 [90.6% | 54 1.1% 63 1.2% 82 1.6% 5 0.1% |242 4.8% 347 6.8%
CT 137 Spokane | 3,154 2,628 |[83.3% | 63 2.0% 94 3.0% 157 5.0% 20 0.6% |[165 5.2% 143 4.5%
CT 138 Spokane | 3,336 2,313 |[69.3% | 473 14.2% | 75 2.2% 63 1.9% - 0.0% |[312 9.4% 468 14.0%
CT 139 Spokane | 5,553 4,991 89.9% [ 14 0.3% - 0.0% 81 1.5% 4 0.1% |440 7.9% 155 2.8%
CT 141 Spokane | 6,152 5,764 |[93.7% | - 0.0% 2 0.0% 118 1.9% - 0.0% |267 4.3% 185 3.0%
CT 143 Spokane | 2,842 2,748 196.7% | 1 0.0% 29 1.0% 2 0.1% - 0.0% |60 2.1% 24 0.8%
CT 144 Spokane | 4,562 3,699 [81.1% | 22 0.5% 104 2.3% 231 51% 296 6.5% 169 3.7% 450 9.9%
CT 145 Spokane | 1,954 1,497 |76.6% | 142 7.3% 50 2.6% 20 1.0% 26 1.3% 175 9.0% 127 6.5%
CT 9410 Stevens | 2,135 320 15.0% | 9 0.4% 1,623 [76.0% | 11 0.5% 17 0.8% 155 7.3% 85 4.0%
CT 9501 Stevens | 7,322 6,936 |[94.7% | 18 0.2% 86 1.2% 8 0.1% 7 0.1% |202 2.8% 361 4.9%
CT 9502 | Stevens | 4,308 3,959 [91.9% | - 0.0% 73 1.7% 25 0.6% 21 0.5% |229 5.3% 163 3.8%
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CT 9503 Stevens | 2,753 2,426 |[88.1% | 12 0.4% 58 2.1% 20 0.7% 0.0% 140 5.1% 223 8.1%
CT 9505 Stevens | 2,552 2,411 94.5% | - 0.0% - 0.0% 67 2.6% - 0.0% |71 2.8% 56 2.2%
CT 9506 Stevens | 2,433 2,272 93.4% | 1 0.0% 21 0.9% - 0.0% 6 0.2% 133 5.5% 188 7.7%
CT 9507 Stevens | 2,424 2,125 |[87.7% | 37 1.5% 17 0.7% 27 1.1% 4 0.2% |206 8.5% 92 3.8%
CT 9508 Stevens | 3,398 3,132 92.2% | 38 1.1% 104 3.1% 28 0.8% - 0.0% |96 2.8% - 0.0%
CT 9509 Stevens | 1,501 1,391 92.7% | 8 0.5% 7 0.5% 7 0.5% - 0.0% 75 5.0% 22 1.5%
CT 9511 Stevens | 3,695 3,299 [89.3% | 69 1.9% 42 1.1% 5 0.1% - 0.0% |82 2.2% 240 6.5%
CT 9513 Stevens | 4,328 4,044 |[93.4% | - 0.0% 70 1.6% 42 1.0% - 0.0% 167 3.9% 83 1.9%
CT 9514 Stevens | 7,806 7,473 95.7% | - 0.0% 124 1.6% 50 0.6% - 0.0% 159 2.0% 145 1.9%
CT1 Whitman | 6,572 5,203 79.2% | 183 2.8% - 0.0% 432 6.6% 16 0.2% [625 9.5% 589 9.0%
CT2 Whitman | 6,995 5,687 |81.3% | 211 3.0% 15 0.2% 479 6.8% 15 0.2% |414 5.9% 635 9.1%
CT3 Whitman | 5,275 4,895 92.8% | 59 1.1% 19 0.4% 195 3.7% - 0.0% 74 1.4% 89 1.7%
CT4 Whitman | 4,311 3,460 |[80.3% | 106 2.5% 4 0.1% 354 8.2% - 0.0% |[377 8.7% 209 4.8%
CT5 Whitman | 3,931 2,799 71.2% | 153 3.9% 2 0.1% 473 12.0% | - 0.0% |358 9.1% 581 14.8%
CT6 Whitman | 8,669 5,600 64.6% | 334 3.9% 83 0.4% 2,126 |24.5% | 50 0.6% 252 2.9% 600 6.9%
CT7 Whitman | 3,650 3,444 94.4% | 22 0.6% 19 0.5% 58 1.6% - 0.0% 88 2.4% 120 3.3%
CT8 Whitman | 3,682 3,578 |97.2% | - 0.0% 25 0.7% 37 1.0% - 0.0% |34 0.9% 51 1.4%
CT9 Whitman | 3,986 3,845 96.5% | 16 0.4% 26 0.7% 11 0.3% - 0.0% 67 1.7% 182 4.6%
CT 10 Whitman | 2,160 2,062 95.5% | - 0.0% 27 1.3% 4 0.2% - 0.0% |66 3.1% 50 2.3%

657,442

566,315 86.1%

11,297 1.7%

16,146 2.5%

3,025 0.5%

29,985 4.6%

62,414 9.5%
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Census o o o o o o # o # o # o # 0, # 0, # 0, # 0, # 0, # 0/
Tract  County # # % # %  # % # %  # % # % % % % % % % % % b
CT9501 |Adams [1,050 [80 [7.6% |61 [58% [61 [58% |56 [53% [73 [7.0% [61 [58% [50 [4.8% |58 [55% [44 [4.2% [82 [7.8% [110 [10.5% [135 [12.9% [82 [7.8% [39 [3.7% [58 [55%
CT 9502 | Adams 615 51 8.3% |21 3.4% 16 |2.6% |26 42% |28 |46% |22 |36% |16 [2.6% (35 [57% (44 |[7.2% |66 10.7% | 130 |21.1% | 81 13.2% |43 |7.0% |9 1.5% |27 4.4%
CT 9503 | Adams 1,655 71 43% |59 |3.6% 114 |16.9% [207 [12.5% |99 [6.0% |64 |3.9% |91 |55% |188 |11.4% |17 |1.0% |75 45% (156 [9.4% |140 |85% |129 |7.8% |92 |56% (153 |9.2%
CT 9504 |Adams | 974 65 |6.7% |16 [16% |39 [40% |98 [10.1% |56 [57% |27 [2.8% |88 [9.0% |50 [5.1% |85 [8.7% |41 |42% [118 [12.1% |90 [9.2% [104 [10.7% [28 [2.9% [69 [7.1%

CT 9505 | Adams 1,679 223 13.3% |76 |45% |64 |3.8% |76 45% |75 |45% |29 |[1.7% |72 |4.3% (148 [8.8% [37 [22% |175 [10.4% |192 [11.4% [289 |17.2% | 149 [8.9% (26 |1.5% |48 2.9%
CT 9601 | Asotin 1,706 63 3.7% |4 02% (95 |56% |50 29% |66 [3.9% |43 [25% |31 [1.8% |57 |3.3% (83 |49% (174 [10.2% |154 |9.0% (265 [15.5% [164 [9.6% |[158 [(9.3% |299 |[17.5%
CT 9602 | Asotin 2,045 47 23% |0 0.0% (105 |51% |70 34% |75 |[3.7% |[154 |7.5% |185|9.0% (75 |3.7% |179 [8.8% |184 |9.0% (126 [6.2% |226 |11.1% |321 |15.7% | 133 |6.5% [165 |8.1%
CT 9603 | Asotin 1,433 95 6.6% [145 |10.1% [115 |8.0% |55 3.8% |167 |11.7% |83 |5.8% |143 |10.0% |48 |3.3% |21 |1.5% [186 |13.0% [166 |11.6% | 129 |9.0% |44 |31% |7 0.5% |29 2.0%

CT 9604 | Asotin 954 113 1.8% |72 |75% |94 [9.9% |40 42% |38 |4.0% |35 |[3.7% |60 [6.3% |58 [6.1% [54 |57% |68 [7.1% |63 [6.6% |[147 [154% |80 ([8.4% |11 1.2% |21 2.2%

CT 9605 | Asotin 1,471 57 39% (115 |7.8% [99 |6.7% |95 6.5% |79 |54% |132 |9.0% [99 ([6.7% (132 [9.0% [72 ([49% |95 |[6.5% |162 [11.0% (143 |9.7% |107 (7.3% (39 |2.7% |45 3.1%

CT 9606 | Asotin 1,492 7 05% |78 |52% |[87 |58% |65 44% |73 |49% |100 |6.7% |46 [3.1% (25 [1.7% |99 |[6.6% |97 [6.5% |191 [12.8% [332 |22.3% |110 (7.4% (79 |53% |103 [6.9%

CT 9400 | Ferry 625 64 10.2% | 61 9.8% |47 |[7.5% |44 7.0% |32 |51% |45 |72% |44 |7.0% |27 |4.3% |24 |3.8% (49 |78% (37 |59% |43 |69% |52 |83% |27 [4.3% |29 4.6%
County

CT 9701 | Ferry 1,107 92 83% (39 |35% [65 |59% (174 |15.7% (42 |3.8% |81 (7.3% |61 |55% |41 |3.7% |45 |4.1% |42 3.8% |50 [45% |124 (11.2% (87 |7.9% |92 |83% |72 6.5%
County

CT 0207 | Franklin 398 22 55% [10 |25% [10 |2.5% |0 0.0% |5 1.3% |31 |7.8% |3 0.8% [33 [83% |5 1.3% [37 19.3% |77 19.3% | 45 11.3% |43 |10.8% |43 [10.8% |34 8.5%

CT Grant 3,159 90 28% (46 |1.5% (84 |27% (121 |3.8% (233 |7.4% (263 (8.3% |184|58% |122|3.9% |167 |5.3% |475 |[15.0% |476 |15.1% |473 [15.0% (233 |7.4% |55 |1.7% [137 |4.3%

114.02

CT 9601 | Lincoln 767 42 55% |11 1.4% (29 |3.8% |57 74% |30 [|3.9% |34 |44% |5 |7.3% |41 |53% |32 [42% [71 9.3% |112 [14.6% |98 12.8% |55 |7.2% |31 |[4.0% |68 8.9%

CT 9602 | Lincoln 1,233 52 42% |26 |21% |31 25% |61 49% |22 |1.8% |55 |[45% |78 |6.3% |105(8.5% |[114 |9.2% |62 50% |141 [11.4% | 133 [10.8% [ 155 |12.6% |57 |4.6% |141 11.4%
CT 9603 | Lincoln 1,195 83 6.9% |33 [2.8% (88 |7.4% |36 3.0% |31 [(26% |87 |7.3% |16 |1.3% (69 |58% |56 |[4.7% |140 |11.7% [146 [12.2% | 168 |14.1% |66 |55% |88 |7.4% |88 7.4%
CT 9604 | Lincoln 1,330 106 8.0% |65 [49% [98 |7.4% |88 6.6% |62 |4.7% |78 [59% |92 [6.9% |88 |6.6% (19 |1.4% (94 71% | 138 |10.4% [150 [11.3% | 128 [9.6% |42 |[3.2% |82 6.2%

CT 9701 | Pend 897 55 6.1% |50 5.6% 44 49% |35 39% |35 |3.9% |47 |52% 131 114.6% |59 |6.6% |24 |2.7% |42 47% |84 94% |87 9.7% |72 8.0% |27 3.0% |105 11.7%
Oreille

CT2 Spokane | 1,860 202 10.9% | 254 | 13.7% | 101 (5.4% |142 [7.6% |93 |5.0% (62 |3.3% |[197 |10.6% |90 [4.8% |120 [6.5% |239 |12.8% (105 [5.6% |128 |6.9% |51 27% |35 [|1.9% |4 2.2%
CT3 Spokane (2,110 201 9.5% |109 [5.2% 196 |9.3% (140 [6.6% |148 [7.0% [179 |8.5% |87 |4.1% [135|6.4% |301 [14.3% |211 |10.0% [197 [9.3% |87 |4.1% |83 |3.9% |14 |0.7% |22 1.0%
CT4 Spokane | 1,655 164 9.9% (69 |4.2% 105 |6.3% |[121 [7.3% |127 [7.7% [220 |13.3% |76 |4.6% |81 |49% |39 |24% |[187 |11.3% [156 |9.4% |195 |11.8% |80 |4.8% |9 0.5% |26 1.6%
CT5 Spokane | 1,511 72 48% |44 |29% (24 [1.6% |65 43% (95 |6.3% |90 |6.0% [123 |8.1% |73 |4.8% (83 |55% (237 [15.7% |162 |10.7% |303 |20.1% |81 54% |23 [1.5% |36 2.4%
CT6 Spokane | 1,288 18 1.4% |97 |7.5% 14 [1.1% |43 33% |55 [4.3% |71 |55% |65 |50% (54 |4.2% |39 [3.0% |208 |16.1% [209 [16.2% | 162 |12.6% | 123 |9.5% |56 |4.3% |(74 5.7%
CT7 Spokane (2,178 145 6.7% |[115 |5.3% |81 3.7% |53 24% 142 |1.9% |229 |10.5% (159 [7.3% [194 |8.9% [164 [7.5% [152 |7.0% [295 |13.5% (194 |8.9% |86 [3.9% |74 |[3.4% |195 [9.0%
CT8 Spokane | 1,880 36 19% |53 |28% |72 ([3.8% |116 [6.2% |25 |1.3% (32 |1.7% [102]|54% |60 [3.2% |35 [1.9% |226 |12.0% [200 [10.6% |287 |15.3% |268 |14.3% | 191 |10.2% (177 |9.4%
CT9 Spokane | 2,523 193 76% |23 [0.9% 123 |4.9% (102 [4.0% |58 [2.3% |[163 |6.5% |64 |2.5% (118 |4.7% |76 |[3.0% |346 |13.7% (487 [19.3% |432 |17.1% | 148 |59% |17 |0.7% (173 |6.9%
CT10 Spokane |2,418 32 13% |34 |14% |54 |22% |[103 [(43% [191(7.9% (131 |54% |118 |49% |117 |4.8% |133 |55% |175 |7.2% |378 |15.6% |387 [16.0% (307 |12.7% |83 |3.4% (175 |7.2%
CT 11 Spokane | 1,434 17 1.2% |8 0.6% (25 |[1.7% |70 49% (73 |51% |90 |6.3% (97 |6.8% |93 [6.5% (46 |3.2% (178 [12.4% | 185 |12.9% |272 [19.0% | 147 |10.3% |65 |[4.5% |68 4.7%
CT12 Spokane | 981 54 55% |54 [5.5% 16 [1.6% |78 8.0% |65 [6.6% |50 |51% |88 |9.0% (68 |69% |86 |[8.8% |90 9.2% | 105 [10.7% |96 9.8% |81 83% |34 |[35% |16 1.6%
CT 13 Spokane | 1,520 115 7.6% |94 |[6.2% 103 |6.8% [108 [7.1% |59 [3.9% [109 |7.2% |69 |45% |90 |59% |83 |55% (234 |154% (112 |7.4% |177 |11.6% |78 |51% |45 [3.0% |44 2.9%
CT 14 Spokane |2,393 125 52% |185 |7.7% |30 [1.3% |125 |52% (201 |8.4% |231 |9.7% |[276 |11.5% |231 [9.7% |[140 |5.9% |[235 [9.8% [|258 |10.8% (120 [5.0% |128 [53% |70 [2.9% |38 1.6%
CT 15 Spokane (2,208 52 24% |15 [0.7% (96 |4.3% |244 |11.1% (92 |4.2% |106 |4.8% (91 |4.1% |96 [4.3% [198 |9.0% |[348 [15.8% |446 |20.2% 252 |[11.4% | 108 [4.9% |O 0.0% |64 2.9%
CT 16 Spokane | 1,386 163 11.8% | 140 | 10.1% | 120 |8.7% [126 [9.1% |44 |3.2% |[133 |9.6% |102|7.4% |12919.3% |13 |09% (40 |29% (28 |2.0% |215 |155% |105 |7.6% |10 [0.7% |18 1.3%




$100,000
(o)
$124,999

HOUSEHOLD ;‘;tal'"a_ Less than  $10,000to $15,000 to $20,000to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000to $60,000to  $75,000 to
INCOME tior'f $10,000 $14,999 $19,999 $24,999 $29,999  $34,999 $39,999  $44,999  $49,999  $59,999 $74,999 $99,999

$125,000 to $150,000 or
$149,999 More

$;n;usCounty# £ 0% # %  # % # % # % # # % # % # % # % # % # % # % # % # %

CT18 Spokane | 1,327 137 10.3% | 101 |7.6% |72 ([54% |145 [10.9% |43 |3.2% (100 |7.5% |67 |5.0% |95 [7.2% |39 [29% |128 |9.6% (98 (7.4% |187 |14.1% |53 |4.0% |49 |3.7% |13 1.0%
CT19 Spokane | 1,566 154 98% [79 |5.0% [39 |25% |68 43% |59 |3.8% |94 [6.0% |13 |7.2% |[153 [9.8% (82 |52% |156 [10.0% |122 [7.8% |244 [156% (93 |59% |99 |6.3% |11 0.7%
CT 20 Spokane | 1,673 234 14.0% |62 |3.7% |72 (43% |163 [9.7% |133 |7.9% (206 |12.3% [115 |6.9% |43 [2.6% |70 (4.2% |77 |4.6% (216 [12.9% |141 |8.4% |88 |53% |32 |1.9% |21 1.3%
CT 21 Spokane | 1,093 38 3.5% (43 [3.9% |105 |9.6% |75 6.9% |59 |54% |72 |[6.6% |44 [4.0% |25 |23% |42 |3.8% (122 [11.2% |145 |13.3% (225 [20.6% (42 |[3.8% |37 [3.4% |19 1.7%
CT 23 Spokane |2,170 211 9.7% (180 |8.3% [115 |53% [113 |52% (103 [4.7% [101 (4.7% |69 |3.2% |53 |24% |157 |7.2% |175 |8.1% |191 |8.8% |365 [16.8% (117 |5.4% |82 |3.8% [138 |6.4%
CT 24 Spokane | 1,171 249 21.3% 139 [11.9% (64 |55% |83 71% |85 [7.3% [35 |3.0% |22 [19% (21 |1.8% |40 |3.4% |186 |15.9% |96 |8.2% |91 7.8% |6 0.5% |0 0.0% |54 4.6%
CT 25 Spokane (2,374 336 14.2% | 274 | 11.5% |124 [52% |191 [8.0% |120 |51% (130 |5.5% |[103 |4.3% |105 |4.4% |106 [4.5% |450 |19.0% (142 [6.0% |166 |7.0% |31 1.3% |33 |1.4% |63 2.7%
CT 26 Spokane | 2,071 141 6.8% [218 |10.5% [159 |7.7% [211 |10.2% (88 |[4.2% |95 ([4.6% 240 |11.6% |57 |2.8% |131 |6.3% |260 [12.6% |70 |3.4% |181 [8.7% [93 |4.5% |67 |3.2% (60 2.9%
CT 29 Spokane | 1,189 43 3.6% |50 |4.2% (47 |[4.0% |35 29% |57 |4.8% |51 (43% |49 [41% |10 |0.8% |98 |8.2% [122 [10.3% |168 |14.1% [192 [16.1% (86 [7.2% (66 [56% |[115 [9.7%
CT 30 Spokane |933 94 10.1% | 101 | 10.8% |27 [2.9% |74 7.9% |39 [42% |96 |10.3% |27 |29% (77 |83% |41 |[44% |84 |90% (80 [86% |134 |144% |10 |1.1% |14 |1.5% (35 3.8%
CT 31 Spokane | 2,072 199 9.6% (85 |41% [198 |19.6% (108 |52% (136 [6.6% |70 ([3.4% |105|51% |158 |7.6% |74 |3.6% |200 [9.7% |82 |4.0% |319 [154% (153 |7.4% |81 3.9% |104 [5.0%
CT 32 Spokane | 1,402 172 123% |73 |52% |101 [7.2% |46 33% |93 [6.6% |43 |31% |187 |13.3% (97 |6.9% |69 [4.9% |152 |10.8% [121 [8.6% |114 |8.1% |73 |52% |42 |3.0% (19 1.4%
CT 35 Spokane | 1,730 499 28.8% | 369 [21.3% (124 |7.2% |133 |7.7% [103 |6.0% |103 [6.0% [42 |24% |15 [0.9% |7 04% |53 |31% |37 [21% |98 |57% |58 |3.4% |26 |1.5% |63 3.6%
CT 36 Spokane | 2,567 558 21.7% (247 19.6% [162 |16.3% [110 |4.3% (101 [3.9% [158 [6.2% |139|54% |117 |46% |84 |3.3% |107 |42% |220 |8.6% |179 [7.0% [124 |48% |64 |25% [197 |7.7%
CT 38 Spokane |914 76 83% |17 |19% (82 [9.0% |29 32% |41 [45% [104 |11.4% |13 |1.4% (43 |4.7% |68 |[7.4% |57 |6.2% |[129 [141% |87 |9.5% |73 |8.0% |37 |4.0% (58 6.3%
CT 39 Spokane | 1,047 83 79% (70 [6.7% |101 |9.6% |49 47% (38 |3.6% |66 [6.3% |79 |7.5% |47 |45% (37 |3.5% |61 58% |81 77% |78 |74% |42 |4.0% |68 |6.5% [147 |[14.0%
CT 40 Spokane 2,519 375 14.9% | 134 |53% |127 |5.0% |[174 [6.9% [128 [5.1% (237 |9.4% |164 |16.5% |74 |29% |70 |2.8% |377 |15.0% |138 |55% |138 [55% (88 |3.5% |126 |[5.0% (169 |6.7%
CT 41 Spokane | 1,104 74 6.7% |52 |4.7% |85 |7.7% |147 |133% (12 |1.1% |50 |4.5% |90 |8.2% |20 (1.8% |22 |2.0% |50 [4.5% |53 |4.8% [137 [12.4%|102 [9.2% |71 6.4% |139 |12.6%
CT 42 Spokane | 1,894 76 40% |9 0.5% |31 16% |5 03% |36 [(1.9% |90 |4.8% |54 |29% (40 |21% |96 |[51% |124 |6.5% |197 [10.4% | 203 |10.7% [245 |12.9% [ 152 |8.0% (536 [28.3%
CT 43 Spokane | 1,458 74 51% |36 ([25% |34 [23% |10 0.7% |61 |42% |37 |25% |74 |51% |24 |1.6% |20 |1.4% (122 |8.4% [125 |8.6% [169 |11.6% |162 [11.1% |92 |[6.3% |418 [28.7%
CT 44 Spokane |2,120 48 23% |23 [11% (142 |6.7% |108 |51% [108 |5.1% |107 [5.0% [134 |6.3% |160 [7.5% (135 |6.4% (185 [8.7% |119 |5.6% (358 [16.9% |144 [6.8% [130 [6.1% |219 |10.3%
CT 45 Spokane | 1,478 76 51% |16 [1.1% [50 |[3.4% |16 11% |8 0.5% |43 ([29% |61 [(41% (23 |1.6% |46 |3.1% |139 |94% |132 |8.9% |216 |14.6% (117 |7.9% (106 |7.2% (429 |[29.0%
CT 46.01 | Spokane | 1,851 155 84% |79 |43% (134 |7.2% |95 51% |61 [3.3% |[171 |9.2% |40 |22% |88 |48% |76 |41% (159 |8.6% [159 |8.6% [285 |15.4% |114 |[6.2% |39 [2.1% |196 [10.6%
CT 46.02 | Spokane | 1,265 128 10.1% |22 |1.7% |O 0.0% |16 1.3% [15 |1.2% |29 |23% (33 |2.6% |34 (27% (19 |1.5% [156 [12.3% |140 |11.1% |304 |24.0% | 186 |[14.7% | 107 |8.5% |76 6.0%
CT 47 Spokane (2,788 142 51% | 114 |4.1% (133 [4.8% |35 1.3% (173 16.2% |122 |4.4% |[157 |5.6% |173 [6.2% [147 |5.3% |[147 [53% |263 |9.4% |[420 [15.1% |249 [8.9% |303 [10.9% |210 |7.5%
CT 48 Spokane | 1,938 88 45% 122 |63% |96 |50% |83 43% |12116.2% |33 [1.7% |99 [51% (83 [4.3% [99 [51% |102 [53% |226 [11.7% [209 |10.8% | 149 [7.7% |[105 |5.4% |323 |16.7%
CT 49 Spokane | 2,323 100 43% |30 |13% |56 [2.4% |76 33% |55 (24% |89 |3.8% |80 |3.4% (109 |4.7% |124 [53% |120 |5.2% |191 [8.2% |412 |17.7% (233 | 10.0% [ 196 |8.4% (452 [19.5%
CT 50 Spokane | 1,994 149 75% |78 [3.9% |44 |22% |215 |10.8% (96 |4.8% |79 [4.0% |77 |[3.9% |147 |7.4% (23 |1.2% (134 [6.7% |245 |12.3% (190 [9.5% |90 [4.5% |94 [4.7% |333 |[16.7%
CT 101 | Spokane |2,418 64 26% |0 0.0% |33 [1.4% |99 41% |47 |1.9% |94 |3.9% |175|7.2% |[106 [4.4% [117 |4.8% |175 [7.2% 270 [11.2% |323 |[13.4% [266 |11.0% |[298 | 12.3% | 351 14.5%

CT Spokane | 1,647 50 3.0% |40 [24% [50 |[3.0% |20 12% |54 |33% |64 |3.9% (127 |7.7% |99 [6.0% [141 |8.6% [102 [6.2% |121 |7.3% [278 [16.9% | 147 [8.9% |209 [12.7% | 145 |8.8%
102.01

CT Spokane |2,537 58 23% |17 [0.7% |O 0.0% |42 1.7% |53 |121% |123 |4.8% |50 |2.0% |132 |5.2% (110 |4.3% (180 [7.1% |204 |8.0% (482 [19.0% |319 [12.6% [ 115 [4.5% |652 |25.7%
102.02

CT Spokane | 1,775 119 6.7% |30 |1.7% [86 |4.8% |87 49% |75 |4.2% |98 |55% |87 [4.9% (138 [7.8% [60 [3.4% |273 [(15.4% |252 (14.2% (249 |14.0% | 120 [6.8% (26 |1.5% |75 4.2%
103.01

CT Spokane | 1,222 26 21% |30 [2.5% 12 [1.0% |46 38% |14 [11% |68 |56% |43 |3.5% (8 0.7% |44 |[3.6% |147 |12.0% (158 [12.9% |207 |16.9% | 119 |9.7% |95 |7.8% |205 |16.8%
103.03

CT Spokane | 2,406 131 54% 126 [52% (69 |29% |144 |6.0% (297 |12.3% |13 |05% |70 |2.9% |140 (58% |11 |0.5% [252 [10.5% | 150 |6.2% ([492 [20.4% |258 [10.7% | 149 [6.2% |104 |4.3%

103.04




$100,000

HOUSEHOLD ™l | ccthan  $10,000t0 $15000t0 $20,000to $25,000to $30,000to $35000to $40,000to $45,000to $50,000to $60,000to $75,000 to

$125,000 to $150,000 or

INCOME £oPUla” 510,000 $14,999  $19,999  $24,999  $29,999  $34,999  $39,999  $44,999  $49,999  $59,999  $74,999  $99,999 ;‘; 2a999 $149999  More

Census

TEnSUS county  # £ 0% # % # % # % # % # % # % # % # % # % # % # % # % % # %

?(')1'3 . Spokane (2,315 62 27% (135 |5.8% |27 1.2% |59 25% |27 |112% |53 |23% |O 0.0% [27 [1.2% (117 [51% |165 [7.1% |256 (11.1% [412 |17.8% |334 [14.4% (132 |5.7% |509 |22.0%
.05

CT Spokane | 1,677 164 9.8% (90 5.4% 99 59% (92 55% |72 |43% |43 [2.6% |107 |6.4% |84 [50% |99 |59% |182 |10.9% (204 [12.2% |[187 |11.2% [180 [10.7% (O 0.0% |74 4.4%

104.01

CT Spokane | 2,591 129 5.0% [110 [4.2% 130 |5.0% |188 ([7.3% (69 |27% |34 ([(13% |54 [2.1% |104 [4.0% [144 |56% |155 [6.0% [178 |6.9% |484 |18.7% |286 |11.0% [200 |[7.7% |326 12.6%

104.02

1C('J|' o1 Spokane | 3,387 212 6.3% [73 |2.2% 100 |3.0% [222 (6.6% |182 (54% ([191 |5.6% |251|7.4% |119 |3.5% |139 |4.1% (98 29% |332 |9.8% |590 [17.4% (385 |11.4% | 166 [4.9% (327 |9.7%

5.

CT Spokane | 2,941 35 1.2% |45 1.5% [90 [3.1% [12 04% (43 |1.5% |113 [3.8% |118 |4.0% |80 ([2.7% |18 |0.6% |198 |6.7% (350 |[11.9% [392 |13.3% |321 |[10.9% (433 [14.7% (693 |23.6%

105.03

CT Spokane | 1,364 57 42% (43 |[3.2% 60 (4.4% |17 12% | 112 [82% |37 |27% |57 |4.2% |47 |34% |65 [4.8% |51 3.7% |140 |10.3% | 302 [22.1% |90 |6.6% |115 |8.4% |171 12.5%

105.04

?(')1'6 o Spokane | 1,481 24 1.6% |26 18% [66 |4.5% |16 11% |59 |4.0% |50 [3.4% |95 [64% |25 [1.7% (35 [24% |113 [7.6% |255 [17.2% 312 |21.1% (114 |[7.7% [141 19.5% |150 |[10.1%

CT | Spokane |3,133 85 27% |71 2.3% 69 [2.2% |67 21% |161|51% |40 |1.3% |27 [09% |85 |2.7% (195 |6.2% |274 (8.7% |464 |14.8% |616 |19.7% | 345 |11.0% |272 |8.7% |362 11.6%

106.02

CT 107 | Spokane |[2,576 63 24% |83 |[3.2% 36 1.4% |11 04% |57 |122% |25 ([1.0% |62 |24% |62 (24% |57 |22% |129 |[5.0% (258 |10.0% |263 |10.2% |483 |18.8% (146 [5.7% [841 32.6%

CT 108 | Spokane |[952 130 13.7% (63 |[6.6% 105 | 11.0% | 89 93% (39 |41% |43 (4.5% |53 |[56% |12 [13% [33 |3.5% |65 6.8% |104 |10.9% |93 9.8% |62 6.5% |24 |[2.5% |37 3.9%

CT 109 | Spokane |1,491 25 1.7% |44 |3.0% |40 |27% |10 (7.4% |48 [3.2% (52 |3.5% |90 |6.0% |117 |7.8% |74 |5.0% |102 |6.8% [239 |16.0% |229 [15.4% (160 |10.7% |57 |3.8% (104 |7.0%
CT 110 | Spokane |1,541 70 45% |82 |53% |67 [4.3% |66 43% (98 |6.4% |43 [2.8% |58 [3.8% |132|8.6% (74 |4.8% (98 6.4% | 117 |7.6% |361 [23.4% |152 [9.9% |43 |[2.8% |80 5.2%

?1'1:' o1 Spokane |2,957 282 9.5% 293 [9.9% (170 |5.7% |536 |18.1% [137 |4.6% |289 |9.8% (170 |5.7% |144 (49% (120 |4.1% |[156 [53% |248 |8.4% (131 [4.4% |139 [4.7% |64 |[22% |78 2.6%

CT. Spokane | 1,658 167 10.1% (23 |14% |112 |6.8% |[126 [7.6% |80 [4.8% (200 |12.1% |110 |6.6% |10116.1% |33 |2.0% (176 |10.6% (142 |8.6% |131 |7.9% |126 |7.6% |65 [3.9% |66 4.0%

111.02

CT Spokane | 3,544 239 6.7% |205 [5.8% [245 |6.9% |164 |4.6% [371|10.5% |355 |10.0% (276 |7.8% |131 [3.7% [247 |7.0% [169 [4.8% |492 |13.9% [333 [9.4% |186 [52% |29 [0.8% |102 |2.9%

112.01

$1T Spokane | 1,591 37 23% |37 [23% [59 |3.7% |131 |82% [139|8.7% |81 |51% |72 |4.5% |107 [6.7% |41 |2.6% [142 [8.9% |122 |7.7% (126 [7.9% |189 [11.9% |81 51% 227 |14.3%
2.02

CT 113 | Spokane | 3,359 145 43% |33 |1.0% |100 |3.0% |[114 |[3.4% [162 [4.8% (88 [2.6% |146 |4.3% |169 |5.0% |115 |3.4% |219 |6.5% |289 |8.6% |544 [16.2% [425 |12.7% |260 [(7.7% |[550 |16.4%
CT 114 | Spokane |2,162 91 42% |160 |7.4% |19 [55% |113 [52% |74 |3.4% |95 |4.4% (238 |11.0% |144 [6.7% |74 |[3.4% |55 |2.5% (208 [9.6% |342 |15.8% |144 |6.7% |79 |3.7% |226 |10.5%

CT 115 | Spokane |618 6 1.0% |33 |53% |9 1.5% |69 1.2% [19 |3.1% |47 |7.6% (42 |6.8% |65 [10.5% |11 1.8% |24 [3.9% |72 1M1.7% |77 12.5% |48 |7.8% |59 |9.5% (37 6.0%
CT 116 | Spokane |758 38 50% [19 [25% |55 [7.3% |32 42% |30 |4.0% |16 [21% |39 [51% (44 [58% [54 |[7.1% |63 [83% |124 [(16.4% (109 |14.4% |64 ([8.4% (27 |3.6% |44 5.8%
CT Spokane | 1,085 127 1.7% | 113 | 10.4% |41 3.8% |25 23% |5 |50% |66 [6.1% |18 [1.7% |38 |3.5% [109 |10.0% (70 [6.5% |126 |11.6% [226 (20.8% (49 [4.5% |8 0.7% |15 1.4%
117.01
CT Spokane | 3,138 263 84% 135 [4.3% [260 |8.3% |300 |9.6% (437 |13.9% |140 [4.5% |[123 [3.9% |84 |2.7% (194 |6.2% (212 [6.8% |285 |9.1% (350 [11.2% (230 (7.3% |84 [2.7% |41 1.3%
117.02

CT 118 | Spokane |2,521 323 12.8% |77 |3.1% 184 | 7.3% |239 [9.5% |137 [5.4% |[301 |11.9% |151|6.0% |79 |3.1% |214 |85% (162 |6.4% (229 |91% |356 |14.1% |32 |1.3% |20 [0.8% |17 0.7%
CT 119 | Spokane |1,871 58 3.1% |91 49% |88 [4.7% |157 |[8.4% |121|6.5% (282 |151% (91 |4.9% |101 [54% |85 [|4.5% |65 3.5% | 198 |10.6% 228 [12.2% | 118 [6.3% |62 |[3.3% |126 |6.7%
CT 120 | Spokane |1,805 85 47% |164 |91% |78 [4.3% |61 34% |69 (3.8% |[140 |7.8% |84 |4.7% (33 |1.8% |159 [8.8% |208 |11.5% |[227 [12.6% |313 |17.3% |57 |3.2% |31 1.7% |96 5.3%
CT 121 Spokane | 1,182 8 0.7% [68 |58% [76 |6.4% (102 |8.6% (47 |[4.0% [139 [11.8% |19 |1.6% |37 |3.1% |72 |61% |138 |[11.7% |177 |15.0% |113 [9.6% (86 |7.3% |70 |59% |30 2.5%
CT 122 | Spokane |970 85 8.8% |10 [1.0% |31 3.2% |55 57% |59 [6.1% |[150 |15.5% |54 |5.6% (22 |23% |20 |[21% |92 9.5% |90 9.3% |155 |16.0% |63 |6.5% |57 |59% |27 2.8%
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CT 123 | Spokane |2,595 182 7.0% (104 [4.0% |133 |51% |154 |59% |107 |4.1% |222 (8.6% |184 (7.1% |85 |3.3% [184 |7.1% [211 [81% |213 |82% [407 [15.7% (134 |[52% (104 [4.0% |171 [6.6%
CT Spokane 1,783 67 3.8% [99 |5.6% [40 |22% |19 1.1% |122 |16.8% |48 [2.7% |29 [1.6% |34 [1.9% [105 [59% |159 [8.9% |142 [8.0% [227 |12.7% |299 [16.8% [ 146 |8.2% |247 |13.9%
124.01

CT Spokane |2,412 58 24% |59 [24% |27 1.1% |20 0.8% |55 ([23% (48 |2.0% |124|51% |80 |3.3% |65 [2.7% |92 3.8% |107 |4.4% |434 |18.0% |458 [19.0% |235 |9.7% |550 |22.8%
124.02

CT 125 | Spokane |1,530 69 45% |75 |49% |15 [7.5% |124 (81% |77 |50% (95 |62% |48 |3.1% [152 [9.9% |124 [8.1% |120 |7.8% [109 [7.1% 292 |19.1% |4 0.3% |21 1.4% [105 |6.9%
CT 126 |Spokane |1,599 45 28% 126 [7.9% (62 |3.9% |51 32% |68 |43% |97 |6.1% |129|81% |53 |3.3% |90 |56% (101 |6.3% [255 |15.9% |206 |12.9% |232 |14.5% |57 [3.6% |27 1.7%

CT Spokane | 1,831 97 53% |92 |[5.0% (139 |7.6% |188 |10.3% [53 |2.9% |105 |5.7% [105 |5.7% |138 [7.5% [109 |6.0% |[115 [6.3% |199 |10.9% [154 [8.4% |127 [6.9% |109 [6.0% |101 |5.5%
127.01
El');' 02 Spokane | 847 29 34% |5 0.6% (15 [1.8% |17 20% |47 |55% |11 13% |21 |25% (56 |6.6% |43 [51% |75 |89% [167 [19.7% |170 |20.1% |66 |7.8% |67 |7.9% |58 6.8%
7.
CT Spokane (1,712 104 6.1% [28 |1.6% [95 |55% |82 48% |52 |3.0% |85 |50% |97 |[57% ([110 [6.4% [61 |[3.6% |192 [(11.2% |244 [(14.3% (222 |13.0% | 220 (12.9% (76 |4.4% |44 2.6%
128.01
CT Spokane | 1,255 5 04% |29 [23% [22 |1.8% |40 32% |44 ([3.5% |67 |53% |64 |51% (96 |7.6% |92 [7.3% |103 |82% |[183 [14.6% |200 |15.9% | 147 |11.7% |57 |4.5% (106 |8.4%
128.02
?;9 o Spokane | 1,242 48 39% |39 [31% (85 |6.8% |90 72% | 112 [9.0% |47 |3.8% |45 |3.6% (32 |2.6% |32 [26% |123 |9.9% |[179 [14.4% |203 |16.3% (137 |11.0% [70 |5.6% |O 0.0%
CT | Spokane | 2,680 36 1.3% |54 |20% |72 |27% |[120 [(45% |[138 [5.1% (171 |6.4% |189 |7.1% |105|3.9% |174 |16.5% |163 |6.1% |396 |14.8% |351 [13.1% (277 |10.3% | 204 |7.6% [230 |8.6%
129.02

CT 130 [ Spokane |3,982 285 7.2% [108 [2.7% 144 |3.6% (171 [4.3% |185 (4.6% |[267 |6.7% |200 |5.0% (244 |6.1% |261 [6.6% |288 |7.2% |304 |7.6% |385 |9.7% |[269 |6.8% [258 |6.5% (613 [15.4%
CT 131 Spokane | 5,183 147 2.8% 163 [3.1% 158 |3.0% (143 [2.8% |226 (4.4% |[214 |41% |307 |5.9% (300 |5.8% |225 [4.3% |479 |9.2% |[491 |9.5% |764 |14.7% (442 |8.5% |360 |6.9% (764 [14.7%

CT Spokane (2,802 67 24% (15 10.5% [125 |14.5% (109 |3.9% (78 |[2.8% [103 [3.7% |169 |6.0% |132 |4.7% |152 |5.4% |239 [8.5% |385 |13.7% |491 [17.5% 323 |11.5% |233 |8.3% [181 |6.5%
132.01

CT Spokane | 4,676 197 42% |138 |3.0% |64 [1.4% |87 19% (132 12.8% |72 |1.5% [165|3.5% |172 |3.7% (135 |2.9% (306 [(6.5% |389 |8.3% (815 [17.4% |359 [7.7% |[324 [6.9% |1321 |28.3%
132.02

CT 133 | Spokane |1,171 19 16% |0 0.0% (27 [23% |29 25% |44 |3.8% |44 |[38% |43 [3.7% |7 06% |30 (26% |73 |62% (142 [12.1% |156 |13.3% | 146 |12.5% | 102 |8.7% |309 |26.4%
CT Spokane | 1,962 45 23% |11 06% |55 [2.8% |15 0.8% |0 0.0% [60 [3.1% |44 |22% |48 |24% |18 |09% |99 |5.0% |193 |9.8% |258 [13.1% (245 |12.5% |259 [13.2% (612 |31.2%
134.01

CT 135 | Spokane |3,595 86 24% |0 0.0% (29 [0.8% |48 1.3% |57 |1.6% |196 |55% (92 |2.6% |79 |[22% [133 |3.7% [278 [7.7% |333 |9.3% (487 |[13.5% |407 [11.3% |[387 [10.8% |983 |27.3%
CT 136 |Spokane |1,964 56 29% |34 [(1.7% |32 |1.6% |71 3.6% |152 (7.7% |67 |3.4% |63 |3.2% (174 |8.9% |124 [6.3% |111 |57% [196 [10.0% |321 |16.3% |230 |11.7% | 154 |7.8% (179 |91%
CT 137 | Spokane | 1,338 74 55% [29 |22% (63 |4.7% |23 1.7% |49 |3.7% |27 |2.0% |83 [62% |77 |[58% (45 |[3.4% |183 [13.7% |168 [12.6% |[216 |16.1% | 101 [7.5% |87 |6.5% |113 |[8.4%
CT 138 | Spokane |804 41 51% |6 0.7% |0 0.0% (25 31% |78 [9.7% |28 |3.5% |10 [1.2% (44 |55% |62 |7.7% |71 8.8% |135 |16.8% [199 [24.8% |48 [6.0% |O 0.0% |57 7.1%
CT 139 | Spokane |2,031 102 50% |88 [4.3% [70 |3.4% |52 26% |53 |2.6% |260 [12.8% |97 |[4.8% |28 |1.4% |76 |3.7% [150 [7.4% |278 |13.7% |288 |[14.2% (238 [11.7% (116 |5.7% |135 [6.6%
CT 141 | Spokane |2,349 64 27% |59 |25% |67 |29% |91 3.9% |122 |52% |86 |3.7% |126|54% |86 |3.7% |77 |3.3% [168 |7.2% [257 |10.9% |398 |16.9% |306 |13.0% | 175 (7.4% [267 |11.4%
CT 143 | Spokane |1,179 68 58% |49 |42% (108 [9.2% |48 41% (35 |3.0% |63 |53% [40 [3.4% |81 [6.9% (78 |6.6% (109 [9.2% |93 |7.9% [125 [10.6% |100 [8.5% |90 ([7.6% |92 7.8%
CT 144 | Spokane | 1,706 71 42% |66 |39% |96 [5.6% |62 3.6% |63 [3.7% |[113 |6.6% |92 |54% (117 |6.9% |110 [6.4% |207 |12.1% [184 [10.8% |301 |17.6% |129 |7.6% |25 |1.5% (70 4.1%
CT 145 | Spokane |791 137 173% |96 |121% |59 |7.5% [100 [12.6% |47 [59% (26 |3.3% |32 |4.0% |6 0.8% [50 [6.3% |87 11.0% |42 53% |60 [7.6% [13 |1.6% |7 0.9% |29 3.7%
CT 9410 | Stevens | 795 111 14.0% |57 |7.2% |98 [12.3% |53 6.7% |74 [93% |40 [50% |41 [52% |24 |3.0% |27 |3.4% (66 [83% |74 |93% (74 [93% (30 [3.8% |11 1.4% (15 1.9%
CT 9501 | Stevens |2,954 246 8.3% |154 [52% (151 |51% |179 |6.1% [191|6.5% |166 |5.6% [215|7.3% |120 (4.1% [123 |4.2% |[245 [8.3% |309 |10.5% [503 [17.0% | 114 [3.9% |72 |[2.4% |166 |5.6%
CT 9502 | Stevens 1,568 123 7.8% 102 [6.5% |79 |[5.0% |36 23% |15 |1.0% |91 |58% (86 [55% [96 |6.1% |68 [4.3% (136 |8.7% [174 |11.1% (174 |11.1% | 138 |[8.8% [116 |[7.4% |134 |[8.5%
CT 9503 | Stevens 1,187 72 6.1% |81 6.8% [67 |56% |24 20% 177 |149% |88 [7.4% |116 [9.8% |19 |1.6% |71 |6.0% |96 |[81% |86 |7.2% |155 [13.1% (51 |4.3% (52 |4.4% |32 2.7%
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CT 9505 | Stevens 1,012 106 10.5% |68 |6.7% |17 [1.7% |46 45% (63 |62% |46 |45% (23 |23% |67 |[6.6% (67 |6.6% |[116 [11.5% |96 |9.5% |[149 [14.7% |44 |43% |28 |[2.8% |76 7.5%
CT 9506 | Stevens 1,030 49 48% |84 |82% |80 |7.8% |58 56% |13 |[13% |66 |6.4% [29 |28% |31 |3.0% |23 [22% |71 6.9% |135 [13.1% | 181 [17.6% (94 |9.1% |38 |3.7% |78 7.6%
CT 9507 | Stevens 1,014 88 87% |87 |86% [116 [11.4% |60 59% |91 [9.0% (|72 |71% |60 [59% (54 |53% |66 |6.5% |85 |[|84% |71 7.0% |79 |7.8% |34 |34% |19 |1.9% |32 3.2%
CT 9508 | Stevens 1,324 50 38% |94 |[71% (26 |2.0% |109 |82% (77 |58% |100 [7.6% |80 |6.0% |33 [25% (23 |1.7% [141 [10.6% | 168 |12.7% (148 [11.2% |109 [8.2% |13 [1.0% |153 |11.6%
CT 9509 | Stevens |683 56 82% |49 |72% [46 |6.7% |40 59% |23 |34% |40 |59% |34 |50% |59 |86% |24 |3.5% (83 12.2% |60 |8.8% |67 [9.8% |51 75% |14 12.0% |37 5.4%
CT 9511 | Stevens 1,466 143 9.8% |96 |6.5% [140 [9.5% |88 6.0% (64 |4.4% |91 [6.2% |99 [6.8% |54 |3.7% |33 |2.3% [152 [10.4% |151 |10.3% (166 [11.3% (54 |[3.7% [46 [3.1% |89 6.1%
CT 9513 | Stevens 1,588 133 84% |25 |[1.6% [65 |[4.1% |57 3.6% |123 (7.7% |23 |1.4% |77 |48% (60 |3.8% |90 |[57% |144 |91% |239 |151% | 152 |9.6% (84 |53% (138 |8.7% (178 [11.2%
CT 9514 | Stevens |2,933 117 40% |78 |2.7% |160 |55% |85 29% |80 |27% |63 |21% (28 [1.0% (139 [4.7% |[142 [4.8% [291 |9.9% [339 |11.6% (424 |14.5% |286 (9.8% (374 |12.8% |327 [11.1%
CT1 Whitman | 1,238 500 40.4% | 146 |11.8% |64 [52% |129 |[10.4% |86 |6.9% |70 |57% |27 |22% |53 [4.3% |48 |3.9% |22 1.8% (48 [3.9% |19 1.5% |5 0.4% |21 1.7% |0 0.0%
CT2 Whitman | 2,982 423 142% |14 10.5% |177 [5.9% |207 (6.9% |112 |3.8% |[100 |3.4% [125|4.2% |120 [4.0% |153 [5.1% |284 |9.5% (245 [(82% |379 |12.7% | 195 |6.5% |55 |1.8% |393 |13.2%
CT3 Whitman | 2,085 48 23% (84 |4.0% [105 |5.0% |65 31% |70 |3.4% |10 |0.5% |128 |6.1% |64 |3.1% |56 |2.7% (162 |7.8% [178 |8.5% |363 |17.4% |261 |[12.5% 181 [8.7% |310 [14.9%
CT4 Whitman | 1,874 184 9.8% |185 [9.9% [140 |7.5% |77 41% (44 |123% |118 |6.3% [36 [1.9% |40 [21% (46 |2.5% (77 [4.1% |241 |12.9% (145 [7.7% |192 [10.2% | 136 [7.3% |213 |11.4%
CT5 Whitman (410 114 27.8% 120 [49% [29 |71% |29 71% |52 [12.7% |2 0.5% |2 0.5% |18 |4.4% (18 |4.4% (55 13.4% |41 10.0% (30 [7.3% |O 0.0% |0 0.0% |0 0.0%
CT6 Whitman | 3,838 1,063 | 27.7% | 384 | 10.0% | 495 | 12.9% 344 [9.0% [437 [11.4% (112 |2.9% |108 |2.8% |266 |6.9% |186 |4.8% (93 |24% [122 |3.2% |115 |3.0% |19 |0.5% |22 (0.6% |72 1.9%
CT7 Whitman | 1,578 70 44% |68 |43% |58 [3.7% |79 50% |66 (42% |86 |54% |71 |45% (76 |4.8% |80 |[51% |118 |7.5% |[108 [6.8% |301 |19.1% |182 |11.5% |65 |4.1% [150 [9.5%
CT8 Whitman | 1,452 100 6.9% |66 |[45% [92 |6.3% |76 52% |70 (4.8% |[108 |7.4% |29 |2.0% (40 |2.8% |41 [2.8% |251 |17.3% |113 |7.8% |179 |12.3% (146 |10.1% [70 |4.8% |71 4.9%
CT9 Whitman | 1,626 91 56% |[100 [6.2% |61 3.8% |96 59% |47 [29% |100 |6.2% |83 |51% |68 |4.2% |77 |4.7% |[170 |10.5% (214 |13.2% |231 |14.2% [179 | 11.0% |58 [3.6% |51 3.1%

CT 10 Whitman | 916 44 48% |36 |39% (32 [3.5% |38 41% (38 |41% |74 |81% |24 [2.6% |50 |55% (31 |3.4% (107 [11.7% | 116 |12.7% [121 [13.2% |68 ([7.4% |56 (6.1% |81 8.8%
21,543

8.3%

258,406




LIMTED ENGLISH Total Other Indo-European Asian and

. Spanish Pacific Island  Other languages

PROFICIENCY Population languages languages

Census Tract County # # % # % %
CT 9501 Adams 1,050 0 0.0% 2 0.2% 0 0.0% 0 0.0%
CT 9502 Adams 615 1 0.2% 0 0.0% 0 0.0% 0 0.0%
CT 9503 Adams 1,655 336 20.3% 7 0.4% 0 0.0% 31 1.9%
CT 9504 Adams 974 231 23.7% 0 0.0% 0 0.0% 23 2.4%
CT 9505 Adams 1,679 396 23.6% 0 0.0% 0 0.0% 40 2.4%
CT 9601 Asotin 1,706 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9602 Asotin 2,045 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9603 Asotin 1,433 24 1.7% 0 0.0% 0 0.0% 0 0.0%
CT 9604 Asotin 954 3 0.3% 0 0.0% 0 0.0% 3 0.3%
CT 9605 Asotin 1,471 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9606 Asotin 1,492 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9400 Ferry County 625 0 0.0% 0 0.0% 3 0.5% 0 0.0%
CT 9701 Ferry County 1,107 4 0.4% 0 0.0% 5 0.5% 0 0.0%
CT 0207 Franklin 398 42 10.6% 0 0.0% 0 0.0% 0 0.0%
CT 114.02 Grant 3,159 948 30.0% 0 0.0% 0 0.0% 12 0.4%
CT 9601 Lincoln 767 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9602 Lincoln 1,233 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9603 Lincoln 1,195 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9604 Lincoln 1,330 19 1.4% 0 0.0% 0 0.0% 0 0.0%
CT 9701 Pend Oreille 897 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT2 Spokane 1,860 0 0.0% 26 1.4% 0 0.0% 0 0.0%
CT3 Spokane 2,110 0 0.0% 0 0.0% 75 3.6% 0 0.0%
CT4 Spokane 1,655 0 0.0% 36 2.2% 9 0.5% 0 0.0%
CT5 Spokane 1,511 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT6 Spokane 1,288 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT7 Spokane 2,178 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT8 Spokane 1,880 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT9 Spokane 2,523 0 0.0% 0 0.0% 0 0.0% 0 0.0%




Asian and
Pacific Island
languages

LIMTED ENGLISH Total

Other Indo-European

Spanish
languages

Population Other languages

PROFICIENCY

Census Tract County # # % # % # %

CT 10 Spokane 2,418 0 0.0% 12 0.5% 0 0.0% 0 0.0%
CT 11 Spokane 1,434 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 12 Spokane 981 0 0.0% 0 0.0% 5 0.5% 18 1.8%
CT 13 Spokane 1,520 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 14 Spokane 2,393 12 0.5% 44 1.8% 10 0.4% 0 0.0%
CT 15 Spokane 2,208 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 16 Spokane 1,386 33 2.4% 109 7.9% 0 0.0% 0 0.0%
CT18 Spokane 1,327 0 0.0% 18 1.4% 6 0.5% 0 0.0%
CT19 Spokane 1,566 0 0.0% 0 0.0% 1 0.7% 0 0.0%
CT 20 Spokane 1,673 4 0.2% 0 0.0% 0 0.0% 0 0.0%
CT 21 Spokane 1,093 0 0.0% 0 0.0% 10 0.9% 0 0.0%
CT 23 Spokane 2,170 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT24 Spokane 1,171 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 25 Spokane 2,374 0 0.0% 0 0.0% 0 0.0% 15 0.6%
CT 26 Spokane 2,071 24 1.2% 94 4.5% 19 0.9% 0 0.0%
CT 29 Spokane 1,189 0 0.0% 13 1.1% 6 0.5% 0 0.0%
CT 30 Spokane 933 0 0.0% 0 0.0% 43 4.6% 0 0.0%
CT 31 Spokane 2,072 0 0.0% 107 5.2% 0 0.0% 28 1.4%
CT 32 Spokane 1,402 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 35 Spokane 1,730 0 0.0% 0 0.0% 6 0.3% 0 0.0%
CT 36 Spokane 2,567 0 0.0% 0 0.0% 5 0.2% 0 0.0%
CT 38 Spokane 914 3 0.3% 0 0.0% 0 0.0% 2 0.2%
CT 39 Spokane 1,047 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 40 Spokane 2,519 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 41 Spokane 1,104 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 42 Spokane 1,894 0 0.0% 0 0.0% 13 0.7% 0 0.0%
CT 43 Spokane 1,458 7 0.5% 7 0.5% 0 0.0% 0 0.0%
CT 44 Spokane 2,120 0 0.0% 22 1.0% 0 0.0% 0 0.0%




LIMTED ENGLISH Total Other Indo-European Asian and

Spanish Pacific Island  Other languages

languages
guag languages

PROFICIENCY Fep

Census Tract County # # % % # %

CT 45 Spokane 1,478 0 0.0% 7 0.5% 0 0.0% 0 0.0%
CT 46.01 Spokane 1,851 8 0.4% 40 2.2% 7 0.4% 0 0.0%
CT 46.02 Spokane 1,265 0 0.0% 40 3.2% 25 2.0% 0 0.0%
CT 47 Spokane 2,788 0 0.0% 20 0.7% 0 0.0% 0 0.0%
CT 48 Spokane 1,938 0 0.0% 43 2.2% 15 0.8% 0 0.0%
CT 49 Spokane 2,323 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT50 Spokane 1,994 0 0.0% 0 0.0% 19 1.0% 0 0.0%
CT 101 Spokane 2,418 0 0.0% 13 0.5% 19 0.8% 0 0.0%
CT 102.01 Spokane 1,647 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 102.02 Spokane 2,537 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 103.01 Spokane 1,775 0 0.0% 8 0.5% 0 0.0% 0 0.0%
CT 103.03 Spokane 1,222 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 103.04 Spokane 2,406 0 0.0% 0 0.0% 29 1.2% 0 0.0%
CT 103.05 Spokane 2,315 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 104.01 Spokane 1,677 0 0.0% 6 0.4% 18 1.1% 0 0.0%
CT 104.02 Spokane 2,591 0 0.0% 42 1.6% 16 0.6% 0 0.0%
CT 105.01 Spokane 3,387 65 1.9% 13 0.4% 0 0.0% 0 0.0%
CT 105.03 Spokane 2,941 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 105.04 Spokane 1,364 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 106.01 Spokane 1,481 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 106.02 Spokane 3,133 0 0.0% 22 0.7% 0 0.0% 0 0.0%
CT 107 Spokane 2,576 0 0.0% 9 0.3% 0 0.0% 0 0.0%
CT 108 Spokane 952 0 0.0% 5 0.5% 0 0.0% 0 0.0%
CT 109 Spokane 1,491 8 0.5% 0 0.0% 0 0.0% 0 0.0%
CT 110 Spokane 1,541 0 0.0% 5 0.3% 12 0.8% 0 0.0%
CT 111.01 Spokane 2,957 0 0.0% 29 1.0% 0 0.0% 0 0.0%
CT 111.02 Spokane 1,658 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 112.01 Spokane 3,544 0 0.0% 109 3.1% 64 1.8% 57 1.6%




LIMTED ENGLISH ot -
Other Indo-European sian and

PROFI . Spanish
CIENCY Population languages Pacific Island  Other languages
Census Tract County # # CUEUEEES °
CT 112.02 Spokane 1,591 0 % % # %
CT 113 - 0.0% 24 1.5%
Spokane 3359 - — 5% 0 00% |0 0.0%
CT 114 Spokane 2,162 21 o X Sk 19 106% IO 0.0%
T Sooran — 2 . 0/o 0 0.0% 0 00% |0 0.0%
e 0.0% 0 0.0% 5 -
— = 0 00% |0 0.0
8 0 0.0% 0 ke
CT 117.01 Spokane 1.0 0.0% 0 0.0% |0 ’
,085 0 0.0% 8 o Sk
CT 117.02 Spokane — 0.7% 2 0.0% |0 ’
- 3,138 0 0.0% 0 e S
5 Soorand = : ’ 0.0% 100 |32% |51 1.6%
T o ] 0.0% 0 0.0% 0
Spokane 1,871 0 5 0 0.0% |0 0.0%
T 120 0.0% 0 0.0% 0
Spokane 1,805 0 . 22 [12% |33 1.8%
— 0.0% 8 0.4% )
Spokane 1,182 0 0.0% g 0.0% |0 0.0%
T2 e = y 0% 0 0.0% 0 00% |10 0.8%
s 0.0% 17 1.8% S -
Spokane 2,595 70 27 0 00% |0 0.0%
— e 7% 27 1.0% 0 00% |0 9
1,783 0 0.0% 1 ~ 0.0%
T 12202 Svoxanc = ’ Lil 0 0.6% 0 00% |0 0.0%
CT 125 Spokane 1,530 0 800/0 . 0.0% 0 0.0% 0 0.0%
— S 0% 0 0.0% 0 00% |0 9
1,599 0 0.0% 0 o i
CT 127.01 Spokane 18 — 0. 0% 0 0.0% |0 ’
831 0 0.0% 0 ~ Sk
177 02 Sookane - 0% 0.0% 0 00% |0 9
0 0.0% 5 ' 0%
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e e L7 0% 6 0.4% 25  [15% |0 9
255 0 0.0% 0 o S
12501 S 2% 0 00 0.0% 0 00% |0 0.0%
CT 129.02 Spokane 2,680 0 0' oA) S 0. 5% 0 0.0% |0 0.0%
= S 2o 0 O.o o/0 19 0.7% 0 00% |0 0.0%
= —— 0% 0 0.0% 0 00% |0 9
5,183 0 0.0% 0 o 0%
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LIMTED ENGLISH Total Other Indo-European Asian and

Spanish Pacific Island  Other languages

languages
guag languages

PROFICIENCY Fep

Census Tract County # # # % % # %

CT 134.01 Spokane 1,962 0 0.0% 0 0.0% 11 0.6% 0 0.0%
CT 135 Spokane 3,595 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 136 Spokane 1,964 23 1.2% 9 0.5% 0 0.0% 0 0.0%
CT 137 Spokane 1,338 12 0.9% 9 0.7% 32 2.4% 0 0.0%
CT 138 Spokane 804 3 0.4% 0 0.0% 0 0.0% 0 0.0%
CT 139 Spokane 2,031 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 141 Spokane 2,349 20 0.9% 13 0.6% 22 0.9% 0 0.0%
CT 143 Spokane 1,179 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 144 Spokane 1,706 0 0.0% 14 0.8% 17 1.0% 0 0.0%
CT 145 Spokane 791 0 0.0% 5 0.6% 0 0.0% 0 0.0%
CT 9410 Stevens 795 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9501 Stevens 2,954 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9502 Stevens 1,568 0 0.0% 0 0.0% 9 0.6% 0 0.0%
CT 9503 Stevens 1,187 0 0.0% 0 0.0% 10 0.8% 0 0.0%
CT 9505 Stevens 1,012 0 0.0% 0 0.0% 30 3.0% 0 0.0%
CT 9506 Stevens 1,030 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9507 Stevens 1,014 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9508 Stevens 1,324 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9509 Stevens 683 3 0.4% 0 0.0% 0 0.0% 0 0.0%
CT 9511 Stevens 1,466 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9513 Stevens 1588 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9514 Stevens 2,933 0 0.0% 16 0.5% 0 0.0% 0 0.0%
CT1 Whitman 1238 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT2 Whitman 2,982 93 3.1% 23 0.8% 38 1.3% 21 0.7%
CT3 Whitman 2,085 0 0.0% 0 0.0% 45 2.2% 0 0.0%
CT4 Whitman 1,874 14 0.7% 0 0.0% 37 2.0% 0 0.0%
CT5 Whitman 410 0 0.0% 0 0.0% 17 4.1% 24 5.9%
CT6 Whitman 3,838 10 0.3% 53 1.4% 317 [8.3% 0 0.0%




LIMTED ENGLISH Total Other Indo-European Asian and

Pobulation Spanish lanauages Pacific Island  Other languages
PROF'C'ENCY P guag languages
Census Tract County # # # % # % # %
CT7 Whitman 1,578 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT8 Whitman 1,452 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT9 Whitman 1,626 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 10 Whitman 916 5 0.5% 3 0.3% 0 0.0% 0 0.0%
258,406 2,518 1.0% 1 0.5% 1,214 0.5%




BROADBAND L] Has a computer With Internet Without Internet No Computer

Population

‘T:;';i“s County # # % # # % # %
CT9501 | Adams 1,050 950 90.5% 837 79.7% 13 10.8% 100 9.5%
CT9502 | Adams 615 531 86.3% 478 77.7% 53 8.6% 84 13.7%
CT9503 | Adams 1655 1373 83.0% 1192 72.0% 181 10.9% 282 17.0%
CT9504 | Adams 974 750 77.0% 677 69.5% 73 7.5% 224 23.0%
CT9505 | Adams 1679 1429 85.1% 1206 71.8% 223 13.3% 250 14.9%
CT9601 | Asotin 1706 1591 93.3% 1435 84.1% 156 9.1% 115 6.7%
CT9602 | Asotin 2.045 1833 89.6% 1733 84.7% 100 4.9% 212 10.4%
CT9603 | Asotin 1433 1282 89.5% 1186 82.8% 96 6.7% 151 10.5%
CT9604 | Asotin 954 871 91.3% 713 747% 158 16.6% 83 8.7%
CT9605 | Asotin 1471 1268 86.2% 1125 76.5% 143 9.7% 203 13.8%
CT9606 | Asotin 1492 1,395 93.5% 1230 82.4% 165 11.1% 97 6.56%
CT 9400 | Ferry County | 625 478 76.5% 352 56.3% 126 20.2% 147 23.5%
CT9701 | Ferry County | 1,107 915 82.7% 738 66.7% 177 16.0% 192 17.3%
CT0207 | Frankiin 398 377 94.7% 339 85.2% 38 9.5% 21 5.3%
CT 114.02 | Grant 3.159 2.767 87.6% 2624 83.1% 143 4.5% 392 12.4%
CT9601 | Lincoln 767 725 94 5% 669 87 2% 56 7.3% 42 5.5%
CT9602 | Lincoln 1233 1155 93.7% 1062 86.1% 93 7.5% 78 6.3%
CT9603 | Lincoln 1195 1131 94 6% 988 82.7% 143 12.0% 64 5.4%
CT9604 | Lincoln 1330 1.201 90.3% 1064 80.0% 137 10.3% 129 9.7%
CT9701 | Pend Oreille | 897 811 90.4% 668 74.5% 143 15.9% 86 9.6%
CT 2 Spokane | 1,860 1723 92.6% 1503 80.8% 220 11.8% 137 7.4%
CT3 Spokane | 2,110 1028 91.4% 1811 85.8% 117 5.5% 182 8.6%
CT 4 Spokane | 1,655 1,466 88.6% 1376 83.1% 90 5.4% 189 11.4%
CT5 Spokane | 1,511 1371 90.7% 1345 89.0% 26 17% 140 9.3%
CT6 Spokane | 1,288 1239 96.2% 1182 91.8% 57 4.4% 49 3.8%
CT7 Spokane | 2,178 2.057 94.4% 1872 86.0% 185 8.56% 121 5.6%
CT8 Spokane | 1,880 1714 91.2% 1662 88.4% 52 2.8% 166 8.8%
CTo9 Spokane | 2.523 2.291 90.8% 2138 84.7% 153 6.1% 232 9.2%




BROADBAND L] Has a computer With Internet Without Internet No Computer

Population

consus  County  # # % # % # %
CT10 Spokane 2,418 2,232 92.3% 2082 86.1% 150 6.2% 186 7.7%
CTM!1 Spokane 1,434 1,339 93.4% 1330 92.7% 9 0.6% 95 6.6%
CT12 Spokane 981 908 92.6% 868 88.5% 40 4.1% 73 7.4%
CT13 Spokane 1,520 1,382 90.9% 1270 83.6% 112 7.4% 138 9.1%
CT14 Spokane 2,393 2,293 95.8% 2114 88.3% 179 7.5% 100 4.2%
CT 15 Spokane 2,208 2,020 91.5% 1974 89.4% 46 2.1% 188 8.5%
CT 16 Spokane 1,386 1,183 85.4% 1103 79.6% 80 5.8% 203 14.6%
CT18 Spokane 1,327 1,100 82.9% 968 72.9% 132 9.9% 227 17.1%
CT19 Spokane 1,566 1,424 90.9% 1321 84.4% 103 6.6% 142 9.1%
CT 20 Spokane 1,673 1,551 92.7% 1387 82.9% 164 9.8% 122 7.3%
CT 21 Spokane 1,093 983 89.9% 950 86.9% 33 3.0% 110 10.1%
CT23 Spokane 2,170 1,875 86.4% 1794 82.7% 81 3.7% 295 13.6%
CT24 Spokane 1,171 1,029 87.9% 911 77.8% 118 10.1% 142 12.1%
CT 25 Spokane 2,374 2,137 90.0% 2021 85.1% 116 4.9% 237 10.0%
CT 26 Spokane 2,071 1,984 95.8% 1862 89.9% 122 5.9% 87 4.2%
CT 29 Spokane 1,189 1,137 95.6% 1118 94.0% 19 1.6% 52 4.4%
CT 30 Spokane 933 838 89.8% 706 75.7% 132 14.1% 95 10.2%
CT 31 Spokane 2,072 1,852 89.4% 1796 86.7% 56 2.7% 220 10.6%
CT 32 Spokane 1,402 1,292 92.2% 1163 83.0% 129 9.2% 110 7.8%
CT 35 Spokane 1,730 1,328 76.8% 1120 64.7% 208 12.0% 402 23.2%
CT 36 Spokane 2,567 2,264 88.2% 2151 83.8% 113 4.4% 303 11.8%
CT 38 Spokane 914 849 92.9% 807 88.3% 42 4.6% 65 71%
CT 39 Spokane 1,047 975 93.1% 866 82.7% 109 10.4% 72 6.9%
CT 40 Spokane 2,519 2,486 98.7% 2336 92.7% 150 6.0% 33 1.3%
CT 41 Spokane 1,104 1,034 93.7% 928 84.1% 106 9.6% 70 6.3%
CT42 Spokane 1,894 1,820 96.1% 1759 92.9% 61 3.2% 74 3.9%
CT43 Spokane 1,458 1,344 92.2% 1287 88.3% 57 3.9% 114 7.8%
CT44 Spokane 2,120 2,028 95.7% 1863 87.9% 165 7.8% 92 4.3%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
consus  County  # # % # # % # %

CT 45 Spokane 1,478 1,459 98.7% 1413 95.6% 46 3.1% 19 1.3%
CT 46.01 Spokane 1,851 1,523 82.3% 1335 72.1% 188 10.2% 328 17.7%
CT 46.02 Spokane 1,265 1,162 91.9% 1043 82.5% 119 9.4% 103 8.1%
CT 47 Spokane 2788 2574 92.3% 2492 89.4% 82 2.9% 214 7.7%
CT 48 Spokane 1,938 1,865 96.2% 1675 86.4% 190 9.8% 73 3.8%
CT 49 Spokane 2323 2245 96.6% 2212 95.2% 33 1.4% 78 3.4%
CT 50 Spokane 1,994 1,736 87.1% 1555 78.0% 181 9.1% 258 12.9%
CT 101 Spokane 2418 2192 90.7% 2026 83.8% 166 6.9% 226 9.3%
CT 102.01 Spokane 1,647 1,551 94.2% 1358 82.5% 193 1.7% 96 5.8%
CT 102.02 Spokane 2,537 2,448 96.5% 2357 92.9% 91 3.6% 89 3.5%
CT 103.01 Spokane 1,775 1,583 89.2% 1494 84.2% 89 5.0% 192 10.8%
CT 103.03 Spokane 1,222 1,171 95.8% 1130 92.5% 41 3.4% 51 4.2%
CT 103.04 Spokane 2,406 2,156 89.6% 1883 78.3% 273 11.3% 250 10.4%
CT 103.05 Spokane 2,315 2,251 97.2% 2199 95.0% 52 2.2% 64 2.8%
CT 104.01 Spokane 1,677 1,549 92.4% 1490 88.8% 59 3.5% 128 7.6%
CT 104.02 Spokane 2,591 2,442 94.2% 2304 88.9% 138 5.3% 149 5.8%
CT 105.01 Spokane 3,387 3,252 96.0% 3077 90.8% 175 5.2% 135 4.0%
CT 105.03 Spokane 2,941 2,818 95.8% 2674 90.9% 144 4.9% 123 4.2%
CT 105.04 Spokane 1,364 1,310 96.0% 1274 93.4% 36 2.6% 54 4.0%
CT 106.01 Spokane 1,481 1,402 94.7% 1387 93.7% 15 1.0% 79 5.3%
CT 106.02 Spokane 3,133 3,042 97 1% 2948 94.1% 94 3.0% 91 2.9%
CT 107 Spokane 2,576 2,540 98.6% 2443 94.8% 97 3.8% 36 1.4%
CT 108 Spokane 952 851 89.4% 771 81.0% 80 8.4% 101 10.6%
CT 109 Spokane 1,491 1,465 98.3% 1430 95.9% 35 2.3% 26 1.7%
CT 110 Spokane 1,541 1,455 94.4% 1416 91.9% 39 2.5% 86 5.6%
CT 111.01 Spokane 2,957 2,457 83.1% 2351 79.5% 106 3.6% 500 16.9%
CT 111.02 Spokane 1,658 1,536 92.6% 1442 87.0% 94 5.7% 122 7.4%
CT 112.01 Spokane 3,544 3,102 87.5% 2866 80.9% 236 6.7% 442 12.5%




BROADBAND L] Has a computer With Internet Without Internet No Computer

Population

‘T:;';i“s County # # % # # % # %
CT112.02 |Spokane | 1,591 1,486 93.4% 1378 86.6% 108 6.8% 105 6.6%
CT 113 Spokane | 3,359 3,167 94.3% 3119 92.9% 48 14% 192 5.7%
CT 114 Spokane | 2.162 1,089 92.0% 1935 89.5% 54 2.5% 173 8.0%
CT 115 Spokane | 618 583 94.3% 559 90.5% 24 3.9% 35 5.7%
CT 116 Spokane | 758 703 92.7% 658 86.8% 45 5.9% 55 7.3%
CT117.01 | Spokane | 1,085 967 89.1% 933 86.0% 34 3.1% 118 10.9%
CT117.02 | Spokane | 3,138 2.921 93.1% 2578 82.2% 343 10.9% 217 6.9%
CT 118 Spokane | 2,521 2173 86.2% 1908 75.7% 265 10.5% 348 13.8%
CT 119 Spokane | 1,871 1724 92.1% 1636 87.4% 88 4.7% 147 7.9%
CT 120 Spokane | 1,805 1,685 93.4% 1565 86.7% 120 6.6% 120 6.6%
CT 121 Spokane | 1,182 1,062 89.8% 983 83.2% 79 6.7% 120 10.2%
CT 122 Spokane | 970 839 86.5% 760 78.4% 79 8.1% 131 13.5%
CT 123 Spokane | 2,595 2,205 85.0% 2093 80.7% 112 4.3% 390 15.0%
CT 12401 |Spokane | 1,783 1,566 87.8% 1495 83.8% 71 4.0% 217 12.2%
CT 12402 |Spokane | 2,412 2337 96.9% 2204 95.1% 43 18% 75 3.1%
CT 125 Spokane | 1,530 1,364 89.2% 1321 86.3% 43 2.8% 166 10.8%
CT 126 Spokane | 1,599 1483 92.7% 1329 83.1% 154 9.6% 116 7.3%
CT127.01 | Spokane | 1.831 1,580 86.3% 1455 79.5% 125 6.8% 251 13.7%
CT127.02 | Spokane | 847 795 93.9% 751 88.7% 44 5.2% 52 6.1%
CT 12801 |Spokane | 1,712 1,639 95.7% 1562 91.2% 77 4.5% 73 4.3%
CT 12802 |Spokane | 1.255 1166 92.9% 1136 90.5% 30 2.4% 89 71%
CT 12901 | Spokane | 1,242 1,059 85.3% 961 77.4% 98 7.9% 183 14.7%
CT 12902 |Spokane | 2,680 2516 93.9% 2267 84.6% 249 9.3% 164 6.1%
CT 130 Spokane | 3,982 3,788 95.1% 3603 90.5% 185 4.6% 104 4.9%
CT 131 Spokane | 5.183 4.931 95.1% 4735 91.4% 196 3.8% 252 4.9%
CT132.01 | Spokane | 2,802 2,693 96.1% 2495 89.0% 198 71% 109 3.9%
CT132.02 | Spokane | 4676 4.497 96.2% 4181 89.4% 316 6.8% 179 3.8%
CT 133 Spokane | 1171 1134 96.8% 1044 89.2% 90 77% 37 3.2%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
consus  County  # # % # # % # %

CT 134.01 Spokane 1,962 1,938 98.8% 1908 97.2% 30 1.5% 24 1.2%
CT 135 Spokane 3,595 3,550 98.7% 3418 95.1% 132 3.7% 45 1.3%
CT 136 Spokane 1,964 1,862 94.8% 1783 90.8% 79 4.0% 102 5.2%
CT 137 Spokane 1,338 1,246 93.1% 1102 82.4% 144 10.8% 92 6.9%
CT 138 Spokane 804 787 97.9% 782 97.3% 5 0.6% 17 2.1%
CT 139 Spokane 2,031 1,925 94.8% 1869 92.0% 56 2.8% 106 5.2%
CT 141 Spokane 2,349 2,133 90.8% 2021 86.0% 112 4.8% 216 9.2%
CT 143 Spokane 1,179 1,061 90.0% 941 79.8% 120 10.2% 118 10.0%
CT 144 Spokane 1,706 1,540 90.3% 1469 86.1% 71 4.2% 166 9.7%
CT 145 Spokane 791 720 91.0% 591 74.7% 129 16.3% 71 9.0%
CT 9410 Stevens 795 652 82.0% 463 58.2% 189 23.8% 143 18.0%
CT 9501 Stevens 2,954 2,418 81.9% 2043 69.2% 375 12.7% 536 18.1%
CT 9502 Stevens 1,568 1,320 84.2% 1147 73.2% 173 11.0% 248 15.8%
CT 9503 Stevens 1,187 1,113 93.8% 1050 88.5% 63 5.3% 74 6.2%
CT 9505 Stevens 1,012 914 90.3% 867 85.7% 47 4.6% 98 9.7%
CT 9506 Stevens 1,030 871 84.6% 808 78.4% 63 6.1% 159 15.4%
CT 9507 Stevens 1,014 797 78.6% 714 70.4% 83 8.2% 217 21.4%
CT 9508 Stevens 1,324 1,124 84.9% 941 71.1% 183 13.8% 200 15.1%
CT 9509 Stevens 683 576 84.3% 511 74.8% 65 9.5% 107 15.7%
CT 9511 Stevens 1,466 1,358 92.6% 1063 72.5% 295 20.1% 108 7.4%
CT 9513 Stevens 1,588 1,341 84.4% 1198 75.4% 143 9.0% 247 15.6%
CT 9514 Stevens 2,933 2,694 91.9% 2432 82.9% 262 8.9% 239 8.1%
CT1 Whitman 1,238 1,238 100.0% 1122 90.6% 116 9.4% 0 0.0%
CT2 Whitman 2,982 2,933 98.4% 2808 94.2% 125 4.2% 49 1.6%
CT3 Whitman 2,085 2,017 96.7% 1911 91.7% 106 5.1% 68 3.3%
CT4 Whitman 1,874 1,701 90.8% 1504 80.3% 197 10.5% 173 9.2%
CT5 Whitman 410 396 96.6% 130 31.7% 266 64.9% 14 3.4%
CT6 Whitman 3,838 3,810 99.3% 3109 81.0% 701 18.3% 28 0.7%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
census  County # # % # # % # %
CT7 Whitman 1,578 1,476 93.5% 1300 82.4% 176 11.2% 102 6.5%
CT8 Whitman 1,452 1,248 86.0% 1037 71.4% 211 14.5% 204 14.0%
CT9 Whitman 1,626 1,448 89.1% 1319 81.1% 129 7.9% 178 10.9%
CT10 Whitman 916 856 93.4% 798 87.1% 58 6.3% 60 6.6%

258,406

237,561

91.9%

219,998

85.1%

17,563

6.8%

20,845

8.1%




Appendix B -
Stakeholder List

e Aging and Long-Term Care of Eastern
Washington

e Agnes Kehoe Place Apartments

e Airway Heights Baptist Church - Food
Distribution Center

e Airway Heights Library

e American Indian Community Center
e American Legion

e Argonne Library

e Asian Pacific Islander Coalition
Asian Pacific Islander Coalition
Benge School District

Bethlehem Slavic Missionary Church
Black Lens

Caritas Outreach Ministries

e Carl Maxey Center

e Cedar West Apartments

e CHAS Health Foundation

e Chewelah Food Bank

e Chewelah Public Library

e Cleone’s Closet

e Clothes Basket Laundromat

e Coalition of Color Spokane

e Colfax Community Services Office

e College Success Foundation-Spokane
e Colville Tribal Child Care Center

e Colville Tribal Health Department

e Colville Tribe Sr Meal Site (Library)
e Community Action Council Center

e Community Action Council Center

e Community Action Partnership

e Confederated Tribes of Colville

e Cornerstone Courtyard Apartments
e Council on Aging & Human Services

e Curlew Job Corps Civilian Conservation
Center

e Curlew Public Library

e Davenport Public Library

Dr. Martin Luther King Jr. Community
Center

Endicott Library

Enndicott Food Bank

EWU Pride Center

Faith Bible Church

Feed Cheney

Fourth Memorial Church

Goodwill Inland NW

Greater Spokane Incorporated
Greater Spokane Meals on Wheels
Greater Spokane Progress (GSP)
Guadalupe Haven Apartments
Health Equity Circle

Heritage Heights Apartments
Hiawatha Elementary School
Hifumi En Apartments

Home Yard Cottages

Iglesia Adventista Hispana de Othello
Inchelium Seventh-day Adventist Church
Kahlotus School District

Keller Community Center

Keller Senior Meal Site

Kettle Falls Community Chest and Food
Bank

Kettle Falls Public Library

Kettle Falls Senior Center

Latinos en Spokane

Lilac Blind Foundation

Lincoln County Care & Share - Food Pantry
Lind Grade School

Lind Senior Center

Malden Library

MEChA de EWU

Mid-Columbia Libraries - Kahlotus Branch
Mid-Columbia Libraries - Othello Branch

Missing and Murdered Indigenous Women
Washington




Muslims for Community Action and Support
New Developed Nations

New Developed Nations

Northeast Community Center

Northport Food Bank

Northport Public Library

Odyssey Youth Movement

OIC of Washington

Orient Food Pantry - Food Distribution
Center

e Othello Co-Op Preschool
e Othello Senior Center

e Pacific Islander Community Association
(PICA-WA)

e Peace & Justice Action League of Spokane
(PJALS)

Pine Creek Community Operations
Pullman Islamic Center

Reardan Memorial Library
Redemption Church Spokane
Refugee Connections Spokane
Rosalia Library

Rural Resources

Rural Resources Community Action
Sacred Heart Catholic Parish

e Salish School of Spokane

e SEL Family Center

e Senior Citizen’s Center

e Skils’kin

e Smart Justice Spokane

e SNAP

e Spectrum Center Spokane

e Spokane Alliance

e Spokane Chinese Association

e Spokane Chinese Christian Church

e Spokane Community Against Racism
(SCAR)

e Spokane Eastside Reunion Association
e Spokane Immigrants Rights Coalition

e Spokane Indian Housing Authority

e Spokane NAACP

e Spokane Public Library-Central

e Spokane Public Schools

e Spokane Regional Clean Air Agency
e Spokane Tribe of Indians

e Sprague-Lamont Public School

e St John Library

e St. Anthony Catholic Church

e St. Gregorios Malankara Orthodox Syrian
Church

e Summit Church

e Takesa Village

e Tekoa Food Bank - Food Distribution Center
e Tekoa Mobile Home Park

e The Colfax Pantry Building

e The Energy Project

e The Lighthouse for the Blind, Inc

e The NATIVE Project

e The Parsons Apartments

e The Pearl on Adams Apartments

e The Salvation Army Spokane

e Valley 206 Apartments

e Valley Community Center

e Vietnamese Buddhist Community
e Washtucna School District

e West Central Community Center

e West Plains RV/Mobile Home Park
e Westfall Village Apartments

o WGAP

e Whitman County Health Department
e Whitman County Library

e Whitman County Library - Tekao

e \Woodhaven Apartments

e YWCA of Spokane
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Avista Clean Energy Public Participation Plan

Communication Preferences Survey

The purpose of this survey is to get a better understanding of your experience receiving
information from Avista about their programs and initiatives. Your responses will help inform how
Avista engages with you in the future. This survey will take about three minutes to complete.

Survey Questions

*Please return by November 4, 2022

1. How do you currently receive your utility bill from Avista? Select all that apply.
a. Paper copy through the mail
b. E-malil
c. Text message
d. |don’t know

2. Inthe past year, have you received news and updates from Avista from the following
sources?
[Yes, No, Don’t Know]

In-person events

Virtual events

Inserts included with my bill

Flyers and letters via mail (not included with my bill)

Email

Text alerts

Avista website (myavista.com)

Avista call center

Facebook

Twitter

Instagram

[.  YouTube

m. | don’t receive news and updates from Avista Utilities

o

~T T S@ o ao0oT

3. If you have attended any in-person or virtual Avista events in the past year, what were
they? If you haven’t attended Avista events, skip this question.

4. How satisfied or dissatisfied are you with how Avista shares the following types of
information?
[Very dissatisfied, dissatisfied, neutral/don’t know, satisfied, very satisfied]
a. Tips to save energy



@ eooo0CT

Payment/bill assistance programs
Opportunities to provide feedback about service
Changes in utility rates or fees

Clean energy initiatives

Resource assistance after a natural disaster
Interruptions or changes in service

5. How much do you agree or disagree with the following statements?
[Strongly agree, agree, neutral/don’t know, disagree, strongly disagree]

a.

~®oooCT

g.

I know how to get in touch with Avista if I'm having a service issue.

Avista shares useful energy-saving tips.

Avista provides opportunities for me to give feedback.

Avista informs me in advance of utility rate changes.

Avista is quick to communicate any service disruptions.

I know how to apply for financial assistance through Avista if | need help paying
my utility bill.

| understand how Avista is promoting clean energy.

6. If Avista hosted community events, would you consider attending?

a.

®ooo

No, | wouldn’t consider attending.

Yes, | would consider attending.

Yes, but only if the event was in-person.
Yes, but only if the event was virtual.
I’m not sure.

7. How do you prefer to receive the following types of information from Avista?
[In-person events, Virtual events, Inserts included with my bill, Flyers and letters via mail
(not included with my bill), Email, Text alerts, Social media, Avista website]

a.

@ e oo0CT

Tips to save energy

Payment/bill assistance programs
Opportunities to provide feedback about service
Changes in utility rates or fees

Clean energy initiatives

Resource assistance after a natural disaster
Interruptions or changes in service

8. Which social media platforms, if any, would you like to use to keep updated on Avista
news? Select all that apply.

a.

b.
c.
d

Facebook
Twitter
Instagram
YouTube



e. Other (specify)
f. 1 do not want to use social media to receive Avista updates.

Voluntary Demographic Questions

The following questions ask about you and your background. This information allows us to get
a sense of whom our survey has reached and helps us work toward our goal of inclusive
engagement.

Please note that your responses will be used solely for data collection, will remain
CONFIDENTIAL, and are OPTIONAL.

1. What is your home zip code?

2. Do you have a disability?
e Yes
e No
e Prefer not to answer

3. What is your gender identity?

Man

Woman

Non-binary

I'd like to self-identify (Please self-identify here)
Prefer not to answer

4. What is your age?

Younger than 18
18-29

30-44

45-64

65 and older

Prefer not to answer

5. How well do you speak English?
Very Well

Well

Okay

Very Little

Not at all

Prefer not to answer



6. What language do you speak at home most of the time?

7. Which of the following best describes your racial/ethnic identity? Select all that apply.
e Asian or Pacific Islander

Black or African American

Hispanic or Latino

Native American or Alaskan Native

White or Caucasian

I'd like to self-identify (Please self-identify here)

Prefer not to answer

8. What is your approximate annual household income?
Less than $12,000

$12,000-$19,999

$20,000-$30,999

$31,000-$46,999

$47,000-$69,999

$70,000-$93,999

$94,000-$117,999

$118,000 or greater

Prefer not to answer

Contact Form

Would you like to receive Avista Clean Energy updates about programs and opportunities to
provide feedback? Please provide your email address below.

Please return by November 4, 2022, through one of the following
ways:

¢ Email a scanned copy or picture of each page to: info@pppconsulting.net
e Mail to: Public Participation Partners, 8502 Six Forks Rd, Ste 102, Raleigh, NC 27615

Thank you for your input!

For more info, visit the project website: www.myavista.com/CETA

Complete this survey online by visiting:
URL LINK


mailto:info@pppconsulting.net
http://www.myavista.com/CETA

APPENDIX C

SURVEY OF PREFERENCES
SUMMARY
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Meeting Overview

Public Participation Partners (P3) conducted a series of small group conversations and
pop-ups from October 24 through October 26, 2022. The meetings were held in different
locations throughout Avista’s eastern Washington service area within Named
Communities with high concentrations of BIPOC, low-income, and LEP residents.

The purpose of the meetings was to gauge the past experiences and future preferences
of residents with Avista communications and engagement methods.

Meeting Summary

Community-based organizations within Avista’s named communities were contacted via
phone and/or email to obtain their assistance with reaching their community through an
in-person meeting or a pop-up. Organizations were provided with flyers in English and
other requested languages to help advertise the meetings and pop-ups.

P3 staff scheduled three (3) in-person meetings and four (4) pop-ups. Meeting dates and
locations are listed below.

Time Organization Meeting Type

10:30am | Latinos en Spokane Conversation
Monday, October 24 1.00pm | American Indian Community Center | Pop-up
Tuesday, October 25 10:00am | The Salvation Army Spokane Pop-up
Tuesday, October 25 12:00pm | Our Place Community Outreach Conversation
Tuesday, October 25 1:00pm | Carl Maxey Center Pop-up
Wednesday, October 26 | 11:00am | Spokane Indian Housing Authority Conversation
Wednesday, October 26 | 6:00pm | Kettle Falls Adventist Church Pop-up

Community Organization Pop-Ups

Engagement activities included pop-ups at four (4) community-based organizations. P3
staff were permitted to drop-in during their client service hours. Staffed tables were setup
to encourage clients to provide input via the paper and online survey. Clients were also
provided Avista energy efficiency and customer bill assistance materials. Surveys
completed are listed below:

10/24 — American Indian Community Center — 2 completed surveys
10/25 — The Salvation Army Spokane — 8 completed surveys

10/25 — Carl Maxey Center — 3 completed surveys

10/26 — Kettle Falls Adventist Church — 0 completed surveys

Avista Clean Energy Public Participation | Meeting and Comment Summary | 3



Community Organization Conversations
P3 staff conducted in-person meetings with staff from two (2) community-based

organizations. Each conversation began with a brief overview of the project and Avista
energy efficiency and customer bill assistance programs.

Following the overview, participants were asked a series of questions to get a better
understating of:

e their past experiences with Avista communications tools and methods

e perceived and real barriers to communicating with clients

e their preferences for Avista’'s future communications and engagement to reach
their clients

Organizations were provided with printed surveys, Avista energy efficiency and customer
bill assistance program materials, and survey flyers in English and additional requested
languages to distribute to their clients.

Meeting Comments

Below is a summary of the topics discussed and recommendations provided by each
organization during the in-person meetings.

Latinos en Spokane (What We Heard)

e Auvista’s website where information is provided needs to be translated in Spanish.

e Technology is an issue for their clients. In-person flyer distribution would be helpful
so that staff can assist clients with receiving the information and/or to provide their
input when needed.

e Staff is willing to assist their clients with completing the survey by reading and
asking the questions.

e Staff suggested that survey questions should be yes/no, which makes it easier for
clients to complete.

e Offering free light bulbs as an incentive to help customers reduce their energy bill
would be a great way to get customers to read the bill inserts; place a note on the
envelop indicating such incentive(s).

e Clients that are serviced at their location have several different language needs
because they are from different Spanish-speaking countries and have different
dialects/accents. This makes it difficult to communicate even in Spanish.

e Information that is received from their clients is mainly in-person.

e Emailing information early to the organization could be a way to distribute materials
and/or resources to their clients.

e Provide program applications with easy-to-answer questions for staff to assist
clients with filling them out.

e Organization would love to collaborate with Avista. It was suggested that the Avista
truck could come to their community event that is held the last Saturday of every

Avista Clean Energy Public Participation | Meeting and Comment Summary | 4



month. Avista should bring printed and translated materials including applications
and lightbulbs as an incentive.

Staff stated that information received from Avista could be posted on their social
media (Facebook). YouTube videos are another way of reaching their clients.

Spokane Indian Housing Authority (What We Heard)

Special Projects and Development Manager provided information on their current
energy efficiency projects. There are several large projects underway for residents
such as weatherization and the installation of solar panels.

There are over 800 homes that are serviced by their organization.

Staff stated that they mostly hear and/or receive information in regard to programs
via word of mouth.

Housing Authority doesn’t send residents information via the mail because a lot of
people won’t open it. They go door to door to distribute information and use door
hangers.

Most people do not read the Avista bill inserts.

Place wording on Avista bill envelopes that this may contain “bill assistance” or
something similar to draw attention to the inserts.

It would be easier for residents if there was a one-pager on Avista services and
resources; programs and resources need to stand out.

The Housing Authority just recently installed Wi-Fi throughout the reservation so
the use of email/internet to share information is now an option.

Would love to collaborate with Avista; they are planning a housing fair in the Spring
(May/June) and the Avista truck would be a great way to share resources and/or
bill assistance as well as other information.

Staff stated that it would be nice to have client education materials created for the
Housing Authority and that Avista staff could bring the materials for the residents.
The Authority uses their Facebook page to provide residents with information, but
it is still new. The SHIA website is used to share information more than their social
media.

Use of door-hangers and packets are also a great way to inform residents.

Avista Clean Energy Public Participation | Meeting and Comment Summary | 5



Survey of Preferences

The meetings and popups were accompanied by a customer-wide survey. Avista’s
customers could provide input from October 4 to November 4, 2022. The survey was
developed and provided in following languages:

Arabic

Dhari
English
Mandarin
Marshallese
Russian
Spanish
Vietnamese

To get a better understanding from participants about their experience receiving
information about Avista programs and initiatives, participants were asked to provide
feedback via email, mail, project website, or in-person. The survey asked the following
eight (8) questions:

1. How do you receive your utility bill from Avista?

2. In the past year, have you received news and updates from Avista? If so, how?
3. If you have attended any in-person or virtual Avista events in the past year, what
were they?

How satisfied or dissatisfied are you with how Avista shares information?

How much do you agree or disagree with the following statements?

If Avista hosted community events, would you consider attending?

How do you prefer to receive information from Avista?

Which social media platforms, if any, would you like to use to keep updated on
Avista news?

© N OR

Voluntary demographic questions accompanied the survey to get a sense of who was
reached during this process and to assist Avista’s goal of inclusive engagement. A
complete data analysis can be found in the Survey Analysis section.

Survey Notification Methods

Several tools and tactics were used to encourage participation from Avista’s customers,
including Named Communities, to complete the survey:

e Notices on the project website in English, Spanish, Marshallese, Russian,
Mandarin, and Arabic

e A 1-minute promotional video to inform customers how Avista plans to shape
the way they reach and engage customers moving forward and advertise the
survey

Avista Clean Energy Public Participation | Meeting and Comment Summary | 6



o Subtitles translated into Arabic, Mandarin, Marshallese, Spanish, and
Russian
Social media posts on Facebook and Twitter
Email campaigns
o Invitations to the Avista Advisors Group
o Stakeholder emails (2 rounds to 125 organizations in Named Communities)
o Auvista Internal Staff Email Newsletter
o Avista email to all customers
Announcements at the Avista Advisory Group October 2022 Meetings
Digital and printed flyers
o In English, Arabic, Korean, Mandarin, Marshallese, Russian, Spanish,
Ukrainian, and Viethamese
o Digital flyer distributed via email to stakeholders in a Media Kit
o 690 printed copies distributed to community partners
Avista e-newsletter
Avista phone tree message

Analytics from the various communication methods can be found in Appendix A.

Material Distribution and Requests

Prior to the meetings and pop-ups, materials were requested by community organizations
to be sent via mail or hand delivered. There were 12 organizations that requested digital
flyers, printed surveys, and Avista program materials.

Caritas Outreach Ministries e Carl Maxey Center

Lind Grade School o Kettle Falls Adventist Church
Dr. Matrtin Luther King Jr. e Spokane Indian Housing
Community Center Authority

Community Action Center e Latinos en Spokane

Hiawatha Elementary School e The Salvation Army Spokane
Spokane Tribe of Indians e Our Place Community Outreach

A total of 2,125 copies of printed materials were distributed to these community
organizations. A breakdown of the number of translated printed materials is listed below:

A total of 690 advertisement flyers were printed.
o English only — 250 copies
English/Spanish — 110 copies
English/Korean — 10 copies
English/Marshallese — 50 copies
English/Russian — 100 copies
English/Ukrainian — 120 copies
English/Vietnamese — 50 copies

O O O O O O
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e A total of 990 copies of Avista bill assistance and resource materials were
requested and distributed. A breakdown of the total number of translated printed
materials is listed below:

English — 870 copies
Russian — 10 copies
Ukrainian — 10 copies
Spanish — 100 copies

o O O O

e A total of 445 copies of the survey comment form were requested and distributed.
A breakdown of the total number of translated printed materials is listed below:

Vietnamese — 25 copies
Marshallese — 35 copies
Russian — 80 copies
English — 185 copies
Dhari — 40 copies
Spanish — 60 copies
Arabic — 10 copies
Mandarin — 10 copies

O O O O O O o0 O
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Survey Analysis

There were 7,406 unique participants who answered at least one question on the survey.
Most respondents took the survey online (99.8%), while 14 respondents filled out a paper

copy.

Any notable differences among demographic groups in the survey findings are mentioned
in this report.

General Survey Results

Current Communications

The first section of the survey included five questions designed to gather information
about how customers currently receive information from Avista and their satisfaction with
these methods.

Utility Bill

How do you currently receive your utility bill from Avista? Select all that apply.

73

Answered: 7373 Skipped: 33

100%
90%
80%

70%

0% 57.91%

sow  47.08%

40%
30%
20%
10%
[s)
3.43% 0.95%
0% I
@ Paper copy through the mail ® Email
@ Text message | don't know.

Respondents were asked how they currently receive their utility bill from Avista. Over half
(58%) indicated that they receive their bill via email, while 47% said they receive a paper
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copy of their bill through the mail.* Fewer respondents (3%) receive their utility bill via text
message. Nearly 1% of respondents were unsure of how they receive their Avista bill.

The only notable difference among respondents was that those in lower income
households were more likely to receive their bill via mail compared to higher income
respondents.

1 Because some respondents receive their bill through various methods, the percentages will total more than 100%.
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Communication Methods

In the past year, have you received news and updates from the following Avista sources?
Answered: 7380 Skipped: 26

100%

80%

60%

40

20%

0%
@ ‘ves ® No
@® Don't Know
Row Yes Nao Don't Know Response count
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s | e | e
Bill inserts ?2&8930% 3‘3 f_f;f 9['61039;‘ 6912
Mailed flyersfletters ?g fg‘ff ":g ;23123'3"5 %91 ;21?435:, 6650
ez | e | e
s mare | e | e
Avista website ‘:‘g '18903% ‘12'75128'}’5 1[1?2 g;‘l 6691
Avista call center 1&;;?" :':g;]_gﬂ? 9[6T3T89;n 6530
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In general, most respondents (88%) have gotten information from Avista via email over
the past year. Around half of respondents have received news or updates from bill inserts
(55%) or from the Avista website (48%). Thirty-three percent (33%) reported getting
information from flyers or letters in the mail (not included with their bill) and 29% received
text updates. Some indicated that they attended an Avista event over the past year, either

in person (18%) or virtually (16%). These events included Family Day and the Energy
Fair.

Fewer respondents received updates from the Avista call center (11%) or through social
media channels like Facebook, Instagram, Twitter, or YouTube (<10%).
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Customer Satisfaction

How satisfied or dissatisfied are you with how Avista shares the following types of information?

Answered: 7319 Skipped: 87

100%
80%
60%
40%
20%
13.62%
. 565%
0% I — ] 5.71% - I _
S, %, %, % %, %o S,
X ", % 5 7& % %
%, R ® % % %
“ % & ?9 % S T,
) =} &, % 4
=g @ l%b‘ W P &, e,
% %, C] 2y @,
S ) o)
@ Very Dissatisfied @ Dissatisfied Meutral / Don't Know
@® Satisfied ® \Very Satisfied
. . . . Meutral / Don't . _— Response
Row Very Dissatisfied Dissatisfied Know Satisfied Very Satisfied count
2.06% 1.60% 23.05% 52.08% 21.20%
Tips to save energy {150} {117} {1681) (3798) (1546) 7292
. ) 1.89% 1.71% 32.51% 42.15% 21.73%
Payment/bill assistance {137) (124) {2353) {3051) (1573) 7238
Opportunities to provide 1.76% 2.93% 38.57% 40.79% 15.95% 7233
feedback about service (127} {212) {2790) {2950) (1154)
Changes in utility rates or 5.71% 13.62% 34.15% 36.66% 9.87% 7254
fees (414) {988) (2477) (2659) {7186)
. 2.75% 5.65% 40.65% 38.94% 12.01%
Clean energy initiatives {199) {409) {2941) {2817) {869) 7235
Resource assistance after 1.07% 1.68% 68.64% 20.70% 7.89% 7182
a natural disaster [77) (121} (4930) (1487) (567)
Interruptions or changes 1.70% 4.02% I5.67% 43.04% 15.57% 7221
in service (123) {290) {2576) (3108) (1124)

The survey asked respondents to indicate the extent to which they are dissatisfied or
satisfied with the ways in which Avista currently shares various types of information
relevant for their customers.

Regardless of the topic, respondents were more likely to be satisfied or very satisfied
(29%-73%) with current communication methods than dissatisfied to any extent (3%-
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20%). Satisfaction was highest for information regarding tips to save energy (73%),
payment assistance (64%), and interruptions or changes in utility service (59%).

Notably, respondents who reported having a disability were less likely to know how to get
financial assistance for their Avista bills.

Respondents who expressed some dissatisfaction about Avista’s communication
methods were most likely to do so for information pertaining to changes in utility rates
(20%) and clean energy initiatives (6%).

At least one in five respondents (23%-69%) reported that they either did not know about
the communications methods for a particular topic or their feelings about them were
neutral. This neutrality was particularly pronounced for information regarding resource
assistance after a natural disaster (69%), clean energy initiatives (41%), and opportunities
to provide feedback about service (39%).
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Customer Experiences

How much do you agree or disagree with the following statements?
Answered: 7371 Skipped: 35

100%
80%
60%
40%
20%
0%
@ Strongly Disagree @ Disagree Neutral / Don't Know
® Agree @ Strongly Agree
Strongly . MNeutral / Don't Response
R
ow Disagree Disagree Know Agree Strongly Agree count
1.1 know how to get in 1.79% 2.57% 5.71% 54.56% 35.38%
touch with Avista if I'm (132} (189) 1420 (4016) (2604) 7361
having a service issue.
2. Avista shares useful 1.10% 2.53% 17.03% 56.88% 22.45% 7340
energy-saving tips. (81) ({186) {12500 {4175) (1648)
gb’;':'ézam'iirg:'ffffme o 1.35% 415% 32.25% 45.79% 16.46% 1308
give feedback. (99) {303) (2357) (3348) [1203)
4. Avista informs me in
- 1.87% 5.21% 22.94% 53.25% 16.73%
adwvance of utility rate 7329
changes. {137) (382) {1681) {3903) [12286)
5. Avista is quick to
: . 1.81% 5.55% 28.99% 44 .45% 18.19%
communicate any service 7329
disruptions. (133) (480} (2125) (3258) (1333)
6. | know how to apply for
financial assistance 2.84% 8.32% 52.13% 26.22% 10.459% 7276
through Avista if | need (207) {605) {3793) {1908) {763)
help paying my utility bill.
7. | understand how
- . . 2.37% 7.33% 36.11% 41.63% 12.56%
Avista Is promoting clean (173) {534) {2631) {3033) {915) 7286

ENergy.

Respondents were also provided a set of statements about their experience with Avista
and asked to indicate the extent to which they agree or disagree.

Most respondents indicated that they know how to contact Avista when they are
experiencing an issue with their service (90%), that they have received energy-saving tips
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from Avista (80%), and that Avista is quick to communicate any disruptions to service
(71%).

Respondents were more likely to either disagree or indicated that they do not know how
to apply for financial assistance through Avista (46%), how Avista is promoting clean
energy (46%), or how to provide customer feedback to Avista (38%). Except for
Asian/Pacific Islanders, racial and ethnic minority respondents were less likely to know
how to apply for bill assistance through Avista.

Communication Preferences
The survey included a set of questions designed to determine how customers would
prefer to receive information from and interact with Avista.

Avista Clean Energy Public Participation | Meeting and Comment Summary | 16



General Communication Preferences

How do you prefer to receive the following types of information from Avista. Select all that apply.

Answered: 7328 Skipped: 78
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4.92% 35.25% 15.43% 71.95% 12.24% 4.88% 20.78%
Tips to save energy i356) (2551) {1117) (5207) (886) (353) {1504} 7237
Payment/bill assistance 3.64% 31.78% 12.58% 53.94% 10.35% 3.67% 22.84% 6057
programs {253) {2211) (BF5) [{4448) (720) {255) {1589)
Opportunities to provide 4.22% 21.25% 9.89% 75.40% 11.43% 3.52% 20.53% 7111
feedback about service (300) {1511) (703) {5362) (B13) (250) (1460)
Changes in utility rates or 3.56% 34.49% 18.68% 74.96% 14.56% 4.36% 17.86% 7252
fees [258) {2501) {1355) {5436) {1056) (316) {1295)
I 5.40% 30.26% 15.29% 65.75% B.66% 5.71% 21.80%
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Resource assistance after 10.74% 21.32% 15.64% 72.11% 31.76% 9.48% 25.16% 7078
a natural disaster (760) {1509) {1107) {5104) (2248) (671) (1781)
Interruptions or changes 4.44% 15.43% 10.34% 74.60% 51.47% 7.40% 19.02% 7192
in service (319) {1110) (744) {5365) (3702) (532) (1368)
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When it comes to receiving information from Avista, most respondents prefer email,
regardless of the topic (64%-75%).

Aside from email, respondent preferences differed according to the type of information
being shared. While respondents were more likely to want updates about payment
assistance or changes in utility rates via bill inserts (32% and 35%, respectively), they
preferred text alerts for service disruptions (52%) and resource assistance after natural
disasters (32%). Those in households making less than $20,000 per year and those

reporting a disability were generally more likely than other income groups to favor text
alerts for Avista updates.

Receiving information from the Avista website (18%-25%) was preferred over information-
based events (4%-11%) and social media (4%-10%). Respondents indicated that,
compared to other types of information, resource assistance after a natural disaster was
the most appropriate for Avista to share through community events and social media.
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Avista Events

If Avista hosted community events, would you consider attending?

Answered: 7344 Skipped: 62

34.84%

4.33%

® No, | would not consider @ es, | would consider @ es, but only if the event
attending. attending. was in-person.
@ ‘Yes, but only if the event I'm not sure.
was virtual.
Choices Response percent Response count
Mo, | would not consider attending. 25.37% 1863
Yes, | would consider attending. 27.21% 1998
Yes, but only if the event was in-person. 8.25% 606
Yes, but only if the event was virtual. 4.33% 318
I'm not sure. 34.84% 2559

When asked if they would consider attending in-person or virtual events hosted by Avista,
27% indicated that they would. Another 12% said they would consider it depending on
the format: 8% would only attend in person while 4% would only attend virtually. One in
four respondents (25%) said that they would not attend an Avista event.
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Social Media

Which social media platforms, if any, would you like to use to keep updated on Avista news? Select all that apply.

Answered: 7198 Skipped: 208

100%
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72.20%
70%
60%
50%
40%
30%
22.91%
20%
10% o
0 5.49%
2.72% 4.32% 2.89% °
- — [ I
® Facebook ® Twitter @ Instagram
YouTube ® | do not want to use social @ Other (Please specify)
media to receive Avista
updates.
Choices Response percent Response count
Facebook 22.91% 1649
Twitter 2.72% 196
Instagram 4.32% 311
YouTube 2.89% 208
| do not want to use social media to receive Avista updates. 72.20% 5197
Other (Please specify) 5.49% 385

Most respondents indicated that they did not want to receive Avista information through
social media channels (72%). However, for those who would follow Avista via social
media, the majority favored Facebook (23%) over Instagram (4%), Twitter (3%), and
YouTube (3%). Of the respondents who stated that they did not want to receive Avista
updates via social media, 74.4% were 65 years of age or older.

Avista Clean Energy Public Participation | Meeting and Comment Summary | 20



Voluntary Demographic Question Analysis

To learn more about who participated, the survey included several optional demographic
questions. These questions had response rates? ranging between 71% (income) and 96%
(zip code). The percentages reported below are based on the number who provided
demographic information, not the total number of survey participants. As such, summaries
describe results for question respondents, not survey respondents.

Zip Code

What is your zip code?

Number of Respondents

400
369
300

269
250

200

192

169
159151 W 145

100 121 110

99208 99205 99223 99203 99206 99224 99207 99212 99403 99016 99216 99163

Top Zip Codes

Most respondents (95%) provided their residential zip code. The zip codes with 100 or
more survey participants are displayed in the graph above.

2 Response rates are based on the number of people who responded to the question and did not select the ‘prefer not
to answer’ option. 3% of respondents skipped the income question and an additional 26% of total respondents indicated
that they preferred not to offer their income.
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Disability Status

Do you have a disability?
Answered: 7174 Skipped: 232

® ves ® No

Prefer not to answer

Choices Response percent Response count
Yes 19.28% 1383
No 74.18% 5322
Prefer not to answer 6.54% 469

Nearly one in five question respondents (19%) reported having a disability, while 74%
said they do not have a disability and 7% indicated that they preferred not to offer this
information.
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Gender Identity

Answered: 7189 Skipped: 217

® Man

Prefer not to answer

Chaoices

Woman
MNon-Binary
Prefer not to answer

I'd like to seli-identify

1.20%
5.13%
0.22%

® Woman

I'd like to self-identify

41.15%

Mon-Binary

Response percent

41.15%

52.30%

0.22%

5.13%

1.20%

Response count

2958

3760

16

86

Just over half of question respondents identified as women (52%). Forty-one percent
(41%) identified as men, 5% preferred not to provide this information, and less than 1%
identified as non-binary (n=16).
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Age

What is your age?
Answered: J207 Skipped: 199

100%%
90%
80%
0%
60% o
0%
40%

30% 29.97%

10% 7.38% 4.93%

0 0.93%

® “ounger than 18 ® 18-29 ® 30-44
45-64 ® 65 orolder Prefer not to answer

Choices Response percent Response count
Younger than 18 0.01% 1

18-29 0.93% 67

30-44 7.38% 532
45-64 29.97% 2160

65 or older 56.78% 4092
Prefer not to answer 4.93% 355

Most question respondents (87%) reported being between 45 years or older. Specifically,
30% are 45-64 years-old and 57% are 65 years or older. Seven percent (7%) are between
30 and 44 years of age. Those less represented in the survey were those aged younger
than 30 (1%) and those who preferred not to answer (5%).
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Language Proficiency and Preferences

How well do you speak English?

Answered: 7216 Skipped: 190

93.50%
® very wel ® well ® Okay
Very Little @ Not at all Prefer not to answer

Choices Response percent Response count
Very wel 93.50% 6747
Well 3.71% 268
Okay 0.71% 51
“ery Little 0.08% &
Mot at all 0.08% [
Prefer not to answer 1.91% 138

Nearly all question respondents indicated that they speak English very well (94%) or well
(4%). Fifty-one respondents (0.7%) said that they are ‘okay’ at speaking English, while
12 respondents said they speak English very little or not at all. Two percent (2%) preferred

not to answer the question.
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Racial/Ethnic Identity

Which of the following best describe(s) your racial/ethnic identity? Select all that apply.
Answered: 7121 Skipped: 285

100%
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B80%
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1.49% 0.63% 2.27% 2.42% 2.37%
0% — ] |
@ Asian or Pacific Islander @ Black or African American @ Hispanic or Latine
Native American or Alaskan @ White or Caucasian Prefer not to answer
Mative
@ I'd like to self-identify
Choices Response percent Response count
Asian or Pacific Islander 1.49% 106
Black or African American 0.63% 45
Hispanic or Latino 2.27% 162
Mative American or Alaskan Native 2.42% 172
White or Caucasian 85.94% 6120
Prefer not to answer 8.34% 594
I'd like to self-identify 2.37% 169

To measure the racial composition of participants, the survey included a question
prompting individuals to define themselves racially and ethnically using as many
categories as desired. The most common identity among respondents was White or
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Caucasian (85%). Other respondents identified as Native American or Alaskan Native
(2%), Hispanic or Latino (2%), or Asian or Pacific Islander (2%). Eight percent (8%) of
guestion respondents preferred not to offer their racial identity.
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Household Income

What is your approximate annual household income?
Answered: 7127 Skipped: 279

26.76%

11.11%

7.58%

10.93%

@® Less than $12,000 ® $12,000-$19,999 ® 4$20,000-$30,999
$31,000-%$46,999 ® $47.000-$69,999 ® 4$70,000-593,999
$94,000-$117,999 @® $118,000 or greater Prefer not to answer

Choices Response percent Response count
Less than $12,000 3.13% 223
$12,000-%19,999 5.95% 424
$20,000-$30,999 8.36% 596
$31,000-%46,999 11.11% 792
$47,000-%69,999 14.84% 1058
$70,000-%93,999 10.93% 779
$94,000-%117,999 7.58% 540
£118,000 or greater 11.34% 808
Prefer not to answer 26.76% 1907

Over one in four people who responded to the income question (27%) opted out of
providing their household income. When the percentage of respondents who skipped the
guestion altogether (3%) is also considered, the overall abstention rate for this question
is 29%.
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Among those that offered their income information, 29% reported an approximate
household income of less than $47,000 per year, with 3% making less than $12,000 per
year and 6% making between $12,000 and $19,999. Eleven percent (11%) earned at
least $118,000.

Results by Community Designation

To determine whether the communication experiences and preferences among Avista
customers differed based on location, responses were aggregated into five categories
based on self-reported zip code. The five categories included: Unknown, Outside,
Impacted, Vulnerable, Non-Designated.

Unknown responses were those where the zip code was either not reported or was
incomplete (n=402). Any responses associated with zip codes from outside the study area
were labeled ‘Outside’ (n=3319). Impacted (n=1553) and Vulnerable (662) communities
were those indicated as such by Avista. In the event that a zip code represented both a
vulnerable and an impacted community, it was considered as a vulnerable community.
Zip codes within the study area that were not considered vulnerable or impacted were
categorized as having non-designated (n=1470).

Results for vulnerable, impacted, and non-designated communities were compared and
no notable differences were found in the communications experiences or preferences
across these groups as it pertains to their interactions with Avista.

Avista customers living in vulnerable, impacted, and non-designated areas are generally
satisfied or very satisfied with how Avista shares information about bill assistance (61-
64%) with few indicating that they don’t know how to reach Avista if they need help paying
their utility bills (10-11%). When it comes to receiving information from Avista, customers
from all communities prefer email (48-52%) over other methods of communication.

Chart 1. “How satisfied or dissatisfied are you with how Avista shares payment/bill
assistance information?” Results by Community Status

How satisfied or dissatisfied are you with how Avista shares

payment/bill assistance information?

70% 61% 64%  63%

60%
50%
40% 33% 3194 32%
30%
20%
10% % 3% 3%
0% [ ] —

Dissatisfied Neutral Satisfied

B Impacted Vulnerable B None
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Chart 2. “How do you prefer to receive the following types of information from Avista.
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Outreach Analysis

A comparison of the demographics of the project outreach area and survey participants
can give some insights to the reach of this engagement effort.

The project outreach area covered the Avista service area in the eastern region of the
state of Washington. According to U.S. Census American Community Survey 2015-2019
5-Year Estimates, the project area is home to approximately 657,442 residents. Our goal
in this engagement effort was to reach 1% of the outreach area’s residents. With 7,406
respondents, this goal was reached.

In terms of race and ethnicity, survey participants were fairly representative (within 1
percentage point) of the outreach area in the categories of White/Caucasian,
Black/African American, Asian, and American Indian/Alaska Native. However, survey
participants were not as representative of the Hispanic or Latino population in the
outreach area, with a 7.23% difference. Additional outreach to Hispanic and Latino
community-based organizations and targeted social media ads in Spanish could help
increase the reach of engagement efforts to this population.

Demographic
Category

Outreach Area Demographics

Survey Participants

Race/Ethnicity

White/Caucasian: 86.1%

Black/African American: 1.5%
Hispanic or Latino: 9.5%

Asian: 2.5%

American Indian/Alaska Native: 1.7%
Native Hawaiian/Pacific Islander: 0.5%

White/Caucasian: 85.9%
Black/African American: 0.6%
Hispanic or Latino: 2.3%

Asian or Pacific Islander: 1.5%
American Indian/Alaska Native: 2.4%
Prefer not to answer: 8.3%

I'd like to self-identify: 2.4%

Annual
Household
Income

55% of households have an annual
household income of $50,000 or more

44.6% of respondents have an annual
household income of $47,000 or more

Limited English
Proficiency

2.1% of the outreach area population
primarily speaks a language other than

4.6 % of survey participants speak
English less than Very Well

English

Survey participants were fairly representative of the outreach area population in terms of
annual household income. A total of 44.6% of respondents have an annual household
income of $47,000 or more. Households making less than $20,000 had the least
representation in the survey, with 9.08% responding in this range. Additional outreach to
apartment complexes throughout the service region and community-based organizations
serving lower-income individuals may help increase the reach to this demographic group.
A survey raffle may also help increase response rates.

Survey participants exceeded the outreach area population in terms of Limited English
Proficiency. Approximately 4.6% of survey participants speak English less than very well.
Of the 5808 participants that identified the primary language that they spoke at home, 13
participants speak Spanish and 4 speak Marshallese. Additional outreach to community-
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based organizations serving immigrants, English as a Second Language individuals,
refugees, and other non-native English speakers would help reach more individuals with
limited English proficiency.
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Appendix A — Communications Analytics

Social Media

Avista posted notices on Facebook and Twitter. Analytics for these notices are shown
below.

Platform Date People Engagements Comments
Reached

Facebook | October 6, 2022 1,655 36 1

Facebook | October 12, 2022 1,390 37 0

Twitter October 6, 2022 205 6

Examples of the posts are shown below:
Avista Utilities

Awnista )
October 6 - @

We're on a mission to better understand how to communicate with our customers. Take our short
survey to offer your input on past experiences with Avista. Visit:

A
Ly .

é We need your input! AlvisTa
=

1 Comment

(J) Comment > Share v
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Avista Utilities

Awnista

October 12 at 2:12 PM - @&

How satisfied or dissatisfied are you with how Avista shares information with you? Take our short
survey to let us know:

SURVEY.ZOHOPUBLIC.COM
Avista Communication Preferences Survey
Your response would be greatly appreciated.

() Comment

We’re on a mission to better understand how to communicate with our
customers. Take our short survey to offer your input on past experiences
with Avista. Visit: tinyurl.com/AUengage

6.

New follo 3 Profile visits G

o) o)

Link clicks G

3

Email Blast

On October 10, 2022, Avista sent an email blast out, which was delivered to 319,753
Washington customers. The email had a 40.342% open rate, totaling 128,996 unique
opens. Of those that opened the email, 10,161 unique individuals clicked on a link to the
survey or website. A copy of the email is pictured below.
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ol We need your input! LwisTa

Dear Customer,

We want to know how to engage you and other Avista customers more equitably in future
programs and initiatives.

We invite 1311_1 to take our online survey by November 4th to provide your
is

feedback. survey should take about 3 minutes to complete. It will ask %ou about your
past experiences with Avista and how you would like to be communicated with in the re.

Take the Survey

Learn more about how this initiative aligns with our Clean Energy Implementation Plan
(CEIP) by visiting our website or by selecting the button helow.

Sincerely,
Avista
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Estimado cliente,

Cueremos saber como involucrare a usted v a otros clientes de Avista de manera mas
equitativa en futuros programas e iniciativas.

Le invitamos a responder nuestra encuesta en linea antes del 4 de Noviembre y
compartir sus comentarios. Esta encuesta debe tomar alrededor de tres minutos. Se le
preguntara sobre sus experiencias pasadas con Avista y como le gustaria que se
comunigquen con usted en el futuro.

Responder la Encuesta

Obtenga mas informacion sobre como esta iniciativa se alinea con nuestro Plan de
Implementacion de Energia Limpia (CEIP) visitando nuestro sitio welb.

Mas Informacion

Atentamente,

Avista

ask@@myavista.com | myavista.com/connect | 800-227-8187

NoOoDo@

This email was sent toc %%Emailaddri:
manage preferences | unsubscribe
Awista Litilities, 1411 E Mission Ave, Spokane, WA, BE202

privacy policy | 2022 Avista Utilities
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|. Introduction

Avista is seeking to equitably engage its customer base as part of the Clean Energy
Implementation Plan (CEIP) and other future initiatives. As part of these efforts, Avista
hired a consultant team, Public Participation Partners, to evaluate their current
engagement practices and develop a Public Participation Plan.

This Public Participation Plan outlines a standard, equitable process for engaging Avista
customers and stakeholders in the future. This Plan also identifies and provides strategies
for removing barriers such as language, cultural, transportation, or economic barriers,
especially for the Named Communities (or communities who are highly impacted or
vulnerable as defined by the Clean Energy Transformation Act (CETA)).

How to Use This Plan

This guidebook offers a shared framework for defining engagement, tips on how and
when to engage customers and other community stakeholders, and guidelines for
promoting mutually beneficial engagement with communities and community partners. It
contains resources for the design, planning, review, and evaluation of community
engagement efforts.

Throughout this Plan, customer and community engagement are used interchangeably,
as the majority of Avista community engagement will take place with its customers rather
than the general public. Where appropriate, topics address specifically engaging
stakeholder groups and building relationships with these groups.

“The engagement professional’s role is often to identify
barriers to participation and help people to overcome them.
Professionals face increasing responsibility to make it
easier for the public to become engaged and stay engaged
in a way that is meaningful and convenient for them.”

(Source: Planning for Effective Public Participation, Foundations in Public
Engagement, IAP2 International Federation 2016, p.21)
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What is Engagement

Customer engagement is a critical tool for building trust between customers and Avista.
Community engagement is a continual process that involves residents’ problem solving
or decision-making and uses their input to make sustainable decisions that affect their
overall quality of life. It is a two-way dialogue between Avista and its customers that is
continued throughout individual projects like Clean Energy initiatives and ongoing
educational outreach.

All meaningful engagement is rooted in trust and requires time and resources. With that
said, there is a spectrum of engagement ranging from outreach efforts to inform
customers, to deep engagement efforts aimed at empowering community members to
make decisions.
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What Engagement is Not

Community engagement should not be confused with customer service. Whereas
customer service involves daily interactions with residents, public information in the form
of online records, and general programming where staff interact with the community,
engagement is a process that involves individuals in decisions that impact their
communities. Customer service plays an important part in building trust with the
community but is not a part of a structured and well-planned community engagement
process.

Why it is Important

Community engagement can lead to well-informed decisions when decision-makers have
complete information provided by their customers. Such information includes community
knowledge, values, perspectives, needs, and preferences.

Decisions that incorporate the perspectives and expertise of all stakeholders are more
achievable and sustainable because they consider the needs and interests of all
participants, including vulnerable and marginalized populations (e.g., those residing in
Named Communities). In addition, community engagement helps customers better
understand key initiatives and the impacts they will have on them as consumers and their
communities. Involving customers throughout every stage of an initiative or project can
increase their trust in the process and their investment in the outcomes.

Community engagement fulfills Avista’s commitment to making publicly-informed and
equitable decisions. By defining goals, identifying the needs of their customers, and
determining the best ways to reach their key audiences, Avista staff ensure that their
customers have opportunities to participate in the decision-making process and that the
decisions made reflect their needs and preferences.
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Il. Planning for Engagement

Introduction

Community engagement planning is the process by which staff determine if a customer
outreach process is needed for a particular project or initiative, when and how to include
customers in project decisions, and what methods to use to involve customers in the
project development process. ldeally, community engagement planning should begin at
the concept and initiation stage of a project or initiative. This will ensure that adequate
staff time and financial resources are allocated to support the desired engagement
process. Planning for engagement helps staff to focus outreach efforts by outlining a clear
plan of action for conducting engagement at each point of the process.

Planning for Engagement Helps To:
Define engagement goals
Identify the community’s needs
Determine key audiences
Develop a method for measuring success
Ensure that a customer patrticipation process:
o is needed
o fits the context of the project
o is based on a clear understanding of the challenge or problem

What Is A Community Engagement Plan?

A community engagement plan (CEP) should be developed as the end product of the
engagement planning process. An engagement plan outlines the process of involving
customers and stakeholders in a decision-making process. It describes engagement
goals and objectives, identifies key stakeholders, and outlines specific approaches and
tools used to accomplish those goals.

How Should a Community Engagement Plan Be Used?

The engagement plan should be used to guide the implementation of community
engagement activities for all stages of the decision-making process that require customer
input. It should be employed throughout the process to keep outreach activities consistent
with engagement goals.

It is important to develop the community engagement process based on the needs of the
community, not the convenience of the project team or company. This includes the
selection of communication strategies and engagement activities outlined in the plan.
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A Community Engagement Plan (CEP) should be developed for processes such as the
Clean Energy Implementation Plan, disaster relief efforts, and other multi-phase initiatives
that require community input. These types of processes require an overarching plan to
help guide engagement efforts and gather input for decision-making. The CEP will provide
a foundation to the engagement process and will serve as a blueprint throughout the
initiative or study.

A condensed version of the CEP should be developed for smaller outreach and
educational opportunities, such as fairs, popups, and mobile truck tours. These types of
events still need planning for identifying target audiences (starting with a demographic
profile) to determine appropriate locations, advertising methods, language needs, etc.
They should also include some event logistics (what resources are needed) and a data
collection method like an exit survey that includes voluntary demographic questions, a
project updates subscription, and questions about the effectiveness of the information
provided.
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How to Create a CEP

At minimum, a Community Engagement Plan should contain the following components:

Project Overview and Timeline
Engagement Goals and Objectives
Community Demographics
Target Audiences
Community Outreach Plan
e Meeting Methods
e Data Collection Methods
e Communication Plan
e Communication Methods
e Communication of Results
e Success Measures

The following steps will guide you through
the process of developing an effective
engagement plan report. Use the
Community Engagement Plan Checklist in
Appendix A to help you plan for your next
project.

Provide clear guidance to document
and measure the effectiveness of
engagement strategies that can
provide insight for future projects.
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Step 1: Defining the Decision Process

All projects and initiatives require companies to make decisions that will affect their
customers. Community engagement provides the opportunity to involve customers in this
process. For this to be successful, community engagement must follow a logical and
transparent process that allows the public to understand how and why the decisions were
made, as well as the impact of any input they provided. Companies can lose public trust
by not involving key stakeholders in the decision-making process, or by waiting until
decisions are already made before soliciting feedback.

Why is it Important?
It is important for Avista staff tasked with community engagement to understand the
project’s decision-making process so that they can plan their community engagement
plans accordingly. Without a clear understanding of what type of decisions will be made,
how they will be made, and when they will be made, it is difficult to determine when and
how to include customers.

How to Define a Project Decision Process
The following steps will help you to define the decision process for your project or
initiative.

Step A: Define the Purpose for the Project

It is important to clearly define the desired outcomes prior to developing a community
engagement plan. Answers to the following questions will help you determine the purpose
of your project:

e What is the problem to be solved or the decision to be made?
e What is the company’s position on the project?
e What types of actions are being considered?

Step B: Define the Decision

It is important to clearly define the necessary decisions to accomplish the desired
outcomes. This can help determine if community engagement is necessary based on the
information needed from customers to make decisions. If no tangible project decisions
are expected or if information isn’t needed from customers, then community engagement
isn’t necessary. Answers to the following question will help you to define project decisions:

What are the boundaries around what'’s on the table for customers to influence?
Which specific decisions are open for customers to influence?
o Which decisions have already been made?
o Which decisions are not open for customers to influence?
Who will make the final decision?
What information will be used to make the decision?
How will decisions be made?
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e How will we communicate all of the above to participants at the start of
engagement?

Step C: Define the Project Parameters

It is important to identify what can and cannot be achieved by the project. This information
helps staff to better understand when to seek customer feedback and what information
customers need in order to provide educated feedback. The following project information
must be clearly understood to define the project parameters.

e What is the scope of the project? What specifically needs to be achieved, in what
timeframe and what activities, tasks, and deliverables are needed to accomplish
it?

e What are the constraints? What cannot be achieved, and what is the source of
these constraints (e.g., budget, regulations, time, etc.)

Step D: Define the Customers’ Role

Once project decisions are defined, it is important to determine when and how customer
feedback can best contribute to the process so that customers aren’t being asked for input
on things that they cannot influence.

If it is determined that customers cannot influence the decisions or that their input will not
inform decision making, their feedback should not be sought. Instead, it might be more
appropriate to share information with the customers through communication methods.
Answers to the following questions must be clearly understood to determine the
customers’ role in the process.

e What are the needs of each stakeholder group (including staff, customers, and
community organizations)?

e How are we inviting and sharing the various needs and desires of different
stakeholders/customers?

Step E: Determine How Decisions Will Be Communicated

It is important to inform customers about how project decisions are made and the
outcomes of those decisions, whether they were included in the process or not. A clear
statement of how the following information will be communicated to the customers and
stakeholders should be included in the community engagement plan.

e How will decisions made at each level be communicated to stakeholders, the
affected community, and the general customer base?
e How are we communicating the practical limitations of any potential outcomes?

Use the Decision Process Checklist in Appendix B to define the purpose, decision,
parameters, and community's role in the engagement process.
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Step 2: Developing Engagement Goals

The second step in the community engagement planning process is to identify the
community engagement goals and objectives for the project.

Why is it Important?

Engagement goals help staff to ensure that the community engagement process is
incorporated into the decision-making process. Outreach goals also make it easier for
staff to select the appropriate engagement tools and techniques and develop success
measures to evaluate the effectiveness of the engagement process.

How to Develop Engagement Goals

To develop engagement goals for the project, staff should first determine what they hope
to achieve with community engagement. Do they want to learn about customers’
communications preferences? Do they need specific feedback on how to increase
adherence to energy-saving efforts? Knowing what needs to be achieved can help in the
development of engagement goals that will help get the desired results.

Next, consider what regulations, guidelines, and equity policies must be followed in the
engagement process, as well as best practices that should be followed even if not
required.

Consider the resources at hand for the project’'s engagement efforts. This can include the
project’s budget, scope of work, staffing availability, or other time- and funding-limited
resources. Knowing the limits of project resources will help to create realistic engagement
goals.

To ensure that engagement goals are clear and reachable, each should be developed
using the SMART goal criteria:

e Specific: State what will be done, expected outcome, and those involved.
e Measurable: Define outcomes that can be measured and documented.

e Achievable: Ensure that expectations are realistic based on the known constraints
(e.g., time, money, staffing, community capacity, etc.).

e Relevant: Determine if outcomes of meeting the objectives will support the overall
community engagement goal and level on the International Association for Public
Participation (IAP2) Spectrum (see Appendix C).

e Time Sensitive: Set expectations for when objectives will be achieved.

Based on these considerations, staff can develop engagement goals for the project, which
will help identify engagement methods and tools later in the planning process. Utilize the
SMART Goals Worksheet in Appendix D to craft engagement goals for your project.
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Step 3: Identifying Customers and Stakeholders

The identification of customers and potential stakeholders is an important step to making
sure outreach efforts are effective, representative, and equitable. The first step in
identifying the appropriate customers to engage is to determine either who will be directly
or indirectly impacted by the outcomes of the decision or project, or which customers
need to be most informed of. This can be done by compiling and analyzing demographic
data on project area residents from the U.S. Census Bureau and interviewing community
leaders to identify stakeholder issues.

Creating a Customer Demographic Profile

A thorough analysis of the social and economic characteristics of a project area will help
throughout the rest of the community engagement planning process. It provides critical
information to help staff better understand their audience and what barriers to
engagement they may face. Understanding the diversity of a community can help staff
determine the best and most productive methods for engaging its residents. Overall, this
will create a more inclusive and equitable engagement plan.

Step A: Identify Customers Geographic Location

Where within the Avista service area are the customers that need to be reached located?
Some projects may have a clearly defined geographic location like a town or community
experiencing a natural disaster. For these projects, identify the specific geographic
boundaries (city/towns, county, zip codes, etc.) to determine the outreach area that will
be targeted for engagement activities.

Other outreach activities may target a broader audience like all electric customers or
customers of a particular demographic like vulnerable populations. For these activities,
seek guidance from the Avista coverage area maps and Named Communities maps to
help identify the appropriate geographic boundaries to create an outreach area (see
Appendix M).

Step B: Review Census Data

Locate the most recent Census Data using existing Avista customer demographic data
resources, or American Community Survey 5-year Estimates for the outreach area. Use
the Demographic Tables in Appendix N to research community demographics by Census
Tracts (CT). Next, identify the Census Tracts that encompass the outreach area to collect
the following data:

Race, including Hispanic or Latino Origin by Race
Poverty Level

Median Household Income

Zero Car Households

Limited English Proficiency
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Disability Status

Age

Educational Attainment
Housing Tenure

Do not include block groups with no residents.

Step C: Recognize Hard-To-Reach Populations
Document notable presences of people of color, low income, or limited English
proficiency, as well as disabled, youth, senior, and renter populations.

Remember to think about inclusivity and equity when analyzing project area
demographics.

e Have we collected demographic data to ensure that we were able to engage in a
way that is equitable and inclusive?

e How will we ensure that we connect with communities who could be adversely
affected by the decision at hand?

e Have we sought multiple perspectives on the history of the issue we wish to
engage about—particularly from communities that have been historically excluded
from decision-making?

Step D: Conduct Additional Methods of Data Collection and Analysis

Consult with other Avista staff familiar with the area, examine satellite imagery for
community resources that cater to certain groups (ex: BIPOC businesses or religious
organizations, colleges, senior centers, etc.), consult with community leaders, and use
other sources to identify groups that are too small to be noted at the Census geography
level. Some groups, such as undocumented immigrants, may not be incorporated into
Census data, but should still be targeted in outreach efforts so they have opportunities to
participate.

Writing the Engagement Plan: Outreach Area Demographics

The community engagement plan should contain an Outreach Area Demographics
section that includes the demographic profile. This section should include a summary of
the:

Total population for the block groups that contain the project area
Racial and ethnic demographics

Median annual household income

Percentage of project area population living below the poverty line
Percent of residents who speak a non-English language

Any other notable demographic considerations for the outreach area
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How To Use the Demographic Profile Data

Using this demographic profile will bring a better understanding of who makes up the
communities within the project area, how to reach them, and how to develop outreach
methods that will include them to the fullest extent possible and the resources needed to
do so.

Furthermore, having demographic data will provide metrics to compare to when
evaluating the success of outreach methods. Staff can compare the demographic profile
of the project area with the demographic profile of meeting attendees and survey takers
through voluntary demographic surveys to determine if those engaged are representative
of the population.

The demographic data should not be used to
exclude certain groups from outreach efforts, nor
should the data be ignored altogether.
Demographic data should not be paired with

How to Use Demographic

+ Figure out who - Use it to exclude personally identifiable information; it should only
dience i rtai . .
T SSre STOERS serve to provide an understanding of the groups
= Tailor your - lIgnore it . . ]
approach toreach . Agtribute it to of people who live in the project area, not the
d a . P . e . .. . .
esidente specificindividuals | specific individuals who reside in the area.
« Assess
engagement For more examples on how to use demographic
« Develop targeted
o data to develop outreach meth(?ds, please see
the Chart 1: Demographic Profile Engagement

Considerations.
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Chart 1: Considerations for Named Communities
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Creating a Stakeholder Profile

Stakeholders are typically individuals, groups, or communities who have a vested interest
in or are affected by the outcome of a project or decision due to their relationship with the
community. Stakeholders can also be great resources in reaching named communities
and other hard to reach customers.

Once an outreach area has been defined and a customer profile has been developed
through demographic data analysis, answer the following questions to create a profile for
each stakeholder group.

Are there specific communities that will be impacted/affected by decisions?

Are there specific customers that need to be educated or informed of Avista
resources or initiatives?

Are people already organized?

Who is typically not involved in the process and why have they been excluded?
What steps will be taken to ensure the inclusion of impacted communities that have
not historically been involved in the process?

What is the issue?

What is the level of concern among stakeholders?

Where is the stakeholder located in relation to the project?

Are there any language barriers?

Is education on a particular topic necessary?
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Ve ~N Identify key groups in your study

Consider the history of the issue/ area.

problem/challenge:

+ How will different stakeholders Stakeholder groups may vary based on

understand the history of the issue/ the study area, but common groups
problem/challenge about which we include property owners, businesses,
are seeking their feedback? government agencies, elected officials,
. Ho‘félhaf; t:e"h's"oﬁ_’ of th‘;-‘ ';‘-"UE" interest groups, minority groups, faith-
probiemichallenge impacie based organizations, schools, renters,
community perceptions of the -
decision we are currently making? youth, seniors, and more. At least some of
» What history and context do these stakeholder groups will be present
community members need to share in almost every study area and knowing
with staff in order to effectively the members of these groups is a good

collaborate in decision-making
around this issue? What history and

context does staff need to share with .
the community in order to support Compiling a central database of

effective engagement? stakeholder contact information will help

. _/ Auvista throughout its various engagement

processes. This database should be

accessible to all Avista staff who are conducting outreach and engagement. It may be

helpful to utilize a mapping system, such as ArcGIS, to map categorized contacts and

allow for staff to efficiently determine stakeholders within the geographic region they are
trying to reach.

place to start in stakeholder outreach.

Reach out to ambassadors for stakeholder groups.

Some demographic groups may be hard to contact fully due to size or communication
barriers, so it's important to conduct outreach to “ambassadors” or representatives for
these groups to assist with distributing materials or to spread the word. Look for these
ambassadors as community leaders, gatekeepers, and community organizations that
have standing relationships within a community. They’re often found in church or faith-
based organizations, homeowner associations, resident groups, local organizations, non-
profits, schools, and senior, service, cultural, or parent groups in the area. Building a
relationship with these representatives will assist with reaching a larger group.

Ask current contacts for outreach suggestions.

Avista may already have an established relationship with some stakeholders in a
community, either through current initiatives or previous work. It is a good idea to ask
these stakeholders, such as the Equity Advisory Group, if they have any suggestions of
other groups in the study area to reach out to. These groups may know additional contacts
that would be interested in or impacted by a project that you did not know of.
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Further, you can also ask current stakeholder contacts about the best method for
outreach for their group and other similar groups. As you add more stakeholders to your
list, make an effort to get in touch with them and ask about meeting and communication
preferences. Instead of playing a guessing game for which method will work best for
certain groups, ask the group which methods they prefer. This not only shows that you
value that stakeholder group’s input by asking their preferences, but also allows you to
reach them more effectively throughout engagement opportunities.

There are three types of stakeholders: primary, secondary, and tertiary.

Primary stakeholders are directly impacted by a project or decision.

Secondary stakeholders are indirectly impacted by a project or decision.
Tertiary stakeholders are not directly or indirectly impacted by a project or
decision, but they may have an interest in the project.

A majority of engagement efforts should be concentrated on those that are impacted by
a project decision, as they should be the most involved in the process. However, all
stakeholders within an outreach area should be contacted if possible and Avista should
make reasonable efforts to gain as much representative data for the outreach area as
possible.

Without stakeholders to reach out to, and without reaching them effectively, your project
could potentially lack both quality and quantity of data, and decisions will not represent
the preferences of the community.

Building Stakeholder Relationships

One should not reach out to stakeholders simply to get input from them for a project, but
rather should work towards building a lasting relationship with these groups. This should
be a mutually beneficial relationship, in which Avista continuously informs, involves, and
empowers these stakeholder groups. Remain in contact with these groups and continue
to build long-term relationships.

Some effective ways of building relationships with community-based organizations
include:

e Providing printed educational materials on energy efficiency tips and bill assistance
programs on a semi-regular basis

e Providing printing program and initiative information and applications in the
languages of their communities

e Designing materials with their community in mind, including asking for feedback
from the organizations, translating materials, and adding images that show the
diversity of their community
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Conducting meetings to share information with their communities through existing
organization events and pop-ups at their location

Incentivizing participation through weatherization incentives, energy efficient light
bulb giveaways, etc.

Keeping community-based organizations in the loop with update emails and by
sharing new communication materials such as videos that are ready for distribution
to their members

Providing opportunities for community partners to share insights and suggestions
on programs, initiatives, and community outreach efforts
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Step 4: Selecting the Customer’s Level of Participation

The next step in developing a community engagement plan is to select the level of
participation for each stakeholder group identified in Step 3, based on the decision
process defined in Step 1 and the engagement goals outlined in Step 2.

Stakeholder roles will vary based on the project and the type of decisions being made.
For example, a controversial project may require collaboration with customers at each
stage of the decision-making process. Conversely, a project update may only require
communicating to customers or asking for their feedback on next steps.

Each level of participation and the accompanying goal on the spectrum suggests that a
commitment is being made to customers and that Avista promises to take the identified
action that will achieve the participation goal.

It is necessary to identify the role of customers and the level of participation in the project
or initiative development process to determine what type of engagement is needed to
reach decisions.

How does this differ from the customer’s role in the decision-making process?

The project decision definition process helps staff to determine if, when, and how
customers can best contribute to project decisions. The level of customer and stakeholder
participation identifies how staff will include customers in making project decisions.

Using the Level of Participation Spectrum

Use the IAP2 Spectrum of Participation (see below or Appendix C) to select the level of
participation that best describes the goal for including each major stakeholder group that
you identified in Step 3 and document it in the Target Audiences section of your
engagement plan. Then, select the outreach and communication tools that best match
the selected level of participation.
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Writing the Engagement Plan: Level of Participation

The community engagement plan should contain a Community Outreach Plan section
that details the outreach that will be conducted throughout the project process. An
introduction to this section should list the level of participation for customers and any other
group. For instance, customers may be able to participate at the level of Involve, while a
stakeholder advisory group may be able to contribute at the Collaborate level.
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Step 5: Selecting Engagement Activities

There is no one-size-fits-all approach when it comes to community engagement. A range
of activities are necessary to reach stakeholders, engage the people most critical to the
project, and motivate those people to participate.

When considering which engagement type to choose, keep in mind the following
guestions:

Can | use this technique given the resources that | have?

Can we collect the required information and outputs to satisfy the objectives of the
process and make the necessary decisions?

Can we build productive relationships using this technique?

What level of community engagement is preferred (or required)?

What community engagement techniques best suit the customers’ skill levels?
What techniques are applicable given the available resources?

What needs to be completed to satisfy regulations?

What techniques will achieve the engagement goals and objectives?

Meeting Methods
Meetings can be useful to share information, provide opportunities for participation, and
to educate customers about projects or initiatives. They can be used for either large or
small groups of customers, depending on the type of project being explored or the
decision being made.

Outlining meeting methods before a project is underway will help ensure that meetings
have a purpose in the decision-making process and are only conducted when they are
necessary. Being strategic with community meetings will help prevent participant fatigue,
ensure that resources are not wasted on unnecessary meetings, and that you have ample
time to plan for necessary ones.

Meeting methods should be chosen based on:

What level of participation is needed from customers

What information needs to be conveyed to customers and other stakeholders at
each decision-making point

What the engagement goals are for the project

Customer preferences for engagement

The Survey of Preferences with 7,406 Avista customers revealed that the majority of
respondents preferred other means of communication (e.g., email) over meetings and
events as a way to learn about Avista programs and initiatives. When asked about
meetings specifically, 60% of respondents would not consider attending or were not sure
if they would attend an Avista event or meeting. For those who would consider attending
an event, they preferred in-person events to virtual events. If it is necessary to conduct
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in-person or virtual meetings for regulatory purposes or due to other circumstances (e.g.,
natural disaster outreach), then consider the following best practices for planning and

preparing for community meetings.

Formal and Informal Meetings

Formal meetings are typically more
structured and set in formal locations.
Formal community meetings include

hearings, workshops, open houses, small
group meetings, focus groups, and virtual
meetings. The type of formal meeting to use
will depend on project goals. A kickoff
meeting to introduce the project or initiative
may best fit in the form of a community
meeting with a presentation and Q&A. Small
group meetings may work best when you
want to understand the needs or
perspectives of a particular group.

Informal meetings are generally less
structured and take place in more relaxed
settings. The informal nature of these
meetings works as a supplement to more
formal means of engagement. For example,
a pop-up at a local event may be a great way
to increase awareness about a formal
community meeting happening soon.
Informal meetings also provide a convenient
way to provide project information while
meeting people where they already are.

Meeting

Methods

Public Meetings/
Hearings

Workshops

Open
Houses

Small Group
Meetings

Charrettes

Focus
Groups

Virtual Meetings
Pop-up
Qutreach

Community
Tours

Community
Conversations
Meeting in

a Box

Writing the Engagement Plan: Meeting Methods
The Engagement Methods section of the engagement plan should include the chosen
meetings that facilitate the designated level of participation.

Each meeting should be explained in this section, including:

&
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When the meeting will be held in relation to the scoped timeline of the project.
The purpose of the meeting (e.g., to discuss emergency preparedness).

What formats will be used (e.qg., in person, virtual, mixed methods).
What materials will be used at each meeting (e.g., handouts, surveys, etc.)
What staff will be needed to conduct the meeting.
How the stakeholders will be notified about the meeting.
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If each meeting will use a different data collection method, the description should also
include:

How feedback will be collected.

How any input gathered during the meeting will be used in decision-making.

How information and comments will be organized and distributed back to
customers.

Use the Meeting Methods Chart in Appendix E to help determine which methods will work
best for each phase of a project. Consider when the method is best used, the pros and
cons, and the resources required to effectively execute each method. Also consider how
accessible the meeting method is to those without technological access or skill, or to
those who have mobility issues or other physical impairments.

Data Collection Methods

There are various methods for collecting input data from groups and individuals. In order
to collect feedback from a diverse group of customers, it may be necessary to use a
combination of techniques, including face-to-face, written, and online feedback.

What type of data is needed?
In order to select the right method of data collection, you must consider the information
you want to collect, at what point in the decision-making process it is needed and the
timeframe in which it is needed.

Step A: Determine what information is needed

Based on the selected level of participation, identify which aspects of the decision that
customers can influence. For example, if the chosen level of participation asks
stakeholders to react to a predetermined option, it is unproductive to structure the input
approach to ask them to offer solutions. When determining the type of information
needed, do not ask the customers and stakeholders to make decisions that are outside
of their authority or level of understanding.

Step B: Determine when the information is needed

It is always important to involve customers early on and throughout the decision-making
process; however, it is necessary to know when to seek input and when to make the
necessary decision. Based on the selected level of participation and level of customer
influence, determine at which points in the decision-making process that stakeholders
can most meaningfully contribute.

Use the proposed project timeline to determine the time frame during which community
input is most useful.
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Step C: Identify which data collection methods fit the context
Different techniques are needed at different
points in the decision-making process. For | Data & o o
example, data collection methods that are best | Collection W 0

used to better understand customer experiences Methods @@@

may not be effective in collecting data about their Card Storming ..
current energy-related behaviors and - _
i i Deliberative Polling .

preferences. And not all techniques will be Process
useful in collecting data from all stakeholders. Nominal Group ..

X Technique
Once you have determined the type of Stugy i ..
information needed and the timeframe during " 'Tces
which you need it, identify which data collection rtervevs | [
methods will support each state of the decision- commentForms | [}

making process and will be effective based on
the targeted audience.

suvers | [N
Interactive Maps ..

Feedback can be collected through interactive
group methods or individual data collection.
Group methods include card storming,
deliberative polling, normal group technique, or study circles. These processes rely on
collaboration as a group and discussion and interaction to develop feedback.

Individual feedback can be collected through interviews, comment forms, surveys, or
interactive maps. These feedback methods rely on the solo participations of a customer
and gather individual input. Refer to Appendix F for a list of group and individual data
collection methods.

Using and Managing Customer Input

The next step in the engagement planning process is to determine how the data collected
from customers stakeholders will be used in the decision-making process, how the data
will be managed, and how results will be communicated to the customers and
stakeholders.

Step A: Based on the selected level of participation, determine and document
how input will be considered in the decision-making process.

Step B: Develop a method for compiling and managing customer and
stakeholder comments.

Prior to collecting information, create a comment management system to track and
analyze the data. Identifying a comment management system and the appropriate data
fields during the planning process will provide a consistent method for collecting data and
will simplify the data entry and analysis process.
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Step C:. Determine how and when results will be communicated with
customers and stakeholders.

Communicate to participants how their input affected the decision, a process for reporting
on the participation and feedback received and how the decision-maker will address
comments is needed. To develop an appropriate process, consider the following:

e How will participant questions be responded to? (ex. Individually in writing, FAQ
lists, etc.)

e How will the feedback loop be closed? (ex. Comment summaries, newsletters,
etc.)

Survey Ethics

I's crucial that surveys adhere to ethics to receive higher quality data. Without this
consideration, survey responses may be skewed or biased and therefore not an accurate
representation of the population’s perspective. Using an ethical approach to survey
writing ensures each participant has a fair opportunity to provide feedback without
misrepresentation. Ethical surveys help capture accurate data and make participation not
only fairer, but more worthwhile for the participant and agency.

Here are some tips to consider for writing an ethical survey. These tips are also outlined
in the Survey Development Checklist in Appendix G.

Clearly state the survey’s purpose.

A critical part in writing an ethical survey is letting the participant know what the survey is
for and how their feedback will be incorporated into the decision-making process. This
statement should not be unreasonably long but should clearly state the survey’s intent
and how the input will be used.

This is also a good time to mention confidentiality and guarantee that the respondent’s
personal information will not be shared in any summaries or reports without their
permission. You may also choose to let participants remain anonymous throughout the
survey.

Ask specific and unbiased questions.

Asking specific questions is a key part of creating relevant survey content. Specific
guestions will adhere to a particular issue you are looking for feedback on and this will
provide high-quality input that will guide project decisions. Additionally, questions that
clearly address a topic are more effective than vague questions as the survey team will
not have to infer what was meant by a particular response.

One of the hardest parts of survey writing is formulating questions that are unbiased.
However, this is also one of the most important parts of survey writing. Biased questions
skew data and produce unreliable results that cannot be used to draw accurate

Avista Clean Energy Public Participation | Public Participation Plan | 25



conclusions. The charts below provide some tips for how to write stronger questions and
what common mistakes to avoid.

Make all participation voluntary and anonymous.

Giving a respondent the option to skip any question they do not wish to answer is another
important part of ethical survey design. Sometimes, participants may not wish to share
their answer to a question due to personal reasons or simply not having an opinion on
the issue. Whatever the reasoning behind it, it's crucial to allow respondents to skip a
guestion if they do not feel comfortable. Requiring an answer may cause participants to
drop out to avoid answering, or they may provide a response that does not truly represent
their perspectives, consequently skewing results.

Participation should also be anonymous. Participants should be able to respond to any
survey or comment period without having to input any personally identifiable information.
If the project team collects any personally identifiable information, such as email
addresses for participants who would like to receive project updates, this information
should be stored separately from survey responses.

Leave the survey open for a reasonable amount of time
Decide up front how long the survey will remain open for comment and include the

deadline for participation in the survey’s description, so respondents know how long they
have to respond. The length will vary based on the project. It's best to leave it open for
enough time for people to hear about the survey and take it, but not so long that the
project is moving on and the survey is still collecting old data.

Leaving a survey open for an extended period of time expands access to the survey and
allows for those that are interested to have ample time to participate. It also gives the
company the chance to continue outreach and push for more people to take the survey,
increasing participation throughout the life of the survey. With shorter time spans to take
surveys, some may hear about it too late into the process and feel they do not have
enough time to respond.

Give the option for paper responses.

Some prefer to answer surveys on hard copies rather than online. Provide ample
opportunities for those that prefer this method to participate via printable surveys through
emails, in-person meetings, and mailed copies of the paper survey for participants to take
and mail back if requested. If using a method other than emailing to receive surveys back,
be sure to include return postage so it doesn’t cause an undue burden on those that prefer
paper to online.

Providing alternatives to internet participation removes barriers to involvement that may
stem from lack of Wi-Fi or technology access. This allows for more representative
outreach, as opposed to a strictly online survey which may exclude some in a community.

Avista Clean Energy Public Participation | Public Participation Plan | 26



Comment Cards for Pop-Up Events

Pop-up events and fairs have been a very successful way for Avista to reach their
customers in the past. During these events, comment cards can be a great way of
collecting feedback from participants. When developing comment cards, consider
including the following:

Questions that align with a longer survey to allow for ease of data analysis
Voluntary demographic questions (see Appendix G) to better understand who you
reached during the event

e A question about the effectiveness of the educational materials provided or the
event as a whole

e A question asking them how they heard about the event, if the event was
advertised ahead of time

e A way to sign up for program or initiative updates, if applicable

Always analyze your comment card questions for how they will be interpreted by the
participant. For instance, if you are conducting multiple pop-up events throughout the
region and want to know the best method of outreach for each community, remember to
include a space for a zip code. When you begin analyzing your comment cards, you want
to have all the information you need to understand the context and meaning behind the
results.

Writing the Engagement Plan: Data Collection Methods

Data collection methods should be included as a part of the Data Collection Methods
section of the plan. The following information should be detailed:

What data collection method will be used

How comments will be collected (e.g., by online survey, note taking, email, etc.)
How comments will be used (e.g., to inform the bill assistance program)

How comments will be documented and relayed back to stakeholders

If only online methods of engagement are proposed for the project, this section should
also include considerations for those without technological access or skill. This could
include collecting comments by phone or email.

Use the Data Collection Methods Chart in Appendix F to help determine which methods
will work best for each phase of a project. Consider when the method is best used, the
pros and cons of each method, and the resources required to execute that method.
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Step 6: Selecting Communication Methods

The success of a project or engagement effort is directly influenced by successful
implementation of communication strategies. From a project perspective, if customers
and stakeholders are not effectively reached, the project will lack the input needed to
make decisions that best represent the community. And for information sharing initiatives,
if customers and stakeholders are not effectively reached, then outreach efforts will be
unsuccessful. Communication tools work to provide community members with the
necessary information on projects, initiatives and resources, and how to participate in a
meaningful way.

A communications strategy should incorporate multiple forms of communication methods,
from working to raise awareness and educate customers about a project to sharing
information about how to actively participate. The type of communication methods used
will depend on the audience and the message being conveyed. Regardless of the method
of communication, messaging should be consistent to help create a more reliable and
trusting relationship between Avista and its customers.

There are two primary techniques for sharing information for a community engagement
process: awareness campaigns and information/education programs. Both of these
methods have their own distinct purposes but can also be used together to create a
cohesive communication strategy.

Awareness Campaigns
Level of Participation: Inform

Awareness campaigns are conducted to make people aware of an upcoming opportunity
to be involved in an engagement process or announce a decision or action. Awareness
campaigns focus on getting people’s attention through limited information. They are best
used to announce the launch of a project or notify residents of an upcoming meeting or
survey, upcoming program or initiative, or a final decision (ex: plan recommendations).

Awareness Campaign Tools:

Social media posts
Press releases
Direct mailers
Door hangers
Flyers

Emails
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Education Programs
Level of Participation: Inform

Education programs are conducted to provide
customers with an understanding of a particular
topic, often prior to solicitation of comments or
participation. Education programs are best used for
things such as updates to Avista programs and
offerings, general information on energy efficiency,
and disaster preparedness.

Education Program Tools:

Websites
Videos

Fact sheets
Blogs
Newsletters

Communicating with Avista Customers

In Fall 2022, a survey of preferences was conducted with 7,406 Avista customers. The
results of this survey showed that most respondents:

Prefer getting information via email

Want updates on payment assistance or changes in utility rates via bill inserts
Prefer text alerts for service disruptions and resource assistance after natural
disasters

The majority of respondents (72%) indicated that they did not want to receive information
through social media channels. However, most respondents were from older age groups.
Social media should still be considered when outreaching to younger customers.

Communicating with Diverse Groups

Effective communication strategies consider the diversity of the audiences that they
attempt to reach. To ensure that your message reaches and is received by all members
of the community, it is necessary to use multiple communication tools and channels that
are tailored to diverse residents. Consider using the following methods and strategies to
reach each identified group:
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Communication Method - e Senior  Youth
Groups

Using minority media sources (newspapers, radio \/

and television stations) to distribute information

Using traditional media sources (newspapers,
radio, and television stations) to distribute v/
information

Limiting the use of technical jargon and use simple
language and graphics that are clear and easy to
understand

Providing materials and notices in languages that
are most common to the outreach area

Providing printed materials and surveys
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Using photos that are representative of the
targeted groups in materials

Asking schools, local businesses, faith-based and
community organizations to distribute notices,
surveys and newsletiers

RN
<

Using direct mailers or door hangers

Placing placards and digital advertising inside
buses

Using short videos and social media to convey ‘/’
information

Using large font and clear graphics in all materials \/

ANANE NI NIANEN A NERN
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When preparing any type of communications, it is important to consider the following:

The level of complexity of the information and how the audience will receive it
The literacy levels of the intended audience

The audience’s access to technology in terms of both logistics and skill

How to communicate the information in a way that works best for the audience
The different meaning of words in different communities

Gender-specific protocols and sensitivities

Presenting all information in a transparent way (honest, factual, easy to
understand)

Using multiple tools to deliver the information

Cultural sensitivity and language needs

Use varying outreach methods for various groups.

Different customer and stakeholder groups will have different levels of impact and interest
within a project. Thus, they will require different methods of engagement and different
levels of effort in contacting them. Engagement is not a one-size-fits-all, and outreach
must be tailored to different groups to be most effective. While one meeting type or
communication method may be effective for one group, it may not effectively reach
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another. Therefore, one must adapt their approach depending on the group being
contacted.

One of the best ways to ensure that materials meet the needs of their intended audience
is to ask. Prior to distributing any materials, it is useful to share them with community-
based organization representatives and other trusted stakeholders, such as the Equity
Advisory Group, to gather input on how effective the materials are. This can be especially
useful when dealing with complex concepts to make sure that the information is
understandable to all.

To increase accessibility, communications should be translated into other languages as
needed by the target audience. These language needs should be identified during the
demographic analysis done through the engagement planning process and can be
expanded upon by asking community partners for language needs. For communications
distributed to all customers, use the most recent Avista Annual Language Trends data to
identify the customer language needs. In FY2022, the top five most requested languages
were Spanish, Russian, Arabic, Mandarin and Marshallese.

Other accessibility considerations for the visual design of communications for the visually
impaired can be found in Appendix H.

Readability

Having easy-to-understand project materials is one of the most important parts of
reaching and engaging your project’s stakeholders. Taking the time to make your
materials readable (and therefore more accessible) helps customers and stakeholders
understand your message and get involved.

1. Avoid Passive Voice

Passive voice occurs when the action of a sentence becomes the focus, rather than the
person or thing performing the action. This often occurs in technical texts where
sometimes the action is more important than the subject receiving it. However, many
times, it's not necessary and can make your text harder to read.

Example of passive voice: The meeting and comment summary will be developed after
the workshop.

How to fix it: Avista will develop the meeting and comment summary after the workshop.

2. Get to the Point

When paragraphs are long, eyes start to glaze over and skim for the highlights. Take the
time to evaluate what is necessary and what is fluff. Once you find it, take out the fluff and
focus on the information that matters most to your customers.
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3. Reduce Long Sentences
The longer the sentence, the harder it is to read. Break up long sentences to make your
paragraph more readable.

Example of a long sentence: The purpose of this meeting is to give background
information on the project, provide a status update, and gather input from customers on
their preferences for the new pilot program and website features.

How to fix it: The meeting will provide project background information and a status
update. We'll also gather customer and stakeholder input on the new pilot program and
website features.

4. Use Headings and Bullet Points
When you have a lot of information you need to convey, see if you can break it up into
different heading sections or bullet points. Headings and bullet points:

e Break up different ideas into easier chunks
e Allow readers to capture the essential information quickly
e Leave white space on the page, making it easier to read

5. Explain Jargon

Sometimes jargon becomes so ingrained that it is hard to realize the words are hard for
others to understand. It is important to take the time to review materials for jargon and
use simpler terms when possible. When not possible, add in explanations or definitions
of what the technical terms mean.

You should never assume that your reader has prior knowledge of the subject matter at
hand. Imagine you are reading the materials with no experience in your field — what words
or phrases would you need explanations of? How would you describe the terms to a
middle school student?

Writing the Engagement Plan: Communication Methods

A Communication Methods section of the engagement plan will help ensure that
communications are consistent, timely, and thorough throughout a project. This section
should list every type of communication method that will be used with a description that
includes:

The purpose of the communication method

What information the communication might contain

How this method will be distributed to the customers and stakeholders
Whether the deliverable needs to be translated into another language
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Use the Communication Methods Chart in Appendix | to help determine which methods
will work best for each phase of a project. Consider when the method is best used, the
pros and cons of each method, and the resources required to execute that method. Also
consider how accessible the communication method is to those without technological
access or skill, or to those with other physical impairments.
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Step 7: Defining Success Measures

The final step in the engagement planning process is the development of success
measures. Success measures are methods used to analyze and evaluate the
effectiveness of an engagement process. Evaluation allows engagement staff to learn
from each engagement experience to improve outcomes both throughout the process
and in future engagement projects.

It is important to plan for evaluation before the community engagement process begins
so that the appropriate data needed to conduct the evaluation is collected throughout.
Once engagement begins, it is difficult to effectively determine what adjustments should
be made to improve outcomes based on what has been done without a basis for
measuring success or failure.

For example, the same voluntary demographic information should be collected during
each phase of the project. By having the same information from each phase, you can
measure if a survey is reaching a representative sample of the project area or how well
targeted outreach efforts are working.

The benefits of evaluation include:

e Demonstrates the value of engagement to all customers, stakeholders and
decision-makers, and justifies the resources spent

Provides an understanding of what works, what does not work, and why

Ensures that successes are built upon and mistakes are not repeated

Adapts an ongoing engagement process to increase its effectiveness

Captures learnings to help plan future engagement processes

Ensures that engagement processes are meeting all regulations and guidelines

Evaluation can be quantitative (e.g., the number of people involved in the process) or
gualitative (e.g., feedback from customers about whether they felt they had been listened
to). A robust evaluation process will also include input from participants in the
engagement process.

What should be evaluated?

There are two main aspects of the engagement process that should be evaluated:
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Evaluating the Engagement Process

The Process

The process is the methods and tools
uged fo implement the engagement plan.
It imvrolves examining and documenting the
project’s activities and processes.

To evaluate the process, develop methods
o assess:

* |fthe public engagement approach is
relevant and realistic for the stage of the
decision-making process

*  What information is being shared with the
public, how it is being shared, and if the
imformation is receiving the appropriate
attention

*  |fall desired stakeholders are involved,
and if not, who is missing?

* | participants represent a diversity of the
interested and impacted public, and i not,
wihio iz misging?

s |fthe sslected tools and techniques are
appropriate for the selected level of public
participation and participation goals

Other considerations include:

How much learning occurred?

|

The Results

The results are the outcomes of the
engagement process. This involves the
results’ analysis of the engagement process
in comparizon to the stated engagement
goals and objectives. Methods should
measure impacts over time.

To evaluate the results, develop methods to
835835

If the outcomes are a direct result of the
public engagement process

If the decizion was influenced by public
engagement

If the public iz satisfied with the level of
influence on the decision-making process
that they were given

If the: owverall results of the process justify
the resources spent

If the lessons leamed can be used in
future engagement processes

Did participants leave the process feeling better informed and able to participate

in future processes?

e Did the project team learn things from the participants that resulted in better

outcomes?

How to Evaluate

Step A: What is success?

Select the areas of the engagement process that are important in demonstrating the
success of an approach. Next, identify specific results for each area listed below that will
help to measure performance.

e Community engagement goals, including equity goals
e Level of customer and stakeholder involvement
e Participation objectives
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e Communication objectives
e Engagement regulations and guidelines

Step B: What will be used to measure success?

Select appropriate performance indicators that are observable (ex. changes in customer
attitude) and/ or measurable (ex. total number of participants) to identify if the desired
outcome for each area has been achieved.

Step C: How will the data be collected?

After determining what should be measured, identify how the data needed for
measurement will be collected and how it will be used to evaluate the identified
performance indicators. Example evaluation data collection tools include project team
debriefs, participant feedback forms, interviews, exit surveys.

Step D: What does the data mean and how will it be used?
Determine how the results of the measurement data will be interpreted and presented.

Evaluations should be conducted throughout the implementation process (ex: after each
outreach activity and phase, comment period midpoints) to confirm that engagement
goals are being met and that the process stays on course. This can be accomplished by
obtaining feedback from project staff and participants and using the input to adjust the
engagement process as needed.

Writing the Engagement Plan: Success Measures
The engagement plan should contain a Success Measures section. This section should
detail:

What successful engagement looks like for the project
What will be used to measure success

How data will be collected

How the data will be interpreted and used

Community Engagement Planning: Conclusion

It is important to plan for engagement to outline a clear plan for engagement practices
throughout a project’s process. The end product, a community engagement plan (CEP),
will include information such as an overview of the project, goals and objectives of
engagement, demographics and targeted audiences, the plan for customer and
stakeholder outreach and communications, and measures for success of engagement.
The CEP will help one stay focused throughout engagement efforts and create a more
efficient and effective engagement process.
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lll. Engagement Implementation

Once a community engagement plan has been created, it can be implemented through
outreach efforts like community meetings and surveys. These efforts provide crucial
customer input through customer and stakeholder participation that shapes decision-
making. However, engagement planning does not stop once in the implementation stage.
Collaborating with other departments, coordinating logistics of community meetings, and
developing a survey all require consistent planning to ensure the community is effectively
reached through opportunities for customer and stakeholder participation and feedback.

Meeting Logistics - What to Consider?

Considering meeting logistics well in advance of a community meeting can help create
easy opportunities for the customers to learn more about projects and implement
measures to prevent participation fatigue. Plan for meeting logistics such as location,
resources, refreshments, time, budget, and staffing. This will help prepare for an
engaging, comprehensive, and effective customer engagement opportunity.

Meeting Logistics Considerations

RESOURCES

Consider what types of resources are needed for successful engagement.
Depending on the stakeholders, you may need language senvices, refreshments,
or childcare. Depending on your meeting type, you may have venue fees or

need additional or specialized staff. Also determine what outreach supplies and
equipment are needed to effectively advertise and conduct outreach acfiviies, and

TIME
Consider holidays (especially non-Christian holidays),
other community events and activities, day of the
week, and time: of day when planning meeting dates
and times to best accommodate the diverse socio-
cultural characteristics within any given community. For
example, evening meetings may not suit young families
and the elderly, and Wednesday evening meetings may
conflict with religious services. It is important to provide
altematives fo ensure representative pariicipation of
any community.
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Meeting Setup - In Person

When planning for a meeting it is important to consider how to set up the room to
accommodate planned activities and to create a comfortable environment for participants.
When deciding on the proper room arrangement, consider the following questions:

e Does the space accommodate the desired meeting format? How will the
information be presented? (ex. boards, presentations, videos, discussion tables,
etc.)

e How much equipment is needed to present the information? (ex. number of
boards/easels, presentation podium/table, audience chairs, discussion tables and
chairs, etc.)

In what order will the information be presented?

Is there more than one entry/exit? If so, which one(s) will be used to accommodate
the desired

traffic flow?

Is there space for a welcome table?

How will comments be collected? (ex. Comment box, electronic survey kiosk, flip
charts, etc.)

e |s it necessary for participants to interact with each other? (ex. discussion tables,
group activities, etc.)

Once the space needs are determined, arrange the meeting room based on the most
logical flow to present the desired information from start (entry) to finish (exit) while
incorporating enough space around information areas to accommodate the number of
people that are expected and to allow other participants to maneuver. When arranging
meeting rooms make sure that displays are positioned to accommodate participants in
wheelchairs, and that there is enough space between areas for a wheelchair to navigate.

The Meeting Preparation Checklist in Appendix J can be used to help ensure that all
necessary materials, supplies, equipment, and project information is prepared for a
community meeting.

Meeting Setup - Virtual

While planning a virtual meeting does not require physical setup planning like an in-
person meeting, there are other considerations to keep in mind. When planning a virtual
meeting, it is important to consider the following questions:

e Where will the meeting be hosted online?
o lIs it accessible to those without the internet?
e What resources are needed?
o What resources are needed during the meeting?
o What resources are needed to conduct the meeting?
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o What materials do you need to successfully notify the community of the
virtual meeting?
Is there a way to create a more relaxed live virtual meeting?
o How can community building take place virtually?
What times of day work best for residents to virtually attend a live meeting?
o How long should a virtual open house be available for viewing online to
allow those who are interested an opportunity to participate?
Do the budget and available resources allow for a virtual meeting?
What staff are needed to help prepare the virtual meeting?
o What staff are needed to help with facilitation?

Community Meeting Best Practices

Focus on gathering information rather than just presenting prepared talking points.
Ask participants about their own experiences, needs, and attitudes on project-
related issues, and ideas for improvements.

Hold small group meetings, using facilitators and exercises to encourage
interaction.

Collect participants’ input visibly on maps, flip charts, in comment boxes, and
through documented interviews.

Document and share with participants how their input has been and will be
considered and acted upon by decision makers and follow up with the community
after a decision is made. This helps build trust and encourage sustained
participation over the long term.

Ask participants how they heard about the meeting.

Ensure that meeting materials are available for participants that are unable to
attend (website information, paper surveys, handouts, etc.).

Dos and Don’ts of Planning an Engagement Event

Dos
[ )

Work with community leaders and organizations to plan events and ensure that
previous feedback is acknowledged.

o Make an extra effort to work with community leaders that may not have

engaged in previous projects (i.e., leaders for hard-to-reach populations).

Work with staff from other departments that may have already established
relationships in the community.
Open with an activity that will get participants talking.
Clearly state what you hope to gain from community input and what influence
customers and stakeholders can have on decision-making.
Plan communication and notification efforts well in advance to give the community
ample opportunity to plan for participation.
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e Use Avista resources like websites, social media, and more to communicate
project and meeting information to the community in an easy to understand and
accessible way.

Don’ts

Plan the event without understanding the purpose of the event.

Spend too much time on presentations/lectures.

Assume the needs and desires of the community.

Assume that the stakeholders most likely to engage with the Avista are the only

interested stakeholders.

e Plan the event without incorporating considerations for members of the community
(e.g., language translation and interpretation, ADA considerations, etc.)

e Assume all participants have a knowledge of the project, initiative or meeting topic.

Pop-Up and Tabling Event Best Practices

Tabling at popular local events and hosting pop-ups throughout Avista’'s service area
have proven to be effective ways to reach large audiences who might not have been
reached by other methods. These events allow staff to have in-depth conversations with
people who have some time to spare and pass along information quickly to those in a
rush.

Choosing the location, data collection method, preparing materials, providing incentives,
and enticing people to the event or table are all things to consider when planning for a

pop-up.
Choosing the Right Location

The choice of location should be tailored to the intended audience. If Avista is just looking
to reach general customers, a table at a popular local event might be the best route. If
Avista is sharing information on bill assistance programs, hosting a pop-up at a local
community center or community-based organization serving lower-income individuals
may better reach the intended audience.

When possible, make a data-driven decision. Research the event or location to ensure
that you'll reach your desired audience there.

Gathering Input

When you’re meeting people where they already are, that also means that they have their
own schedule to follow. Individuals should be able to gather information and provide their
feedback quickly at a pop-up event. Having different options for collecting feedback allows
residents to choose the method that works best for them, making them more likely to
participate. This includes short comment cards (with demographic questions), small flyers
with QR codes to provide more information on the website, or sticker-based polling
stations where participants can place a sticker for their answer choice on a printed board.
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Bring the right materials

Think about what materials are needed based on the purpose of your pop-up. Are you
looking to provide information on energy efficiency at home? Educational flyers printed in
multiple languages might work best. Are you trying to gather quick input? Consider a
comment card or a flyer with a survey link to pass out quickly. Knowing your purpose will
help determine the best materials to reach your audience.

Make a checklist of all the items you’ll need to keep yourself organized, try to pack light,
and be prepared for the unexpected (always bring scissors and tape, just in case).

Stand out from the crowd

Wear branded t-shirts or Avista name tags to help the community know who you are
during your pop-up. Before the event, develop some standard language for staff to use to
introduce themselves and the topic at hand. Make sure to keep it brief, reference the
initiative you are representing, and let the participant know what you’re asking of them.

Make your table enticing

By offering some kind of incentive for participating, you can make your pop-up event more
enticing. Often, a prize raffle or other cool swag will help motivate passersby to stop for a
minute. Avista advisory group members noted that giving out energy efficient light bulbs
was very effective at past Avista fairs and pop-up events.

Ahead of your event, create a table sign or banner to help announce what you are doing
and what the potential prize is. Add language into your initial staff intro to let people know
what they could win.

Materials Development - Presentation, Boards and

Handout Guidelines

Presentations, boards, and handouts can be used to convey information to the
community. Materials should be clear and free of technical jargon.

Presentation guidelines

Present the problem and potential solutions.

Keep the slide content concise.

Include pictures and diagrams that are clear and easy to understand.

Test the presentation prior to starting.

Keep presentations brief (5-15 minutes plus Q & A).

Ensure that the presentation content does not exceed the allotted time.

Look and face the audience.

Speak clearly.

Make sure the presentation meets ADA requirements (reference in Appendix I).
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Boards/Displays

e Make sure the boards and/or displays meet ADA requirements (large fonts, etc.).

e Minimize map details to include only key road and area features and use clear
labels.

e If a legend is used, make sure the information represented matches the visible
features on the map.
Place boards/displays at eye level for easy viewing by participants.
Use graphics to make complex concepts more understandable.
Use content written at a 5th — 8th grade reading level

Handouts

e Use clear and concise (short sentences and paragraphs) written messages in plain
language.
Use graphics to make complex concepts more understandable.
Use pictures of people from a broad demographic.
Make sure the font size is readable (minimum 11pt font; minimum 18pt font for
large print documents).
Use content written at a 5th — 8th grade reading level.
Use color for visual interest.
Translate handouts based on language needs of participants.

ADA accessible recommendations for presentations and handouts have been compiled
from multiple sources and are referenced and listed in Appendix H.

Meeting Facilitation

A key component of successful community engagement is effective group facilitation.
Group facilitation can be defined as the act of taking people through a group process with
clearly defined outcomes. It also means encouraging participation and a group
commitment to meaningful results. Successful facilitation requires communication and
listening skills, credibility within the community, expertise of the project or topic, and
adequate preparation and understanding of the selected engagement tools and methods.
Use the following steps when conducting group discussions for small group meetings,
workshops, and community meetings.

Step A: Prepare for the meeting.

To prepare for facilitation, become familiar with the materials that will be used to conduct
the meeting and any group activity instructions. Create an agenda for the meeting and
print a copy of discussion points, questions, and/or activity instructions for reference.
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Step B: Create the right environment.

Make sure to provide plenty of space and ample seating set up in an informal manner. If
possible, adjust the room temperature to a level that is comfortable for the group. Provide
water or refreshments for participants. Plan for enough time for the group discussion and
any needed breaks.

Step C: Establish expectations.

Clearly articulate the meeting purpose and intended outcomes, the role of the
participants, and how the information shared will be used in the decision-making process.
Provide clear instructions for any group activities both verbally and in writing for
participants to reference.

Step D: Establish ground rules.

The creation of ground rules is key to establishing participant expectations for group
discussions. Ground rules are guidelines used to establish an acceptable code of
behavior for participants during a meeting. The rules can be developed by the facilitator
and approved by participants or developed by participants at the beginning of the
meeting. Ground rules are best used for open forums, small group discussions, and any
group discussion that involves participants of diverse backgrounds and opinions. Set
aside time at the beginning of the meeting to either present and discuss predetermined
ground rules, or to allow participants to develop a list of ground rules. Document the list
of rules on a flip chart or board that will remain visible to all participants throughout the
meeting. Examples of community meeting ground rules include:

Silence all cell phones.

Let everyone patrticipate.

Don’t interrupt others while speaking.

Listen with an open mind.

Respect other’s point of view even if it is different from your own.
Attack the problem, not the person.

Respect the groups’ time and keep comments brief and to the point.

For large-scale meetings, projects or topics with high levels of distrust or emotion,
consider using a professional facilitation consultant.

Step E: Exercise Active Listening.

When guiding participants through the discussion, do not provide personal opinions or
take sides. Be patient and allow each speaker time to share their thoughts, and to think
about a question prior to responding. Focus on the speaker’s words and show verbal and
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non-verbal signs of listening. Reframe or summarize participant responses to ensure that
they were understood. Ask for clarification when necessary.

Step F: Manage Participation.

Pay attention to who from the group is participating in the discussion and provide
opportunities for quieter participants to share their thoughts. Rephrase the content of
inflammatory or emotional statements to focus on the message. Assign note-taking or
timekeeping roles to dominating participants to allow other participants with time to speak.
Keep the discussion on track by redirecting the discussion if it goes off topic or wrapping
up a question to move on to the next.

It is important to challenge any repetitive negative statements or behaviors of participants
during the discussion. Use the following techniques to address negative statements or
behaviors:

e Move the focus away from the person by asking another participant to share their
thoughts.
Change activities.
Reflect their statement back to them as a question (ex: “it always happens?”).
Ask the group for their view on the situation and then move the group on.

Step G: Document Comments.

Document participant comments using note takers. Allow participants to review
comments to make sure that nothing is missed.

Facilitation Dos and Don'ts
Do

Remain unbiased when collecting input — the purpose of engagement efforts is to educate
and inform residents and to document any thoughts or opinions about the project that
they share. It is not to promote or gain support for any topic or specific outcome.

Explain the purpose of collecting feedback and how it will be used
Ensure community members understand the benefit of their participation
Be flexible with time and conversation topics. Work with community members on
their schedule and discuss things important to them, rather than reciting a script of
guestions.

e Have project information ready or accessible if a resident has further questions
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Don't

e Become agitated or offended by passionate commentary from community
members
Simply ask scripted questions
Take in feedback without giving something in return. Offer further resources,
contact info, etc.

e Make assumptions or inferences about what residents mean. Ask them to clarify
instead.

Dealing With Public Emotions

Many projects deal with topics that people feel very passionately about, including topics
that will directly impact those individuals’ way of life. When dealing with controversial
topics or issues that may spur high public emotions, consider the following steps:

Step A: Prevent

Preventing high public emotions begins with being proactive. Take some of the following
steps to prevent emotions from getting out of hand:

Host small group meetings.
Use facilitated small group discussions during small group or large community
meetings.
Do not conduct open forum meetings.
Use a professional, neutral facilitator or team member with credibility to be viewed
as more trusted by the audience.
Clearly communicate the meeting purpose, agenda, and decision-making process.
Admit when a decision may not be fair to everyone involved and be fully
transparent about potential impacts resulting from the decision.

e At the beginning of the meeting, provide participants the option to help establish
the meeting rules.

e Inform participants that project team members will remain after to address any
issues or concerns.

e If there are time constraints and a lot of participants, set reasonable time limits and
treat all participants the same.

Step B: Recognize

When interacting with participants, it is important to recognize escalating emotions. Take
the following steps:

e Do not ignore warning signs that someone is upset or troubled. Otherwise, things
may escalate beyond what can be managed or resolved. Here are some things to
take note of:
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o Individuals or parties who disagree with each other
o People who frequently interrupt staff or other participants
o Negative body language. This includes arm crossing, tense shoulders,
furrowed eyebrows, eye-rolling, or forceful sighs.
e Ask questions to pinpoint why someone is upset. The cause of interpersonal
conflict can relate to:
o Differences in values and worldviews
o Failure to recognize or acknowledge the differences in worldviews or values
o Uncertainty or lack of knowledge about the process

Step C: Identify

Keep in mind that people often have interests behind their passion. Knowing what these
interests are will help determine where the conflict comes from, what issues need to be
addressed, and how to respond to the conflict.

Three common types of interests are:

Result interests — What outcome(s) does this person/party want to see happen?
Process interests — How does each person/party want to achieve the end result?
Emotional interests — Does this person just want to be heard? Do they want to
achieve status? Do they want to feel appreciated? Do they want an apology? Do
they want to feel validated?

Step D: Respond

When managing high public emotion, it is important to respond in an appropriate way.
When responding to conflicts or high public emotions, remember to:

e Avoid fighting fire with fire to escalate or continue down a destructive path.
e Move towards constructive outcomes by reframing the issues involved. Example
strategies include:
o Conduct face-to-face or in-person interaction.
o Find out what the underlying issues and interests are.
o Collaborate to generate alternative options. Make a clear, specific list of
each option’s pros and cons. Treat each person or party’s idea as valid.
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I\VV. Evaluation and Reporting

What is Evaluation?

Engagement evaluation is an important part of successful engagement. Success
measures outlined in the engagement plan should be monitored during each engagement
activity and documented after each phase of the project. This will help you determine
whether outreach goals are being met and if any targeted outreach is needed to reach a
more representative sample of the project area.

Why is Evaluation Important?

While the purpose of evaluation is mainly to aid in the creation of successful engagement,
it also can help build trust with customers and stakeholders. Evaluation can be included
as part of outreach, meeting, or survey summaries in order to be transparent about what
efforts were made to reach customers, who was ultimately reached, and what methods
can be tried in the future to improve participation.

In addition to assessing the success measures established in the engagement plan,
performing an equity outreach analysis during and after each engagement activity can
help determine the success of engagement.

What is an Equity Outreach Analysis?

An equity outreach analysis is an evaluation of demographics collected during a particular
phase of a project. It compares the demographics of survey or meeting participants to the
demographics of the project area. Once compared, one is able to see what groups are
underrepresented and can begin developing targeted outreach for future engagement
activities.

A formal equity outreach analysis should be conducted after each phase of a project, if
not after each engagement activity. At the end of the project, each phase’s equity
outreach analysis should be compiled into one document for review. This can help
determine what worked well and what did not work well during the engagement of the
project to inform future engagement efforts.

An informal review of equity can be useful during a particular engagement activity, such
as a survey, to monitor who is being reached and who is not. By following the same
process as a formal equity outreach analysis, you can implement targeted outreach
during the engagement activity to try to improve your equitable outreach during that
activity.
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The first and most important step to completing an equity outreach analysis is preparing
for one. Voluntary demographic surveys should be available at all community events and
on every project survey. This voluntary demographic survey should contain consistent
guestions with consistent ranges of potential responses (e.g., for an age question, make
sure the ranges of ages are the same on each survey). Refer to Appendix G for a full list
of voluntary demographic questions and a standard set of potential responses to use in
future surveys.

An equity outreach analysis worksheet can be found in Appendix K for use during your
projects.

Questions to Ask During an Equity Outreach Analysis

Which demographic groups participated the most?

Which demographic groups were underrepresented?

What outreach activities were conducted during this activity or phase?

What communications were distributed during this activity or phase?

What outreach and communication methods can be used to reach the
underrepresented populations in the next activity or phase of the project?

Reporting Results to Customers and
Stakeholders

Reporting the results of engagement activities and project decisions builds trust and
encourages ongoing engagement. When project decisions are not communicated back
to customers stakeholders, or not done so in a transparent or easily understandable way,
participants do not understand how their input influenced the outcomes and may lose faith
in the process. It is good practice to provide a report of input received through community
engagement and how it was used after each engagement phase of the project.

Outreach Summaries

An outreach summary is a report that documents the results of outreach activities
conducted during the engagement process. The summary can be used as a way to
document the success of outreach activities and can be helpful in educating customers,
stakeholders, and other decision-makers about the benefits of community outreach.
Outreach summaries can be composed after each phase of outreach and compiled into
a final project engagement report. Outreach summaries should be completed for every
project. Each outreach summary of engagement report should include the following
information:

e Project overview, including purpose of outreach
e Overview of all outreach activities, when they were held, and result of each (e.g.,
number of participants, participant demographics, etc.)
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Communication methods used

Data collection methods used for each comment period and results of each
Effectiveness of techniques used

How customer feedback was used in the decision-making process

Outreach summaries should be written in a clear and concise manner, with limited
technical jargon, and include graphics to depict data when possible. This will make the
content more understandable for stakeholders. Outreach summaries and engagement
reports should be distributed to all participants and posted to project or company websites
for public viewing.

Documentation of outreach and data collected and reporting of those summaries to
customers and stakeholders are crucial to concluding an engagement process and
maintaining community trust. Keeping a record of data and reporting out on it provides
backing for decisions made in the future and creates a point of reference if stakeholders
guestion where a decision came from. Transparent communication of outreach efforts
and their results create a more credible decision-making process and, in turn, establishes
stronger relationships with the community.

Meeting Summaries

Like outreach summaries, meeting summaries help build trust through transparent
communication about outreach efforts and how decisions are being made. Meeting
summaries should be composed after each meeting in the engagement process. These
summaries should include:

e A meeting overview, including the purpose, format, and logistics of the meeting
(e.g., where it took place, when, etc.)
How participants were notified about the meeting
Meeting metrics, including how many people attended and any demographic
information collected
Comments received during the meeting
How feedback will be used to influence decisions

Each summary should be written in a concise way and include visualization for easy
comprehension. They should be distributed to any participants who provided their contact
information and posted publicly on a project website within a reasonable amount of time
after the meeting.

Often, meeting summaries can be combined with survey comment summaries for website
posting. However, this combined document should still contain the individual elements of
each type of summary and distinguish between the input received at a meeting versus
through a survey.
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Survey Comment Summaries

To uphold the transparency and ethicality of a survey, results should be reported fully and
objectively. This increased confidence in the company by allowing the public to see the
data and how it was interpreted. The final report should be distributed to all participants
and posted to project websites for public viewing.

The survey report should include:

Information that allows non-participants to understand the purpose of the survey
A copy of the survey questions
Description of how the data was collective (e.g., online survey, in person, phone
interviews, etc.)
e How participants were contacted, how many people participated, and if there were
any trends in demographics or characteristics of those who refused to participate
e Results of the survey and how the data will be used in the decision-making process

The conclusions of the report should be based on the data gathered during the survey
and not generalized past the scope of the project or the sampled population (de Jong,
Hibben, & Pennell, 2016).

Data would be summarized accurately and in a way that is easy to understand, following
similar guidelines as mentioned in the Survey Design section. It is important that the report
not induce any information that can identify participants individually unless permission
has been given (Sue & Ritter, 2012).
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A. Community Engagement Plan Checklist

Use this checklist to help you prepare your Community Engagement Plan (CEP).

Engagament Goals and Objectives

U Develop engagement goals and objectives

O Use the SMART goals worksheet to refine the
goals

Demographic Profile

Use the following steps to develop a demographic
profile to be included in the CEP:

U Step A: Identify Customers Geographic Location
Step B: Review Census Data

Step C: Recognize Hard-To-Reach Populations

Step D: Conduct Additional Methods of Data
Collection and Analysis

U000

Target Audiences

O List categories of customer and stakeholder
groups that should be considered and contacted
during the engagement process (ex. residents
of a specific neighborhood, or that local religious
organizations are included).

Outreach Plan
Meeting Methods

Each meeting method being used throughout
the engagement process should be listed with a
description including:

O When the meeting will be held in relation to the
scoped timeline for the project

O The purpose of the meeting (ex. to share existing
conditions and discuss potential goals)

U What the format of the meeting will likely be (ex.
a virtual meeting and smaller pop-up sessions
held outdoors)

U What materials will be used at each meeting
(such as handouts, surveys, etc.)

U How the community or stakeholders will be
notified about the meeting (can reference the
Communication Methods section of the CEP
without going into detail)

Data Collection Methods

Each data collection method being used throughout
the engagement process should be listed in the
Outreach Plan section:

O How comments will be collected (i.e. by online
survey, note taking, email, phone, etc.)

O How comments will be used (ex. to develop an
initiative)

O How comments will be documented and relayed
back to the public

Communication Plan
Communication Methods

Each communication method being used throughout
the engagement process should be listed with a
description including:

U The purpose of the communication method

U What information the communication might
contain

O How this method will be distributed to the public

O Whether the deliverable needs to be translated
into another language and what language
translations are needed

Communication of Results

U Detail what communications will be used to
inform the community about how community
input was used in decision-making.

Success Measures

A Success Measures section should detail how the
process and results of the engagement process will
be evaluated. Answer the following questions to
develop this section:

U What is success?

O What will be used to measure success?

O How will data be collected?
a

What does the data mean and how will it be
used?




B. Decision Process Checklist Worksheet

Before beginning your CEP, use the worksheet below to define the purpose, decision, parameters, and
community's role in the project. Then determine how decisions will be communicated.

1. Define the purpose for the project:

What is the problem to be solved? What is staff’s position on the project?

What is the company’s position on the
project?

What is the decision to be made?

What types of actions are being
considered?

2. Define the decision:

What decisions need to be made during What information will be used to make
and as a result of the project? the decision?
What are the boundaries around what'’s How will decisions be made?

on the table for customers to influence?




3. Define the parameters of the project:

What is the scope of the project?

What are the constraints of the project?

What activities, tasks, and deliverables
are needed to accomplish the scope?

Are there any conflicting issues that
need to be reconciled?

4. Define the community's role:

At what points in the decision-making
process can the community most
usefully contribute?

What information is needed from the

community to make the decision?

At what points in the decision-making
process should the community not
contribute?

What are the potential obstacles to
obtaining community input (known
controversy, budget, time, public
distrust, etc.)?

What decisions need to be made after the
engagement and how will the community
be involved in that process?

5. Determine how decisions will be communicated:

How will decisions made at each level
be communicated to stakeholders and
Avista customers?

How are we communicating the practical
limitations of any potential outcomes?




C. IAP2 Spectrum of Public Participation

Increasing level of participation

Inform Consult

To provide the

community with To work directly with the To partner with the
. balanced and To obtain community community throughout the community in each aspect of

Public objective information ~ feedback on process to ensure the decision including the To place final decision
Participation EEECSESGEN analysis, alternatives that community concerns  development of making in the hands of the
Goal understanding the and/or decisions. and aspirations are alternatives and the public.

problem, alternatives, consistently understood identification of the

opportunities and/or and considered. preferred solution.

solutions.

We will keep you

We will work with you to
ensure that your concerns
and aspirations are
directly reflected in the
alternatives developed
and provide feedback on
how community input
influenced the decision.

informed, listen to
and acknowledge
concerns and
aspirations, and
provide feedback on
how community
input influenced the
decision.

We will look to you for advice
and innovation in formulating
solutions and incorporate
your advice and
recommendations into the
decisions to the maximum
extent possible.

Promise to We will keep you
the Public informed.

We will implement
what you decide.

(Source: Planning for Effective Public Participation, Foundations in Public Engagement, IAP2 International Federation 2016, p.29-30)
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D. SMART Goals Worksheet

S ==
il
A I
R I

TIME SENSITIVE:

set expectation for when objective will be
achieved

SMART Goal:

Review what you have written and craft a new goal

statement based on what the answers to the questions
above have revealed.
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E. Meeting Methods Charts

Formal Meeting Methods

Type of Method When It Is Best Used Resources Required

Community
Meeting

(level of
participation:
inform and
consult)

Public Hearing

(level of
participation:
inform and
consult)

Workshops

(level of
participation:
involve and
collaborate)

Large-group meetings
used to educate and
give customers and
stakeholders the
opportunity to ask
guestions or give
feedback

Meeting where
participants give
comments at specific
times

Community meetings
where participants
work in small groups
— usually “scripted” so
everyone knows what

to expect, groups report

out afterwards

Use when giving
a chance to vent
frustrations,
concerns, etc.
Generally last 2-3
hours.

Used to meet
regulatory or legal
requirements for a
project

Sessions can run
2-3 hours and

are open to the
community — use

to foster discussion
on a specific issue
and get participants
engaged

Provides information
to a large group of
people

Does not allow for
everyone to speak
unless paired

with small group
discussions

Structured so that all
participants who sign
up have a chance to
speak

Requires signing up in
advance

Interactive structure
allows all participants
to provide input
Might need additional
staff support and/or
materials

Staff to greet and staff to
present

Flip charts and markers
Sign-in sheets
Refreshments

Presentation materials and
mics

Room with chairs arranged
facing presenter (chevron or
semi-circle style is good)

Agenda of meeting
Recording equipment (notes
or video)

Venue with seating and
microphone equipment if
needed

Agenda

Staff to facilitate the small
groups

Venue to host

Graphic tools: maps,
diagrams, etc.

Feedback tools: flip charts
and markers, sticky notes,
etc.
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Formal Meeting Methods
Type of Method

Open House

(level of
participation:
inform and
consult)

Small Group
Meeting

(level of
participation:
inform, consult,
involve, and
collaborate)

Charettes

(level of
participation:
inform, consult,
involve,

collaborate, and

empower)

Symposia

(level of
participation:
inform and
consult)

Informal setting where
participants can rotate
through designated

sections, or walk around

and ask questions to
staff

Small-group meetings
used to educate and
give key stakeholders
the opportunity to ask
questions and/or give
feedback

A working meeting

or series of meetings
to generate ideas,
scenarios, alternatives,

and plans for a decision

involving urban design
and planning

A meeting with different
speakers to discuss a
topic

Before holding
community meetings,
workshops, etc.

This improves public
understanding about
a project.

Used to discuss
issues and/or
concerns about a
particular topic

Use when there’s
time for longer
meetings. Charettes
typically meet
multiple times

over the course of
multiple days. Use to
conduct discussions
about planning
techniques.

Used to provide
expert opinions and
information on the
project

v

Allows participants to
view information at
their own pace

Requires enough staff
for all stations, may
not receive as much
feedback

Small groups are
less intimidating for
providing feedback

Only gathers
perspectives from a
small group

Interactive meetings
can reach all levels of
participation

Requires a large
amount of time over
more than one day

Educate a large group
of people
Not interactive

Comment form

Sign-in sheet

Easels

Signs identifying stations
Open space floor plan
Enough staff for all stations

List of questions/ script

Staff to facilitate and record
comments

Info material
Refreshments

Facilitators or specialists
Computers / design software

Flip charts, boards, markers,
sticky notes, etc.

Large space for small groups
to work

Refreshments

Experts to speak on issue

Venue with lots of seating for
large group

Avista Public Participation Plan » Appendices » 60



Formal Meeting Methods
Type of Method When It Is Best Used Resources Required

v Interactive meetings

One-time small-group Used to reach a
Focus Groups discussion/ interview diverse group of ;er]tirc?sgtri] 0?]“ levels of * List of questions/script

to listen to and gather stakeholders whose , , + Staff to facilitate and record
(level of information from a perspectives might * It feedback is required comments
particilrz)ation: pre-selected group of not be captured :;n; tg;g'g'ﬁ)g;?:ps’ + Info material
consu :

people on aparicular - through other amountof e han * Refreshmens

other methods
. * Online hosting platform that

Virtual Public _ o Used as an 7 A RIS P can be available 24/7
Meetings (VPM) An online meeting with alternative to face-to- o \{IeW meetlng at » Ability to host and record a

project information and/ f i d/ _thelr convenience, live meeting. if desired
(level of or updates posted for ace mliae mgs.sn Interactive o
part|0|pat|on: a set period of time to ;)r to 6;_ e ;ESI et?]ts' No face-to-face . Easy-to-ac_ce3§ platform
inform and allow for participation O [prlnliel pretis e s interaction: requires that's mobile friendly
consult) own time ’ « Staff to monitor responses

technological access
and/or comments

Informal Meeting Methods

Type of Method When It Is Best Used Resources Required

/st geresl - Portable table
Used to gather community members

Pop-Up Outreach i
S A booth or table at a IO ST and businesses/

Survey/comment cards/
comment wall/boards

izations that
(level of . . : people who organiza .
participation: TR LEmEty e e otherwise may not could be partners Pen_s .
. : provide information and : . , * Project handouts/info
inform and get quick feedback be reached in a % Requires staffing for e A e
consult) location that they 4-6-hour periods, may : ]:ae 1als including contac
already frequent be challenging to get Into

people’s attention * Prizes and swag
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Informal Meeting Methods

Type of Method When It Is Best Used Resources Required

Mobile Tours,
Field Trips, and
Community
Tours

(level of
participation:
consult and
involve)

Community
Conversations

(level of
participation:
inform, consult,
involve,
collaborate)

Meeting in a Box

(level of
participation:
consult, involve,
collaborate)

Site visits to a particular
community with staff
and/or community
members to view and
take pictures of a topic
first-hand, with time

to debrief and answer
guestions at the end

A hosted and facilitated
conversation between
project staff and
community members
that help to establish
relationships and
openness

Develop and provide

a conversation kit

to a participant or
organization leader with
discussion questions
about projects or plans
for the participants in
each group to consider

Used to get first-
hand experience of
community features,
assets, and areas of
concern

Best used with
groups that typically
are not included or
do not participate

in traditional
engagement
activities, and with
communities with
high levels of distrust
in the agency

Used to reach
groups of people
who may not
otherwise participate

Shows staff and/or the
community info and
perspectives first-
hand

Requires
transportation and
knowledgeable tour
guides

Can reveal unknown
info or opinions about
the project

May have distrust
that needs to be
addressed first

Allows for participation
at convenient
locations/times

Staff are not present
to answer questions/
clarify info

Tour guides prepared to
answer questions

Transportation with
provisions for physical
limitations

Meeting agendalitinerary

Notebooks and pens to
document comments and
observations, bottled water,
and camera

Meeting venue

Staff to lead the group
conversation

Note takers

Flipcharts and markers for
notes

Meeting materials
Volunteer hosts

Refreshment stipend for
host and prizes/swag for
participants
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F. Data Collection Methods Charts

Interactive Group Data Collection

Type of Method When It Is Best Used Resources Required

Used to gather

v/ Can be useful for -

Individuals write down consensus on best I h Meeting venue

Card Stormin - i ' participants who Stick Il or flip chart
g ideas about a topic and ideas to answer a ICKy wall or Tlip charts
I i _ | are not comfortable et @l
(level of report to small group; question or solve speaking in larger P _
participation: small group chooses a problem. Allows groups Sticky notes and marking
consult. involve top 4-6 ideas; all small individuals to share pens
C C . % May be hard to get

and collaborate) groups work together to perspectives and h h all of activi Theme cards

sort ideas into themes whole group to t rough at o activity Facilitators for each table

identify themes with very large group

Belilerative A representative sample Best used to v Provides a baseline of “EEE e venue
Polling Process of participants takes discuss complex public opinion before Speakers, staff facilitators,

a prepoll before being issues which the education and independent moderator
(level of - given more information public knows little x  Requires extra time Information materials
participation: by experts; after about. Used to in project schedule to Flip charts and notepads to
'”VHO"ée' . and learning more, they are determine changes plan and implement record table comments
Zcr)n SOVC\)/?r)e, clil asked to take the poll in pergpfectlve'wnh before general Participant stipend

again more information outreach R

. Structured small group v/ Creates a set of

Nominal Group discussions to develop prioritized solutions Staff to facilitate voting and
Technique a set of priorities for Used when a that represent the discussion
(level of action; participants group is not easily group’s preferences Paper and pens
participation: share their ideas and working together or % Requires a lot more Flip charts and markers to

consult, involve,
and collaborate)

vote or rank all ideas
according to original
question

generating ideas

logistical planning
than other data
collection methods

record ranks, votes, and
ideas
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Interactive Group Data Collection

Type of Method When It Is Best Used Resources Required

Staff to coordinate circles

Small group process v/ Uncovers areas - Participant facilitators for
Study Circles where stakeholdle.r | . of agreement and each circle
tgroups mer(]et mu:.lp € - t(;), engage | common concern * Meeting location(s)
(level of Imes, each meeting many diverse people between groups + Promotional/recruitment
articipation: building off the last; all on an issue without .
5 2 ' i : Can take up to two materials
consult, involve, circle groups use the all meeting at the h tacili ) _ _
and collaborate) same process and may sz e mont s'to acilitate + Discussion materials
come together at the 10-50 circles of 8-12 * Language translators,
end people childcare, refreshments

* Flip charts, markers, pens

Individual Data Collection

Type of Method When It Is Best Used Resources Required

Intervi Best used to . v BU|IQS sta!<eho|der * Interview script with
METERTS Structured build rapport with relationships and questions
(level of conversations stakeholders, to identifies individual
L fi * Pen and notebook to
articipation: conducted between a learn individual perspectives
p . . document responses or a
inform and facilitator and one or perspectives, or to % Only gathers one voice recorder
consult) multiple participants identify issues or perspective at a time; - - o
concerns time consuming efreshments for participants
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Individual Data Collection

Type of Method When It Is Best Used Resources Required

Comment Forms

(level of
participation:
consult)

Surveys

(level of
participation:
consult and
involve)

Interactive Maps

(level of
participation:
inform and
consult)

Printed or online forms
used to collect input
regarding preferences
and concerns or to
evaluate the process

A structured list of
guestions to obtain
specific information from
a particular group of
people

Online maps used

to collect location-
specific information;
allow participants to
assign problems, unmet
needs, or potential
improvements to
specific location

Best used to provide
the opportunity

for less vocal
participants to share
their views. Used at
community meetings
pop-up events where
interactions may be
quick.

Best used to obtain
the opinions of a
large group of people

Best used in
visioning or scoping
phases of a project

v

Gathers perspectives
of those less likely

to speak during
meetings

Printed forms at
meetings can often
be overlooked or not
turned in

Can gather input from
a large number of
people confidentially

Limited opportunity
to clarify questions
if there is confusion;
participants can get
survey fatigue

Allows for
visualization

and specificity of
participant ideas
Mapping technology
can sometimes be
hard for participants to
navigate and/or use

Printed comment forms

Staff time for compiling
comment form responses
and reviewing comments

Online survey tool and/or
paper form

Staff reviewer

Online mapping tool
Staff reviewer
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G. Survey Development Checklist

Use this checklist to help you prepare surveys for your project.

Step 1: Develop Survey Objectives

Develop specific objectives based on the types of
data that are needed to make the decision.

Step 2: Identify the Targeted
Audience

Based on project area demographics, who needs to
be reached?

Step 3: Compose an Introduction to
the Survey
A survey introduction should include:

O A description of the survey and its purpose, and
identification that Avista is administering the
survey

O The estimated amount of time it takes to
complete the survey

O How the results of the survey will be used
U A note that participation is voluntary

U A privacy statement that informs participants that
the information they provide will not be shared

O A description of the benefits or risks of
participating, if any

O Contact information for any questions or
concerns

Step 4: Develop Survey Questions
An easy to understand and successful survey:

v Has clear instructions and headings to make the
survey easy to follow

v Avoids two questions in one (i.e. “Do you like
sidewalks and crosswalks?” where a participant
might like one but not the other)

v Uses closed questions (like multiple choice)
for questions with known responses. It is also
important to use closed questions when there
are only so many answers a person will be able
to choose between. For example, don’t make an
open-ended question for “What would you like to
see happen at this intersection?” if there are only
two possible options for changes.

v Uses open ended questions (like short answer
guestions) for questions where the answers are
unknown or numerous

v Has questions numbered and clearly grouped by
subject

v Avoids using technical language and jargon

v Includes explanations of unfamiliar concepts and
terms

v Avoids use of all capital letters

v Does not require online survey participants to
login to submit their feedback

v Allows anonymous participation




Step 5: Ensure the Survey is Ethical
An ethical survey:

v Communicates the purpose of the survey

v Does not generalize survey data to use in a
context not previously disclosed. (In other words,
if the survey states it will be used to gather
community opinions on a specific project, the
survey data should not later be generalized to
support an entirely different project.)

v Does not over-promise the benefits of
participation

Voluntary Demographic Questions

AN

Does not guarantee that survey participation will
lead to a specific outcome

Asks specific and unbiased questions

Makes all participation, especially voluntary
demographic information, voluntary

Is left open for a reasonable amount of time
Gives the option for paper responses

Obtains informed consent from participants
to use personal contact information or use
identifying information in reports

Stores personally identifiable information
separately from survey information in the project
database

The following is a standard statement for and list of voluntary demographic questions that can be used as a

foundation for project surveys.

Voluntary Demographic Questions

The following questions ask about you and your background. This information helps us work toward our goal
of inclusive engagement. Please note that your responses will be used solely for data collection, will remain

confidential, and are optional.

1. Do you have a disability? 5. Which of the following best 7. How did you hear about this
a. Yes describes you? (Choose all survey? (check all that apply)
b. No that apply) a. Email
c. Prefer not to answer a. Asian or Pacific Islander b. Social Media

2. What is your gender identity? b. B!ack qr Afrlcar? American c. Newsletter

c. Hispanic or Latino d. Flyer
S' Man d. Native American or e. Phone tree
: \lilvomt?n Alaskan Native f.  Avista website

¢. Non-binary e. White or Caucasian g. Friend/Neighbor told me
d. Prefer not to answer f.  Arace/ethnicity not listed about it

3. What is your age? here h. Community organization
a. Younger than 18 g. Prefer not the answer leader told me about it
b. 18-29 6. What is your approximate . Prefer not to answer
c. 30-44 annual household income? . Other (please specify)
d. 45-64 a. Lessthan $12,000 8. Would you like to be notified
e. 65 and older b. $12,000 — $19,999 about project updates and
f.  Prefer not to answer c. $20,000 — $30,999 opportunities to provide

4. How well do you speak d. $31,000 — $46,999 feedback? Please prowde*
English? e. $47.000 — $69,999 your email address below.

f.  $70,000 — $93,999

a. Very well $94 000 — $117 999 *IMPORTANT: Only ask for contact
b. Well g- ’ ’ information if you plan on using
c. Okay _ h §11f8,000totr greater it to provide meeting and survey
d. Very Little I refer not to answer summaries, project updates, and
e. Not at all engagement opportunity information.
f.  Prefer not to answer




H. Visual Design Standards for the Visually

Impaired

Accessibility for PowerPoint Presentations

*PowerPoint has an Accessibility Checker. Go to
Review>Check Accessibility and go through the
items indicated in the right-side bar.

Include alternative text for all visuals (including
pictures, SmartArt graphics, shapes, groups,
charts, embedded objects, ink, and videos).!
» Right click > Edit Alt Text — to edit the Alt text.
Images that are redundant or add no value
(decorative) do not need Alt text.?

Isolate important images (such as maps, graphs,
charts, etc.) on individual slides and accompany
them with explanatory captions.®

Arrange your content in reading order
(Home>Drawing>Arrange>Selection
Pane>rearrange items in order they should be
read).!

» Built-in slide layouts are automatically in the
correct reading order.?

Add meaningful hyperlink text and ScreenTips
(ex. Instead of “Click here” include the full
document name).*
Ensure that color is not the only means of
conveying information, instead use text labels.*
» In the View tab, switch to Grayscale to assess
your presentation for color coding.!

» EXx. Add an underline to indicate a hyperlink;
use a bold or larger font to indicate a
heading.!

» Add text next to or within color-coded items to
indicate meaning.?

Use strong contrast for text and background
colors.?

» Control brightness and contrast.®
Give every slide a unigue title.*

Lists should be correctly formatted using the
“Bullets” or “Numbering” features (rather than
inserted characters with spaces).?

Use a simple table structure and specify column
header information.*

» If the data is more complex, consider
converting to a PDF and adding additional
accessibility info in Adobe Acrobat Pro.?

» Screen readers cannot read information in
the correct order if spaces or tabs are used to
separate content into columns.®

» Use 24pt font or larger; sans serif fonts (such as
Arial, Helvetica, or Calibri) 2 (sources differ, some
also say that 18pt should be the smallest font
sizet).

* Make videos accessible by adding subtitles,
closed captions and video descriptions.!

* Avoid animation as it can be distracting, cause
screen readers to re-read slides, read parts out
of order, and may not allow enough time to reach
slide content.?

» Use PowerPoint for live presentations; better to
convert to PDF for posting on the web.?

» When saving, under Options, make sure to
check both boxes for “Include non-printing
information” (“Document properties” and
“Document structure tags for accessibility”).2

» Save the PowerPoint as a PDF when uploading to
the web.?

The Section 508 Basic Checklist is a good resource
to use when testing a PowerPoint for Accessibility:
https://www.section508.gov/create/presentations




Accessibility for Documents:

Font Guidelines:

» For large print documents, use at least 18pt
font, preferably 20pt, bold, sans serif, mono or
fixed space font.®

» Titles should be larger than the text and
contain both upper and lower case letters.®

» To emphasize words, use bold, double bold,
or underlining (do NOT use color or italics).®

Paragraph Guidelines (for large print documents):
» All text should be left-aligned when possible.®
» 1.5 line spacing (leading).®
» 2.0 spacing between paragraphs.®

» Bulleted text identified by large solid dark
bullets with double spacing between items.®

Low vision readers have trouble with graphs,
charts, and pictures in documents. An effort
should be made to isolate them on individual
pages accompanied by explanatory captions.®

Don’t assume your readers have knowledge of
the subject.?

Make use of white space to make pages easier to
scan.

Write in Plain Language:

» Choose words that are common and easy to
understand.®

» Avoid run-on sentences. Use clear, short
sentences and paragraphs.®

» Write in the active voice instead of the passive
voice.®
= Passive: Applications for the job were

submitted by 100 people.®

Resources for writing in \
plain language:

Hemingway App (shows you your readability
score and ways to improve your language):
http://www.hemingwayapp.com/

U.S. General Services Administration, Plain
Language Training: https://plainlanguage.
gov/training/online-training/

U.S. General Services Administration,
“Checklist for Plain Language on the
Web”: https://plainlanguage.gov/resources/
checklists/web-checklist/

= Active: 100 people submitted applications
for the job.®

» Break documents into separate topics.*°

» Use short bullets and lists to organize
information.*°

» Eliminate unnecessary words.®

Accessibility for Social Media:
General Guidelines

« Ensure that you link to accessible content with
captions, transcripts, etc.®

* Don’t assume your audience knows what an
acronym means (i.e. spell out an acronym
in the first instance of its use: “Clean Energy
Implementation Plan (CEIP)”).8

» If there is no space in the post to spell out the
acronym, consider using a different way to
convey the information.?

» Use camel case (capitalize the first letters of
compound words) within hashtags (e.g. use
#AvistaUtilities not #avistautilities).

Facebook

» Add captions to images that describe the scene,
how elements of the image appear, and provide
context for the image.®

* Add closed captioning to Facebook videos or
upload to YouTube and include closed captioning
(make sure to double check accuracy of the
captioning!).®

Twitter

* When posting an image on Twitter:
» Describe the image in your tweet.2 OR
» Respond to the original post with a description
of the image and link to the original sources for
image (helpful also to link to the original tweet
you're referencing).”

» Consider indicating that a link is a photo, video or
audio file (e.g. [PIC], [VIDEQO], [AUDIQ]).

» Provide recaps or Twitter Chats on a blog or
webpage.®




YouTube

* Ensure all videos have close captions and audio
descriptions.®

» It is also useful to have a full transcript
available.?

» Audio descriptions should be descriptive to
ensure audio and visual elements are clear to
those who have visual or hearing disabilities.?

» Good captions include:
= Descriptions of sounds (e.g. laughter).®

= Tone of voice notes (e.g. tone of music is
bright and cheery).®

* High quality video is easier to hear/see. People
who are hard of hearing may have difficulty with
background music or other effects that have not
been produced in high quality.®

References/Resources:

Microsoft Office Support, “Make Your PowerPoint
Presentations accessible to people with disabilities”:
https://support.office.com/en-us/article/make-your-
powerpoint-presentations-accessible-to-people-with-
disabilities-6f7772b2-2f33-4bd2-8ca7-dae3b2b3ef25

2California Department of Rehabilitation — Disability
Access Services, “Seven Steps to Creating an
Accessible PowerPoint Slideshow”: https://www.
framingham.edu/Assets/uploads/about-fsu/
accessibility/_documents/7-steps-accessible-ppt.pdf

3Section 508 Accessibility Guidance, “Microsoft
PowerPoint 2016 Basic Authoring and Testing
Guide”: https://www.section508.gov/create/
presentations

4Section 508 Accessibility Guidance, “Section 508
Basic Checklist-MS PowerPoint 2016”: https://www.
section508.gov/create/presentations

5SlideGenius, “Making Your PowerPoint Accessible
for the Visually Impaired”: https://www.slidegenius.
com/blog/making-your-powerpoint-accessible-for-
the-visually-impaired

8American Council of the Blind, “Best Practices and
Guidelines for Large Print Documents used by the
Low Vision Community authored by the Council of
Citizens with Low Vision International An Affiliate

of the American Council of the Blind Arlington, VA”:
https://www.acb.org/large-print-guidelines

"18F — U.S. General Services Administration,
“Making Twitter images accessible”: https://18f.
gsa.gov/2015/03/24/making-twitter-images-more-
accessible/

8U.S. General Services Administration, “Improving
the Accessibility of Social Media in Government”:
https://digital.gov/resources/improving-the-
accessibility-of-social-media-in-government/

°U.S. General Services Administration, “Federal
Social Media Accessibility Toolkit Hackpad”:
https://digital.gov/resources/federal-social-media-
accessibility-toolkit-hackpad/

10U.S. General Services Administration, “Checklist for
Plain Language on the Web”: https://plainlanguage.
gov/resources/checklists/web-checklist/




. Communication Methods Charts

Awareness Campaigns

Type of Method When It Is Best Used Resources Required

Social Media
Posts

(level of
participation:
inform and
consult)

Press Releases
(level of
participation:
inform)

Direct Mailers
(level of
participation:
inform)

Text, images, and/or
video content posted
to a social network to
reach followers

One- to two-page
statement issued to
media sources to solicit
a news announcement

Written material directly
mailed to the public

Use to broaden a
project’s reach to
those who may be
interested but not
directly impacted,

to target certain
groups who may not
have participated in
or heard about the
project to-date

Use to notify
communities

or to reach
underrepresented
groups (such as
seniors, minorities,
and those with
limited English
proficiency)

Use to reach directly
impacted residents
within a project study
area

Reaches people on a
platform they already
use

Participants have to
have access, skill,
and an account

One press release
can be used for most
media outlets and
distributed via email

No guarantee the
media outlet will share
on their platform

Reaches all
addresses within a
geographic region

If mailer is only sent
to property owners, it
may not reach renters
in the area

Social media accounts

Staff to review and reply to
comments and/or messages

Composed press release
document

Staff to distribute via email

Mailing list of addresses
Printed materials
Postage

Return envelope and
postage for comments, if
applicable
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Awareness Campaigns

Type of Method When It Is Best Used Resources Required

Door Hangers

(level of

participation:

inform)

Flyers
(level of

participation:

inform)

Emails

(level of

participation:

inform and
consult)

Printed material that
can be hung from
residences’ doorknobs
with information on a
project

One- to two-page
designed material
typically announcing
an event or providing
limited information; can
provide URL to more
information

Electronic
correspondence

that can include
project information,
announcements, files,
and links

Best used when
there is a large
amount of renters in
an area

Use to distribute
info: at popups;

to employees and
customers of local
businesses; and

to ambassadors

and other project
partners to distribute
on behalf of Avista

Use to electronically
distribute meeting
or outreach activity
instructions; use to
distribute surveys,
project updates,
information, etc. to
subscribers

v

Ensures residents
within a geographic
region receive
information

Requires staff time to
individually distribute

Can be printed to
display in locations or
emailed for electronic
distribution

Flyers are sometimes
easily disregarded;
does not provide a lot
of information

Reaches a large
amount of people
directly

Only reaches those
who have subscribed
or emails that have
been identified

Staff to distribute door
hangers from door to door

Printed door hanger

Printed and/or electronic flyer
Email list for distribution

Staff time to physically
distribute or mail

Email platform
Email distribution list
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Education Campaigns

Type of Method When It Is Best Used Resources Required

Websites

(level of

participation:

inform and
consult)

Videos
(level of

participation:

inform)

Fact Sheets

(level of

participation:

inform)

A digital information
repository on the
Internet for project
information and updates

Digital compilation of
pictures, film, and/or
sound that conveys a
message to viewers

One- to two-page
document providing
useful information about
a project or topic

Used to create 24/7
access to project
information for
people who won't
or can’t attend
meetings

Use to provide
information in a
captivating way for
online meetings,
upcoming meetings,
and/or project
updates

Use to address
commonly asked
participant questions
(FAQs), to provide
background info,

to explain technical
terms/processes

v

Can provide
information and
register contact info

Must be updated
frequently

Can be used with any
online communication
tool

Can be more time
consuming to create,
especially to ensure
accessibility

Educational in nature;
provides useful
information for making
decisions

May be difficult to

condense information
down to 1 to 2 pages;
some people may not
read entire document

Website platform
Staff to update content

Film or picture content
Captions or subtitles for ADA
Host platform to view video

Printed and/or electronic
materials

Method to distribute
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Education Campaigns

Type of Method When It Is Best Used Resources Required

Blogs
(level of

participation:

inform)

Newsletters

(level of

participation:

inform)

Story Maps
(level of

participation:

inform and
consult)

Articles compiled on a
singular website written
in an informal style and
updated regularly

Articles concerning

a specific project or
location information,

or updates mailed or
emailed to stakeholders

A stand-alone,
interactive, linear web
map that utilizes maps,
legends, text, photos,
and videos to convey
project information

Best used as a
platform where
participants can
check for project
updates on their own
time

Best used to convey
various updates and
multiple facets of
project information
to subscribed group
of people instead of
hosting additional
meetings

Use to communicate
project designs and
alternatives, provide
information about an
event or project, or
educate on a topic

v

Can provide updates
over the course of
months or years

Requires frequent
updating

Keeps participants
updated on project
information

Requires monthly or
bimonthly composition
and distribution

Interactive platform
that allows for in-
depth and visual
exploration of project
information

Requires specific
software and/or
technical expertise to
create

Staff to write content and
update regularly

Staff time to write, design,
and distribute newsletter
Printed newsletter

Email distribution capabilities

Platform to distribute link to
Story Map, such as website,
social media, mailers, flyers,
email blasts, etc.

Staff with ArcGIS technical
capabilities
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J. Meeting Preparation Checklist

As you prepare for a meeting, please use the checklist below to gather all necessary materials. You
should reference the meeting plan to identify exact supplies needed for a meeting. Cross out any
materials not needed.

. For All Meetings . For Specific Meeting Types . Miscellaneous
Project Name: SUPPLIES

Notepads
For table discussions

Meeting Date: _
Flip Charts, Easels & Chart Holders

For table discussions

Black Markers
For name badge stickers

Meeting Type:

Community Meeting Sticky Notes

For map comments and table exercises

Small Group Meeting

Pens

Stakeholder Meeting

MATERIALS

Meeting Plan
Make a copy for each primary staff (facilitators,
consultants, and Avista leads)

Kids Table Activities

Refreshments/Snacks

Water Bottles

Hand Sanitizer

oo o o oo

Napkins, Plates, Cutlery

Presentation

Electronic and paper copy E Q UIPMENT

Sign-In
Electronic and/or paper copy Projector and HDMI cord
(as a backup for all presentations)

Handouts
Laptop

For presentation and preloaded
sign-in spreadsheet file

Comment Forms
Used if there is a handout

Table Exercise Materials

OO0 o o o oo o

(questions, instructions, maps, stickers, etc.) Wi-Fi Hotspot
Directional Signs Comment Box
Indoor and outdoor Power Strip(s)
Table Signs

o O U

(sign-in, comment, stations, etc.) TEtellE S sleleEis




COMMUNITY MEETING

|:| Boards

Easels (for boards)

Miscellaneous:

Printed Name Badges (staff only)

Name Badge Holders (staff only)

Name Tag Stickers

ER NN NN

Tablets
For comment table and with
preloaded online survey

SMALL GROUP MEETING

Attendee List

Printed Name Badges (staff only)

Name Badge Holders (staff only)

Name Tag Stickers

LI

Tablets
For comment table and with
preloaded online survey

STAKEHOLDER MEETING

oo ddddodooond

Attendee List

[

Printed Name Badges
(all participants and staff)

[
[ | Name Badge Holders
[

Extra Name Badges
(blank)

Checklist created by Public Participation Partners, 2019




K. Equity Outreach Analysis Worksheet

A formal equity outreach analysis should be conducted after each phase of a project, if not after each
engagement activity. At the end of the project, each phase’s equity outreach analysis should be compiled into
one document for review.

Use the worksheet below to help you complete an equity outreach analysis for your project.

Project Name:

Project Phase:

Date:

Outreach Analysis

What outreach activities were conducted during this activity or
phase?

Demographics to
Consider:

[0 Race
[] Ethnicity

Which demographic groups Which demographic groups - Age
a

participated the most? were underrepresented? Annual Household
Income

Disability

[] Limited English
Proficiency

1 Gender

O

Communications Analysis

What communications were distributed during this activity or Who did they reach?
phase?

Future Approach Plan

What outreach and communication methods can be used to better reach the underrepresented
populations in the next activity or phase of the project?




L. Glossary of Terms

Advisory groups

Ambassadors

Americans with
Disabilities Act of 1990

Awareness campaign
Card storming
Community
Community Capacity-

Building

Community
conversations

Community engagement

Community leader

Community leader
groups

Community outreach

Provide oversight over the project planning process to ensure decisions
have broad representation of the community. Advisory groups serve as
an information channel between Avista and the community. Members are
selected to represent various project stakeholder groups. Advisory groups
are best utilized for projects with numerous decisions needing community
input or controversial projects.

Individuals who are dedicated liaisons between communities and Avista to
assist in notifying, educating, and involving residents in the engagement
process. As a best practice, ambassadors are typically compensated for their
time and efforts through stipends and transportation fare.

Ensures the rights of disabled individuals to participate and benefit from the
services, programs, or activities of any public entity regardless of funding
sources.

An engagement method used to bring the community’s attention to a specific
project or event through various communication modes.

A data collection method used in small groups to capture key ideas and
issues and then organizing those ideas/issues into clusters.

A group of people who share goals, values, or sense of identity.

Processes and actions that build a community’s ability to solve problems.
This might be the result of increased access to information, networks and
social capital, and/or resources.

Impromptu conversations between project staff and community members
that help to establish relationships and openness. Informal conversations can
reveal unknown knowledge or opinions about the project and allows project
staff to remain proactive in reducing conflict or tension.

Methods to collaborate with local communities to ensure that decisions
represent the interests of diverse stakeholders.

An individual who is deeply connected and trusted by other residents,
business owners, religious leaders, community advocates and organizers to
prioritize the wellbeing of their community. Community leaders are typically
also long-term residents of their neighborhood community.

Special interest groups that represent their communities and/or
neighborhoods.

Methods to inform members of the community about a particular issue
through Public Service Announcements, social media, newspapers, flyers,
and videos.




Decision makers Individuals in the project process who have the authority to make decisions
related to budget, procurement, project direction, engagement methods and
locations, etc.

Deliberative polling A structured process that allows participants to explore a specific issue or

process topic and then present their opinion after considering the pros and cons.
A representative sample of the population fills out a questionnaire on their
opinions on the issue, are provided with unbiased background material and
information provided by subject matter experts and/or policy makers, and
then asked to discuss the issues in small groups with trained facilitators. After
this deliberation, participants fill out the original questionnaire again. The
process is intended to last for a few days.

Demographic profile An informational overview of race, gender, income, education, language,
poverty level, housing tenure, age, disability, and zero car household data of
a community. The data is typically obtained through the U.S. Census Bureau
American Community Survey.

Digital literacy The proficiency of an individual to utilize digital tools and technology with
ease.
Education program An engagement method that is focused on relaying information to

communities about project updates or new amenities, facilities, and services.

IAP2 International Association for Public Participation, an international organization
focused on the developing and implementing public participation processes
to help inform better decisions that reflect the interests and concerns of
potentially affected people and entities.

Interactive map A spatial depiction of an area that allows individuals to select and engage
with features in the map. Some interactive maps allow individuals to create
and/or edit features.

Limited English Any person who does not speak English as their primary language and
Proficiency (LEP) who has limited ability to read, write, speak, or understand English. Limited
individual English Proficient (LEP) individuals are entitled to fair treatment by agencies

receiving federal funding for any program or activity through Title VI of the
Civil Rights Act of 1964. Engagement activities and events for federally
funded projects where more than 50 LEP individuals are residents are
required to have language assistance with translated written material and
translation services.

Meeting in a box A conversation kit with discussion questions, worksheets, feedback
questionnaires, and directions for recording and returning responses about
projects or plans.

Meeting plan An internal document that outlines how and what resources will be needed
to conduct a meeting, including a meeting agenda and instructional guide for
carrying out the meeting.




Mobile tours

Nominal group

technique

Outreach area

Outreach summary

Participatory Decision-
Making

Performance measure

Pop-up outreach

S-M-A-R-T

Stakeholders

Study circles

Social Capital

Virtual public meetings

Site visits to a community to get firsthand experience of community features,
assets, and areas of concern.

Structured small-group discussion to develop a set of prioritized solutions or
recommendations that represent the group’s preferences.

A focused spatial area of residences, religious institutions, public institutions,
businesses, and other community centers surrounding a project or study area
who will be included in project mailing lists and geotargeted social media.

A short, concise document that provides an overview of survey results,
survey demographics, and meeting summaries.

An approach to making decisions that enables stakeholders with multiple
perspectives to develop shared-priorities and to offer contributions that
influence outcomes.

Metric used to evaluate outreach methods and tools such as reach, social
media impressions, etc.

A method of outreach that involves attending community events with
informational project materials and surveys

Specific, Measurable, Achievable, Relevant, Time sensitive. An acronym
used to guide the creation and development of engagement goals and
objectives.

Individuals, groups, or communities who may be impacted by the outcome of
a project or decision.

A small group process where a diversity of participants from a particular
geographic location meet as separate groups several times to discuss critical
issues using a structured process where each session builds on the one
before it.

Economic, social and political benefits people and communities gain from
having a strong network of social relationships.

A digital mode of public meetings hosted as an alternative to in-person
sessions. They take place over the internet allowing participants to view
project information and/ or updates on their own schedule.




M. Named Communities Map




N. Demographic Tables

American Native
Black/ . . . .
: . Indian/ Hawaiian/ Two or More Hispanic/
White African e g )
. INEN € Pacific Races Latino
American .
Native Islander
# % # % # %

CT 9501 Adams 2,511 2,263 90.1% | 31 1.2% 33 1.3% 31 1.2% - 0.0% 98 3.9% 201 8.0%
CT 9502 |Adams 1,630 1,449 |88.9% | - 0.0% 24 1.5% 2 0.1% - 0.0% |93 5.7% 5,105 |[313.2%
CT 9503 | Adams 6,546 3,263 |49.8% | 37 0.6% 222 3.4% - 0.0% 41 0.6% |87 1.3% 2437 |37.2%
CT 9504 Adams 3,237 1,900 58.7% | 8 0.2% 214 6.6% 102 3.2% - 0.0% 74 2.3% 131 4.0%
CT 9505 |Adams 5,670 3,886 |68.5% | 127 2.2% 303 5.3% 19 0.3% - 0.0% |53 0.9% 77 1.4%
CT 9601 Asotin 4,400 4,157 94.5% | 16 0.4% - 0.0% 46 1.0% 48 1.1% 127 2.9% - 0.0%
CT 9602 Asotin 4,811 4,360 90.6% | 89 1.8% 7 0.1% - 0.0% - 0.0% 312 6.5% 43 0.9%
CT 9603 | Asotin 3,805 3,472 |91.2% | - 0.0% 129 3.4% 11 0.3% 3 0.1% |96 2.5% 210 5.5%
CT 9604 Asotin 2,417 2,208 91.4% | 11 0.5% 1 0.0% 26 1.1% - 0.0% 165 6.8% 403 16.7%
CT 9605 Asotin 3,405 3,030 89.0% | - 0.0% 119 3.5% 74 2.2% - 0.0% 152 4.5% 10,464 | 307.3%
CT 9606 | Asotin 3,583 3,504 |97.8% | - 0.0% - 0.0% 35 1.0% - 0.0% |13 0.4% 82 2.3%
CT 9400 |Ferry 1,624 514 31.7% | - 0.0% 896 552% | - 0.0% 9 0.6% |205 12.6% | 49 3.0%

County
CT 9701 Ferry 2,855 2,552 89.4% | - 0.0% 82 2.9% 50 1.8% - 0.0% 159 5.6% 126 4.4%

County
CT 0207 Franklin | 1,351 1,096 81.1% | 20 1.5% 29 21% 15 1.1% 3 0.2% 64 4.7% 62 4.6%
CT 114.02 | Grant 13,046 | 5,701 |[43.7% | - 0.0% - 0.0% 13 0.1% - 0.0% | 491 3.8% 10,464 | 80.2%
CT 9601 Lincoln 1,819 1,683 925% | 1 0.1% 10 0.5% 22 1.2% 10 0.5% 60 3.3% 82 4.5%
CT 9602 | Lincoln 2,952 2865 |971% | 5 0.2% 19 0.6% 11 0.4% - 0.0% |40 1.4% 100 3.4%
CT 9603 | Lincoln 2,684 2,486 |192.6% | 29 1.1% 86 3.2% 19 0.7% 17 0.6% |43 1.6% 49 1.8%
CT 9604 Lincoln 3,119 2,847 91.3% | 48 1.5% 47 1.5% 17 0.5% - 0.0% 128 41% 126 4.0%
CT 9701 Pend 1,932 1,800 |[93.2% | - 0.0% 69 3.6% - 0.0% - 0.0% |62 3.2% 62 3.2%

Oreille
CT2 Spokane | 4,629 3,808 [82.3% | 35 0.8% 106 2.3% 52 1.1% 4 0.1% |253 5.5% 570 12.3%




Black/ American Natiye _ _
RACE African Indian/ Hawa_u_an/ Two or More Hlspgnlc/
American Ala§ka Pacific Races Latino
Native Islander

C?:‘a%:s County # % # % % %
CT3 Spokane | 5,563 4171 | 75.0% | 329 5.9% 125 2.2% 239 4.3% - 0.0% [518 9.3% 559 10.0%
CT4 Spokane | 3,844 3,026 |[78.7% | 67 1.7% 86 2.2% 59 1.5% 113 2.9% |438 1.4% | 281 7.3%
CT5 Spokane | 3,418 2,790 |81.6% | 85 2.5% 80 2.3% 51 1.5% - 0.0% | 347 10.2% | 197 5.8%
CT6 Spokane | 3,332 2,939 [88.2% | 2 0.1% | 27 0.8% 58 1.7% - 0.0% [187 5.6% 195 5.9%
CT7 Spokane | 5,117 4,526 |[88.5% | - 0.0% | 45 0.9% - 0.0% - 0.0% [294 5.7% 320 6.3%
CTs8 Spokane | 5,179 4,858 |93.8% | 77 1.5% 47 0.9% 54 1.0% 9 0.2% 106 2.0% 293 5.7%
CT9 Spokane | 6,391 5,660 [88.6% | 62 1.0% | 247 3.9% 3 0.0% 2 0.0% [414 6.5% 137 2.1%
CT 10 Spokane | 5,633 5,284 |93.8% | 55 1.0% |7 0.1% 29 0.5% - 0.0% [229 4.1% 372 6.6%
CT11 Spokane | 3,557 2,928 |82.3% | 66 1.9% - 0.0% 110 3.1% 30 0.8% |282 7.9% 237 6.7%
CT 12 Spokane | 2,524 2,128 |84.3% | 14 0.6% | 51 2.0% 65 2.6% 67 2.7% |181 7.2% 131 5.2%
CT 13 Spokane | 3,407 2,940 (86.3% | 33 1.0% | 87 2.6% 40 1.2% 18 0.5% [240 7.0% 184 5.4%
CT 14 Spokane | 5,839 4,316 |73.9% | 336 5.8% 209 3.6% 391 6.7% 26 0.4% |349 6.0% 410 7.0%
CT 15 Spokane | 5,672 4,938 |87.1% | 154 |2.7% 109 1.9% 45 0.8% - 0.0% [343 6.0% 199 3.5%
CT 16 Spokane | 3,408 2542 |[746% | 167 |49% | 94 2.8% 39 1.1% 51 1.5% |375 11.0% | 535 15.7%
CT18 Spokane | 2,742 2,404 |87.7% | 58 2.1% 5 0.2% 18 0.7% - 0.0% 165 6.0% 132 4.8%
CT19 Spokane | 3,644 3,373 [92.6% | 40 1.1% 104 2.9% 51 1.4% - 0.0% |67 1.8% 118 3.2%
CT 20 Spokane | 4,093 3,386 |82.7% | 79 1.9% | 276 6.7% 60 1.5% - 0.0% [215 5.3% 357 8.7%
CT21 Spokane | 2,483 2,174 |87.6% | 21 0.8% 57 2.3% 29 1.2% 43 1.7% 121 4.9% 167 6.7%
CT 23 Spokane | 4,845 4,261 |87.9% | 198 |4.1% 189 3.9% 36 0.7% - 0.0% [134 2.8% 341 7.0%
CT24 Spokane | 2,977 2,210 |74.2% | 92 3.1% 243 8.2% 32 1.1% - 0.0% |260 8.7% 347 1.7%
CT 25 Spokane | 8,985 7,479 |[83.2% | 171 1.9% 100 1.1% 375 4.2% 27 0.3% |683 7.6% 489 5.4%
CT 26 Spokane | 5,069 3,818 |[75.3% | 154 3.0% 142 2.8% 420 8.3% - 0.0% | 507 10.0% | 470 9.3%
CT 29 Spokane | 3,317 3,044 |91.8% | 55 1.7% | - 0.0% 85 2.6% - 0.0% [133 4.0% 253 7.6%
CT 30 Spokane | 2,472 1,857 |75.1% | 34 1.4% 21 0.8% 237 9.6% - 0.0% |270 10.9% | 254 10.3%
CT 31 Spokane | 4,875 4,290 |88.0% | 300 6.2% 71 1.5% 114 2.3% - 0.0% |100 2.1% 176 3.6%
CT 32 Spokane | 2,633 2,274 |(86.4% | 38 1.4% | 86 3.3% 161 6.1% - 0.0% (35 1.3% 242 9.2%




Black/ American

. Indian/

RACE African Alacka
American .

Native

Census
Tract

County # % # %

Native

Hawaiian/
Pacific
Islander

#

%

Two or More

Races

%

Hispanic/

Latino

%

CT 35 Spokane | 2,479 2,202 (88.8% | 44 1.8% | 46 1.9% 28 1.1% - 0.0% (79 3.2% 207 8.4%
CT 36 Spokane | 4,257 3,329 | 78.2% | 288 6.8% 129 3.0% 176 4.1% - 0.0% |254 6.0% 311 7.3%
CT 38 Spokane | 1,738 1,570 [90.3% | 24 1.4% 21 1.2% 25 1.4% 9 0.5% |54 3.1% 107 6.2%
CT 39 Spokane | 2,109 1,887 |89.5% | 8 0.4% 27 1.3% 24 1.1% - 0.0% |[161 7.6% 114 5.4%
CT 40 Spokane | 4,932 3,462 |70.2% | 266 5.4% 33 0.7% 617 12.5% | 8 0.2% |452 9.2% 200 4.1%
CT41 Spokane | 2,201 1,995 [90.6% | 20 0.9% 7 0.3% 75 3.4% - 0.0% (75 3.4% 77 3.5%
CT 42 Spokane | 4,617 4,253 [921% | - 0.0% 9 0.2% 37 0.8% 16 0.3% |[246 5.3% 127 2.8%
CT 43 Spokane | 3,385 3,244 195.8% | 16 0.5% - 0.0% 34 1.0% - 0.0% |91 2.7% 156 4.6%
CT 44 Spokane | 4,794 4,398 |[91.7% | 88 1.8% 1 0.0% 56 1.2% - 0.0% [188 3.9% 181 3.8%
CT 45 Spokane | 3,566 3,270 |91.7% | 2 0.1% 30 0.8% 129 3.6% 32 0.9% (103 2.9% 132 3.7%
CT 46.01 | Spokane | 3,560 3,208 |90.1% | 56 1.6% 10 0.3% 21 0.6% - 0.0% |221 6.2% 237 6.7%
CT 46.02 | Spokane | 3,378 2,932 (86.8% | 10 0.3% 30 0.9% 93 2.8% 16 0.5% |247 7.3% 322 9.5%
CT 47 Spokane | 6,704 5925 |88.4% | 84 1.3% 11 0.2% 79 1.2% 92 1.4% | 437 6.5% 472 7.0%
CT 48 Spokane | 4,136 3,614 | 87.4% | 153 3.7% 12 0.3% 136 3.3% - 0.0% |176 4.3% 154 3.7%
CT 49 Spokane | 5,482 4,440 |[81.0% | 184 3.4% 136 2.5% 226 4.1% - 0.0% (475 8.7% 114 2.1%
CT 50 Spokane | 4,266 3,574 |83.8% | 119 2.8% 64 1.5% 148 3.5% 102 |2.4% |244 5.7% 209 4.9%
CT 101 Spokane | 6,357 5989 |94.2% | 64 1.0% | 48 0.8% 154 2.4% - 0.0% |102 1.6% 150 2.4%
CT 102.01 | Spokane | 4,059 3,912 |196.4% | - 0.0% 28 0.7% - 0.0% - 0.0% [119 2.9% 22 0.5%
CT 102.02 | Spokane | 7,449 7,321 |98.3% | - 0.0% 1 0.0% 15 0.2% - 0.0% (77 1.0% 202 2.7%
CT 103.01 | Spokane | 4,795 4,518 (94.2% | 14 0.3% 35 0.7% - 0.0% 51 1.1% |98 2.0% 148 3.1%
CT 103.03 | Spokane | 3,506 3,335 |95.1% | - 0.0% | 29 0.8% 83 2.4% 23 0.7% |36 1.0% 48 1.4%
CT 103.04 | Spokane | 5,942 5,854 |98.5% | - 0.0% - 0.0% 50 0.8% - 0.0% (38 0.6% - 0.0%
CT 103.05 | Spokane | 6,559 6,071 |[92.6% | 5 0.1% 66 1.0% 63 1.0% - 0.0% |305 4.7% 124 1.9%
CT 104.01 | Spokane | 7,204 5,045 |70.0% | 321 45% | 425 5.9% 357 5.0% 131 1.8% |680 9.4% 677 9.4%
CT 104.02 | Spokane | 6,784 5953 |87.8% | 17 0.3% 179 2.6% 121 1.8% 7 0.1% [205 3.0% 397 5.9%
CT 105.01 | Spokane | 8,669 7,965 |91.9% [ 13 0.1% 164 1.9% 177 2.0% - 0.0% |283 3.3% 669 7.7%




Black/ American Natiye _ _
RACE African Indian/ Hawa_u_an/ Two or More Hlspgnlc/
. INEN €L Pacific Races Latino
AIEACEN Native Islander

C?:‘a%:s County # % # % # % %
CT 105.03 | Spokane | 8,266 7,843 [94.9% | - 0.0% | 26 0.3% 121 1.5% - 0.0% |231 2.8% 534 6.5%
CT 105.04 | Spokane | 3,508 3,385 |96.5% | 9 0.3% | 25 0.7% - 0.0% - 0.0% |56 1.6% 285 8.1%
CT 106.01 | Spokane | 3,967 3,495 |[88.1% | - 0.0% 48 1.2% 76 1.9% - 0.0% |283 7.1% 312 7.9%
CT 106.02 | Spokane | 8,020 7,297 [91.0% | 19 0.2% | 57 0.7% 230 2.9% 27 0.3% [216 2.7% 280 3.5%
CT 107 Spokane | 7,433 6,570 |[88.4% | 89 12% | - 0.0% 432 5.8% 14 0.2% |[171 2.3% 362 4.9%
CT 108 Spokane | 2,274 1,927 |84.7% | 35 1.5% 41 1.8% 71 3.1% 2 0.1% 171 7.5% 195 8.6%
CT 109 Spokane | 5,457 4,810 |88.1% | 138 |25% | 11 0.2% 164 3.0% 5 0.1% |[258 4.7% 325 6.0%
CT 110 Spokane | 3,434 3,210 |935% | 9 0.3% 13 0.4% 20 0.6% - 0.0% [176 5.1% 164 4.8%
CT 111.01 | Spokane | 5,918 4,813 |81.3% | 162 2.7% 104 1.8% 129 2.2% 357 6.0% |261 4.4% 268 4.5%
CT 111.02 | Spokane | 4,527 3,310 |[73.1% | 374 8.3% 135 3.0% 100 2.2% 57 1.3% | 467 10.3% | 356 7.9%
CT 112.01 | Spokane | 7,308 5,801 79.4% | 252 3.4% 124 1.7% 267 3.7% 493 6.7% | 276 3.8% 394 5.4%
CT 112.02 | Spokane | 3,933 3,636 [92.4% | 15 0.4% 16 0.4% 20 0.5% - 0.0% |213 5.4% 139 3.5%
CT 113 Spokane | 8,432 7,507 |[89.0% | 99 1.2% | - 0.0% 318 3.8% 49 0.6% |391 4.6% 339 4.0%
CT 114 Spokane | 5,369 5,018 [93.5% | - 0.0% 33 0.6% 118 2.2% - 0.0% 116 2.2% 223 4.2%
CT 115 Spokane | 1,613 1,555 196.4% | - 0.0% 44 2.7% 9 0.6% - 0.0% |2 0.1% 71 4.4%
CT 116 Spokane | 1,629 1,522 1934% | 7 0.4% 18 1.1% 12 0.7% 3 0.2% |54 3.3% 50 3.1%
CT 117.01 | Spokane | 2,081 1,941 |93.3% | 8 04% | - 0.0% 19 0.9% - 0.0% [113 5.4% 54 2.6%
CT 117.02 | Spokane | 7,385 6,230 |[84.4% | 108 1.5% 77 1.0% 277 3.8% 88 1.2% |282 3.8% 833 11.3%
CT 118 Spokane | 4,865 4,301 |88.4% | 257 53% | 71 1.5% 36 0.7% - 0.0% [164 3.4% 280 5.8%
CT 119 Spokane | 4,859 4,255 |87.6% | 91 1.9% | 223 4.6% 40 0.8% 44 0.9% [196 4.0% 395 8.1%
CT 120 Spokane | 3,822 3,481 91.1% | 7 0.2% 16 0.4% 8 0.2% - 0.0% |257 6.7% 147 3.8%
CT121 Spokane | 2,627 2,464 193.8% | 10 0.4% 53 2.0% 9 0.3% - 0.0% |46 1.8% 174 6.6%
CT 122 Spokane | 2,290 2,070 (90.4% | - 0.0% | 35 1.5% 65 2.8% 5 0.2% [115 5.0% 86 3.8%
CT 123 Spokane | 5,806 4,960 |85.4% | 140 2.4% 178 3.1% 42 0.7% 61 1.1% 157 2.7% 453 7.8%
CT 124.01 | Spokane | 4,721 4,498 |95.3% | 21 0.4% 1 0.0% 43 0.9% 43 0.9% 115 2.4% 50 1.1%
CT 124.02 | Spokane | 6,626 6,099 |92.0% | 60 0.9% | 29 0.4% 112 1.7% - 0.0% |[282 4.3% 200 3.0%




American Native

B"’?‘Ck’ Indian/ Hawaiian/ Two or More Hispanic/
RACE Afr|gan INEN €L Pacific Races Latino
American .
Native Islander

C?:‘a%:s County # % # % # % % %
CT 125 Spokane | 3,813 2,981 |[78.2% | 10 0.3% | - 0.0% 14 0.4% 180 |[4.7% |[248 6.5% 556 14.6%
CT 126 Spokane | 4,089 3,749 |91.7% | 13 0.3% | 47 1.1% 10 0.2% 13 0.3% |[238 5.8% 290 7.1%
CT 127.01 | Spokane | 3,911 3,638 [93.0% | 36 0.9% 13 0.3% 85 0.9% 76 1.9% 106 2.7% 130 3.3%
CT 127.02 | Spokane | 2,491 2,244 190.1% | 9 04% | 23 0.9% 13 0.5% - 0.0% [168 6.7% 148 5.9%
CT 128.01 | Spokane | 4,316 3,663 |82.6% | 57 1.3% | 31 0.7% 115 2.7% - 0.0% [228 5.3% 568 13.2%
CT 128.02 | Spokane | 3,333 2,966 |89.0% | 13 0.4% 142 4.3% 75 2.3% - 0.0% 137 4.1% 222 6.7%
CT 129.01 | Spokane | 3,152 3,125 [99.1% | - 0.0% | 21 0.7% - 0.0% - 0.0% |6 0.2% 132 4.2%
CT 129.02 | Spokane | 7,245 6,571 |90.7% | 57 0.8% 105 1.4% 254 3.5% - 0.0% [258 3.6% 84 1.2%
CT 130 Spokane | 9,864 8,656 |[87.8% | 189 1.9% 65 0.7% 391 4.0% - 0.0% |418 4.2% 736 7.5%
CT 131 Spokane | 12,493 | 11,574 [92.6% | 98 08% | - 0.0% 235 1.9% - 0.0% |[344 2.8% 768 6.1%
CT 132.01 | Spokane | 7,735 7,286 |94.2% | - 0.0% | 44 0.6% 68 0.9% 13 0.2% [117 1.5% 422 5.5%
CT 132.02 | Spokane | 11,768 10,416 | 88.5% | 43 0.4% 125 1.1% 357 3.0% - 0.0% |754 6.4% 571 4.9%
CT 133 Spokane | 3,281 3195 (97.4% | 3 01% | 21 0.6% 6 0.2% - 0.0% |56 1.7% - 0.0%
CT 134.01 | Spokane | 5,308 4,853 191.4% | 57 1.1% 25 0.5% 147 2.8% - 0.0% 168 3.2% 72 1.4%
CT 135 Spokane | 9,995 9,181 91.9% | 53 0.5% - 0.0% 205 2.1% - 0.0% |556 5.6% 287 2.9%
CT 136 Spokane | 5,066 4,592 190.6% | 54 1.1% 63 1.2% 82 1.6% 5 0.1% |242 4.8% 347 6.8%
CT 137 Spokane | 3,154 2,628 |[83.3% | 63 20% | 94 3.0% 157 5.0% 20 0.6% [165 5.2% 143 4.5%
CT 138 Spokane | 3,336 2,313 |69.3% | 473 14.2% | 75 2.2% 63 1.9% - 0.0% |312 9.4% 468 14.0%
CT 139 Spokane | 5,553 4,991 |89.9% | 14 0.3% | - 0.0% 81 1.5% 4 0.1% |[440 7.9% 155 2.8%
CT 141 Spokane | 6,152 5,764 |93.7% | - 0.0% | 2 0.0% 118 1.9% - 0.0% [267 4.3% 185 3.0%
CT 143 Spokane | 2,842 2,748 |96.7% | 1 0.0% 29 1.0% 2 0.1% - 0.0% |60 2.1% 24 0.8%
CT 144 Spokane | 4,562 3,699 [81.1% | 22 0.5% 104 2.3% 231 5.1% 296 6.5% 169 3.7% 450 9.9%
CT 145 Spokane | 1,954 1,497 |76.6% | 142 7.3% 50 2.6% 20 1.0% 26 1.3% 175 9.0% 127 6.5%
CT 9410 Stevens | 2,135 320 15.0% | 9 0.4% 1,623 [76.0% | 11 0.5% 17 0.8% 155 7.3% 85 4.0%
CT 9501 Stevens | 7,322 6,936 |94.7% | 18 0.2% 86 1.2% 8 0.1% 7 0.1% |202 2.8% 361 4.9%
CT 9502 |Stevens | 4,308 3,959 |91.9% | - 0.0% | 73 1.7% 25 0.6% 21 0.5% [229 5.3% 163 3.8%




Black/ American Natiye _ _
: Indian/ Hawaiian/ Two or More Hispanic/
RACE Afr|gan INEN €L Pacific Races Latino
American .
Native Islander

C?:‘a%:s County # % # % # % % %
CT 9503 |Stevens | 2,753 2,426 (88.1% | 12 04% | 58 2.1% 20 0.7% - 0.0% [ 140 5.1% 223 8.1%
CT 9505 |Stevens | 2,552 2411 [94.5% | - 0.0% | - 0.0% 67 2.6% - 0.0% |71 2.8% 56 2.2%
CT 9506 Stevens | 2,433 2,272 1934% | 1 0.0% 21 0.9% - 0.0% 6 0.2% 133 5.5% 188 7.7%
CT 9507 |Stevens | 2,424 2,125 |[87.7% | 37 1.5% 17 0.7% 27 1.1% 4 0.2% |[206 8.5% 92 3.8%
CT 9508 | Stevens | 3,398 3,132 |92.2% | 38 1.1% | 104 3.1% 28 0.8% - 0.0% (96 2.8% - 0.0%
CT 9509 Stevens | 1,501 1,391 92.7% | 8 0.5% 7 0.5% 7 0.5% - 0.0% |75 5.0% 22 1.5%
CT 9511 |Stevens | 3,695 3,299 |89.3% | 69 1.9% | 42 1.1% 5 0.1% - 0.0% (82 2.2% 240 6.5%
CT 9513 |Stevens | 4,328 4,044 [93.4% | - 0.0% | 70 1.6% 42 1.0% - 0.0% [167 3.9% 83 1.9%
CT 9514 Stevens | 7,806 7473 |95.7% | - 0.0% 124 1.6% 50 0.6% - 0.0% 159 2.0% 145 1.9%
CT1l Whitman | 6,572 5,203 [79.2% | 183 2.8% - 0.0% 432 6.6% 16 0.2% |625 9.5% 589 9.0%
CT2 Whitman | 6,995 5,687 |81.3% | 211 3.0% 15 0.2% 479 6.8% 15 0.2% |414 5.9% 635 9.1%
CT3 Whitman | 5,275 4,895 |92.8% | 59 1.1% 19 0.4% 195 3.7% - 0.0% |74 1.4% 89 1.7%
CT4 Whitman | 4,311 3,460 |80.3% | 106 |25% | 4 0.1% 354 8.2% - 0.0% [377 8.7% 209 4.8%
CT5 Whitman | 3,931 2,799 |[71.2% | 153 39% |2 0.1% 473 12.0% | - 0.0% [358 9.1% 581 14.8%
CT6 Whitman | 8,669 5,600 |[64.6% | 334 3.9% 88 0.4% 2,126 |[24.5% | 50 0.6% |252 2.9% 600 6.9%
CT7 Whitman | 3,650 3,444 [94.4% | 22 0.6% 19 0.5% 58 1.6% - 0.0% |88 2.4% 120 3.3%
CT8 Whitman | 3,682 3,578 |97.2% | - 0.0% | 25 0.7% 37 1.0% - 0.0% |34 0.9% 51 1.4%
CT9 Whitman | 3,986 3,845 [96.5% | 16 0.4% 26 0.7% 11 0.3% - 0.0% |67 1.7% 182 4.6%
CT 10 Whitman | 2,160 2,062 [95.5% | - 0.0% | 27 1.3% 4 0.2% - 0.0% (66 3.1% 50 2.3%

657,442 566,315

86.1%

29,985 4.6%

62,414 9.5%




$100,000

HOUSEHOLD ot Less than $10,000to  $15,000 to $20,000to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000 to $60,000 to $75,000 to

$125,000 to $150,000 or

INCOME Egﬁ“'a' $10,000  $14999  $19,999  $24,999  $29,999  $34,999  $39,999  $44,999  $49,999  $59,999  $74,999  $99,999 F$0124 g9 $149.999  More
Census

TolS County  # % # % # % # % # % # % # % # % # % # % # % # % # % # % #

CT9501 |Adams  [1,050 |80 [7.6% |61 [58% |61 [58% [56 [53% [73 [7.0% |61 [58% [50 [4.8% [58 [55% |44 [42% |82 [7.8% [110 [10.5% [135 [12.9% [82 [7.8% [39 [37% |58 [55%
CT 9502 |Adams | 615 51 |83% |21 |34% |16 |2.6% |26 |42% |28 |46% |22 |3.6% |16 |26% |35 |57% |44 |7.2% |66 |10.7% | 130 |21.1% |81 |132% |43 |7.0% |9 |15% |27 |44%
CT9503 |Adams  |1655 |71 |4.3% |59 |3.6% |114 |6.9% 207 |125% |99 |6.0% |64 |3.9% |91 |55% |188[11.4% [17 [1.0% |75 |4.5% |156 |94% |140 |85% |129 [7.8% |92 |56% |153 |9.2%
CT 9504 | Adams | 974 65 |6.7% |16 |16% |39 |4.0% |98 [10.1% |56 |5.7% |27 |28% |88 |9.0% |50 |51% |85 |87% |41 |42% |118 |121% |90 |9.2% |104 [107% |28 [2.9% |69 |7.1%

CT 9505 | Adams 1,679 223 |133% |76 |45% |64 |3.8% |76 45% |75 |45% |29 |1.7% |72 [4.3% (148 [8.8% |37 [22% |175 [10.4% 192 [11.4% (289 |17.2% | 149 [8.9% (26 |1.5% |48 2.9%
CT 9601 | Asotin 1,706 63 [3.7% |4 02% (95 |5.6% |50 29% |66 ([3.9% |43 |25% |31 |[18% [57 |3.3% |83 |4.9% |174 |10.2% |154 |9.0% |265 |15.5% (164 |9.6% [158 |9.3% (299 |[17.5%
CT 9602 | Asotin 2,045 47 |(23% |0 0.0% (105 |5.1% |70 34% |75 |[3.7% |[154 |7.5% |185|9.0% (75 |3.7% |179 [8.8% |184 |9.0% (126 [6.2% |226 |11.1% |321 |15.7% | 133 |6.5% [165 [8.1%
CT 9603 | Asotin 1,433 95 |6.6% |145 |10.1% | 115 |8.0% |55 3.8% |167 |11.7% |83 |58% |143|10.0% |48 |3.3% |21 |1.5% [186 |13.0% (166 |11.6% | 129 |9.0% |44 |31% |7 0.5% |29 2.0%
CT 9604 | Asotin 954 13 [11.8% |72 [7.5% |94 |9.9% |40 42% |38 |4.0% |35 [3.7% |60 [6.3% |58 |6.1% (54 |57% (68 71% |63 |6.6% (147 [15.4% (80 [8.4% |11 12% (21 2.2%
CT 9605 | Asotin 1,471 57 |39% (115 |7.8% |99 |6.7% (95 6.5% |79 [54% (132 |9.0% |99 |6.7% (132]9.0% |72 [4.9% |95 |6.5% [162 [11.0% |143 |9.7% |107 |7.3% |39 |2.7% |[45 3.1%
CT 9606 | Asotin 1,492 7 05% (78 |52% |[87 |5.8% |65 44% |73 |49% |100 |6.7% (46 [3.1% |25 |[1.7% |99 [6.6% |97 |6.5% [191 |12.8% (332 |22.3% |110 (7.4% |79 |[53% |103 [6.9%

CT 9400 | Ferry 625 64 |10.2% |61 9.8% 47 |7.5% |44 70% [32 [51% |45 |[72% [(44 [7.0% |27 |4.3% |24 |3.8% |49 7.8% |37 59% |43 6.9% |52 |[83% |27 |4.3% |29 4.6%
Count

CT 9701 Ferryy 1,107 92 18.3% (39 |3.5% 65 |59% |174 |15.7% |42 |3.8% |81 7.3% |61 [55% |41 [3.7% |45 |4.1% |42 3.8% |50 45% (124 (11.2% |87 79% (92 [83% |72 6.5%
Count

CT 0207 Frankl>i/n 398 22 155% (10 |2.5% 10 |25% |0 0.0% |5 1.3% |31 78% |3 0.8% |33 |83% |5 1.3% |37 9.3% |77 19.3% |45 11.3% | 43 10.8% | 43 10.8% | 34 8.5%

CT Grant 3,159 90 |2.8% |46 1.5% 84 |27% |121 |3.8% |233|7.4% (263 |8.3% |184|58% [122]3.9% |[167 |5.3% [475 [15.0% (476 [15.1% (473 |15.0% | 233 [7.4% |55 1.7% (137 |4.3%

114.02

CT 9601 | Lincoln 767 42 155% (11 1.4% 29 |3.8% |57 74% |30 [3.9% |34 [(44% |56 ([7.3% |41 |53% |32 |4.2% |71 9.3% (112 [14.6% |98 12.8% | 55 7.2% |31 4.0% |68 8.9%

CT 9602 | Lincoln 1,233 52 |42% |26 |21% |31 2.5% |61 49% |22 |18% |55 |45% |78 [6.3% (105 (8.5% [114 (9.2% |62 50% |141 [11.4% [133 |10.8% | 155 (12.6% (57 |4.6% |141 |11.4%
CT 9603 | Lincoln 1,195 83 |6.9% (33 |28% |88 |7.4% (36 3.0% |31 [(26% |87 |73% |16 |1.3% (69 |58% |56 [4.7% |140 |11.7% |[146 [12.2% | 168 |14.1% |66 |55% |88 |7.4% |88 7.4%
CT 9604 | Lincoln 1,330 106 [8.0% |65 [4.9% |98 |7.4% |88 6.6% |62 [4.7% |78 |59% |92 |6.9% (88 |6.6% |19 [1.4% |94 71% 138 |10.4% (150 [11.3% [128 [9.6% |42 [3.2% |82 6.2%

CT 9701 | Pend 897 55 16.1% |50 5.6% 44 49% |35 39% |35 |39% [47 |5.2% 131 | 14.6% |59 [6.6% |24 |2.7% |42 4.7% 84 9.4% |87 9.7% |72 8.0% |27 3.0% |[105 1.7%
Oreille
CT2 Spokane (1,860 202 110.9% | 254 |13.7% |[101 (5.4% |142 [7.6% |93 |[5.0% |62 |[3.3% 197 1 10.6% |90 [4.8% |120 [6.5% |239 [12.8% [105 [56% [128 [6.9% |51 2.7% |35 1.9% |41 2.2%

CT3 Spokane |2,110 201 |9.5% (109 |5.2% 196 |9.3% (140 [6.6% |148 [7.0% (179 |8.5% |87 |4.1% [135|6.4% |301 [14.3% |211 |10.0% (197 [9.3% |87 |41% |83 |3.9% |14 |0.7% |22 1.0%
CT4 Spokane | 1,655 164 19.9% |69 [4.2% 105 |6.3% (121 [7.3% [127 (7.7% |[220 [13.3% |76 |4.6% |81 |49% |39 |24% |[187 |11.3% [156 |9.4% |195 [11.8% |80 |4.8% |9 0.5% |26 1.6%
CT5 Spokane | 1,511 72 |48% (44 |29% |24 |1.6% |65 43% |95 [6.3% |90 ([6.0% |123 (8.1% |73 |4.8% |83 |55% [237 [15.7% |162 |10.7% [303 |[20.1% |81 54% |23 [1.5% |36 2.4%
CT6 Spokane | 1,288 18 [1.4% |97 [75% (14 |1.1% |43 3.3% |55 [43% |71 |55% |65 |50% (54 |4.2% |39 [3.0% |208 |16.1% [209 [16.2% | 162 |12.6% | 123 |9.5% |56 |4.3% |74 5.7%
CT7 Spokane |2,178 145 16.7% | 115 |[5.3% |81 3.7% |53 24% |42 [1.9% [229 |10.5% | 159 |7.3% |194 |89% |164 |7.5% (152 |7.0% [295 |13.5% 194 |89% |86 [3.9% |74 |[3.4% |195 [9.0%
CT8 Spokane | 1,880 36 |19% (53 |28% |72 |3.8% (116 [6.2% |25 (13% (32 |1.7% |102|54% (60 |3.2% |35 [1.9% |226 |12.0% [200 [10.6% |287 |15.3% 268 |14.3% | 191 |10.2% (177 |[9.4%
CT9 Spokane | 2,523 193 [7.6% |23 [0.9% 123 |4.9% (102 [(4.0% |58 [2.3% (163 |6.5% |64 |2.5% (118 |4.7% |76 |[3.0% |346 |13.7% [487 [19.3% |432 |17.1% | 148 |59% |17 |0.7% [173 [6.9%
CT 10 Spokane |2,418 32 |13% |34 |14% |54 |22% (103 |43% (191 (7.9% [131 [54% |118 |49% |117 |4.8% |133 |5.5% |175 |7.2% |378 |15.6% |387 [16.0% (307 |12.7% |83 |3.4% (175 |7.2%
CT11 Spokane | 1,434 17 [1.2% |8 0.6% (25 |1.7% |70 49% |73 |51% |90 ([6.3% |97 [6.8% |93 |6.5% |46 |3.2% (178 [12.4% | 185 |12.9% [272 [19.0% 147 [10.3% [65 [4.5% |68 4.7%
CT12 Spokane | 981 54 |55% (54 |55% 16 |1.6% (78 8.0% |65 [6.6% [50 |51% |88 |9.0% (68 |69% |86 |[8.8% |90 9.2% | 105 [10.7% |96 9.8% |81 83% |34 |[35% |16 1.6%
CT 13 Spokane | 1,520 115 | 7.6% |94 |[6.2% 103 |6.8% [108 |[7.1% [59 [3.9% (109 [7.2% |69 |4.5% |90 |59% |83 |55% |234 |154% |112 |7.4% |177 [11.6% [78 |51% |45 |3.0% |44 2.9%
CT 14 Spokane |2,393 125 [5.2% |185 [7.7% |30 |1.3% |[125 |52% |[201 |8.4% |231 [9.7% |276 [11.5% |231 |9.7% |140 |59% (235 [9.8% |258 |10.8% [120 [5.0% [128 [53% |70 [2.9% |38 1.6%
CT 15 Spokane | 2,208 52 |24% (15 |0.7% |96 |4.3% (244 [11.1% |92 (4.2% [106 |4.8% |91 |41% (96 |4.3% |198 [9.0% |348 |15.8% |446 [20.2% |252 |11.4% 108 |4.9% |O 0.0% |64 2.9%
CT 16 Spokane | 1,386 163 | 11.8% | 140 [10.1% | 120 (8.7% |126 [9.1% |44 |3.2% |[133 |9.6% |102|7.4% |12919.3% |13 |0.9% (40 29% |28 20% |215 [15.5% |105 [7.6% |10 |0.7% |18 1.3%




$100,000
to
$124,999

HOUSEHOLD ;%taila_ Less than $10,000to  $15,000 to $20,000to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000 to $60,000 to $75,000 to
INCOME tioﬁ $10,000  $14,999 $19,999  $24,999 $29,999  $34,999 $39,999  $44,999  $49,999  $59,999 $74,999 $99,999

$125,000 to $150,000 or
$149,999 More

Census
Tract

CT18 Spokane | 1,327 137 [10.3% | 101 (7.6% |72 |5.4% |145 |10.9% (43 |3.2% |100 [7.5% |67 [50% |95 |7.2% (39 |29% (128 [9.6% |98 74% |187 |141% |53 |4.0% |49 |3.7% |13 1.0%
CT19 Spokane | 1,566 154 19.8% |79 [50% |39 [2.5% |68 43% |59 |3.8% |94 |6.0% (113 [7.2% [153 |9.8% |82 [52% [156 |10.0% [122 |7.8% (244 |15.6% |93 [59% [99 [6.3% |11 0.7%
CT 20 Spokane | 1,673 234 |14.0% (62 |3.7% |72 |4.3% (163 [9.7% |133 [7.9% [206 |12.3% |115 |6.9% (43 |2.6% |70 |[4.2% |77 |4.6% |216 [12.9% |141 |8.4% |88 |53% |32 |19% |21 1.3%
CT21 Spokane | 1,093 38 |35% (43 |3.9% 105 |9.6% (75 6.9% |59 [54% |72 |6.6% |44 |40% (25 |2.3% |42 |[3.8% |122 |11.2% [145 [13.3% |225 |20.6% |42 |3.8% |37 |3.4% (19 1.7%
CT 23 Spokane |2,170 211 |9.7% |[180 |8.3% 115 |5.3% (113 |[52% [103 [(4.7% (101 [4.7% |69 |3.2% |53 |24% |157 |7.2% |175 |81% |191 |8.8% |365 [16.8% [117 |5.4% |82 |3.8% [138 |6.4%
CT 24 Spokane | 1,171 249 |121.3% (139 |11.9% |64 |5.5% (83 71% |85 [7.3% (35 |3.0% |22 [19% (21 |1.8% |40 |[3.4% |186 |15.9% |96 8.2% |91 78% |6 0.5% |0 0.0% |54 4.6%
CT 25 Spokane | 2,374 336 | 14.2% (274 | 11.5% |124 |5.2% (191 [8.0% |120 (5.1% ([130 |5.5% |103 |4.3% |[105|4.4% |106 [4.5% |450 |19.0% [142 [6.0% |166 |7.0% |31 13% |33 |1.4% |63 2.7%
CT 26 Spokane | 2,071 141 |6.8% |218 [10.5% | 159 [7.7% |211 [10.2% |88 |4.2% |95 |4.6% |[240|11.6% |57 |2.8% |131 |6.3% (260 |12.6% (70 34% (181 |8.7% |93 [4.5% (67 |3.2% |60 2.9%
CT 29 Spokane | 1,189 43 |[3.6% |50 [4.2% |47 |4.0% |35 29% |57 |(48% |51 |43% |49 |41% (10 |0.8% |98 [8.2% |122 |10.3% [168 [14.1% | 192 |16.1% |86 |7.2% |66 |56% (115 [9.7%
CT 30 Spokane | 933 94 |10.1% (101 | 10.8% |27 |2.9% (74 7.9% |39 [42% |96 |10.3% |27 |29% (77 |83% |41 [4.4% |84 9.0% |80 8.6% |134 |144% |10 |11% |14 |1.5% |35 3.8%
CT 31 Spokane | 2,072 199 19.6% |85 [4.1% 198 |19.6% (108 [52% [136 (6.6% |70 |[3.4% |105|51% |158 |7.6% |74 |3.6% |200 |9.7% |82 |4.0% |319 [(15.4% (153 |7.4% |81 3.9% (104 |5.0%
CT 32 Spokane | 1,402 172 [12.3% |73 [52% |[101 |7.2% |46 3.3% |93 [6.6% |43 |31% |187 |13.3% (97 |6.9% |69 |[4.9% |152 |10.8% [121 [8.6% |114 |81% |73 |52% |42 |3.0% (19 1.4%
CT 35 Spokane | 1,730 499 (28.8% | 369 [21.3% |124 |7.2% [133 |7.7% |103 [6.0% |103 (6.0% |42 [24% |15 |0.9% |7 0.4% |53 3.1% |37 21% |98 57% |58 [3.4% |26 |[1.5% |63 3.6%
CT 36 Spokane | 2,567 558 |21.7% | 247 |9.6% 162 |6.3% (110 [4.3% [101 (3.9% (158 [6.2% |139 |5.4% |117 |4.6% |84 |3.3% |107 |4.2% |220 |8.6% |179 [7.0% [124 |48% |64 |25% [197 |7.7%
CT 38 Spokane |914 76 |83% (17 |19% |82 |9.0% (29 32% |41 (45% |[104 |11.4% |13 |1.4% (43 |4.7% |68 |7.4% |57 6.2% 129 [14.1% |87 9.5% |73 |[8.0% |37 |4.0% |58 6.3%
CT 39 Spokane | 1,047 83 |79% (70 |6.7% |101 |9.6% (49 47% |38 [3.6% |66 ([63% |79 |[(7.5% |47 |4.5% |37 |3.5% |61 5.8% |81 77% |78 74% |42 [4.0% |68 [6.5% |147 |14.0%
CT 40 Spokane | 2,519 375 | 14.9% [ 134 | 5.3% 127 |5.0% (174 [6.9% [128 [5.1% (237 [9.4% |164 |6.5% |74 |29% |70 |2.8% |377 |15.0% |138 |55% |138 [55% (88 |3.5% |126 |5.0% [169 |6.7%
CT41 Spokane | 1,104 74 |6.7% (52 |4.7% |85 |7.7% (147 [13.3% |12 [1.1% |50 |4.5% |90 |82% (20 |1.8% |22 [2.0% |50 |4.5% |53 [4.8% |137 |12.4% |102 |9.2% |71 6.4% |139 |12.6%
CT 42 Spokane | 1,894 76 |[4.0% |9 0.5% |31 1.6% |5 03% |36 [1.9% [90 |4.8% |54 [29% (40 |21% |96 |51% |124 |6.5% |197 |10.4% | 203 | 10.7% [ 245 | 12.9% [ 152 | 8.0% |[536 |28.3%
CT 43 Spokane | 1,458 74 |51% |36 |25% |34 |23% (10 0.7% |61 |42% |37 |25% |74 |51% |24 |1.6% |20 |14% [122 |84% [125 |8.6% |169 |11.6% |162 |11.1% |92 (6.3% [418 [28.7%
CT 44 Spokane |2,120 48 [23% |23 [1.1% |142 |6.7% [108 |51% |108 [5.1% |107 (5.0% |134 (6.3% [160 |7.5% |135 |6.4% |185 |8.7% |119 |5.6% |358 |16.9% [144 |6.8% (130 |6.1% [219 |[10.3%
CT 45 Spokane | 1,478 76 |51% (16 |11% |50 |3.4% (16 1.1% |8 05% |43 [29% |61 [(41% |23 |1.6% |46 |3.1% |139 |94% |132 |89% |216 |14.6% (117 |7.9% (106 |7.2% |[429 |29.0%
CT 46.01 | Spokane | 1,851 155 18.4% |79 |[4.3% 134 | 7.2% (95 51% |61 [3.3% [171 |92% |40 |22% |88 |48% |76 |41% [159 |8.6% [159 |8.6% |285 |154% |114 |16.2% |39 [2.1% [196 [10.6%
CT 46.02 | Spokane | 1,265 128 [101% |22 [1.7% |O 0.0% |16 1.3% [15 |1.2% |29 ([23% |33 [2.6% |34 |27% |19 |1.5% [156 [12.3% |140 |11.1% [304 [24.0% (186 [14.7% [ 107 |[8.5% |76 6.0%
CT 47 Spokane |2,788 142 151% |114 |4.1% 133 |4.8% |35 1.3% [173 |6.2% |122 (4.4% |157 [5.6% |173|6.2% |147 |53% [147 [53% |263 |9.4% |[420 [15.1% (249 [8.9% (303 [10.9% |210 |7.5%
CT 48 Spokane | 1,938 88 |4.5% |122 |6.3% |96 |5.0% (83 43% 112116.2% |33 |1.7% [99 [51% (83 [43% [99 [51% [102 |53% [226 |11.7% (209 |10.8% | 149 (7.7% |[105 |5.4% |323 |16.7%
CT 49 Spokane |2,323 100 |4.3% |30 |13% |56 [2.4% |76 33% |55 [24% (|89 |38% |80 [3.4% (109 |4.7% |124 |53% |120 |52% |191 |8.2% |412 |17.7% (233 | 10.0% [ 196 |8.4% (452 |19.5%
CT 50 Spokane | 1,994 149 [7.5% |78 [3.9% |44 |2.2% |215 |10.8% |96 |4.8% |79 [4.0% |77 |[3.9% (147 |7.4% |23 |1.2% |134 |6.7% |245 |12.3% |190 |9.5% (90 |4.5% (94 |4.7% |[333 |16.7%
CT 101 | Spokane |2,418 64 |2.6% |0 0.0% |33 [1.4% |99 41% |47 |119% |94 |39% [175(7.2% (106 [4.4% [117 [4.8% |175 |7.2% |270 [11.2% (323 |13.4% | 266 [11.0% [298 |12.3% | 351 14.5%

County # # # % # % # % # % # % # % # % # % # % # % # % # % # % #

CT Spokane | 1,647 50 |3.0% (40 |24% |50 |3.0% (20 12% |54 |3.3% |64 [3.9% |127 (7.7% |99 |6.0% |[141 |8.6% [102 [6.2% |121 |7.3% |[278 [16.9% (147 |[8.9% [209 [12.7% | 145 |8.8%
102.01
CT Spokane | 2,537 58 |23% (17 |0.7% |O 0.0% [42 1.7% |53 [|21% |123 (4.8% |50 [2.0% [132|5.2% |110 |4.3% |[180 [7.1% |204 |8.0% |482 |19.0% (319 |12.6% (115 |4.5% |[652 |25.7%
102.02
CT Spokane | 1,775 119 16.7% |30 [1.7% |86 [4.8% |87 49% |75 |4.2% |98 |55% (87 [4.9% (138 [7.8% |60 [3.4% |273 [15.4% |252 |[14.2% (249 |14.0% | 120 (6.8% (26 |1.5% |75 4.2%
103.01
CT Spokane | 1,222 26 |21% (30 |25% |12 |1.0% (46 38% |14 [11% |68 |56% |43 |[3.5% |8 0.7% |44 |[3.6% |147 |12.0% [158 [12.9% |207 |16.9% | 119 |9.7% |95 |7.8% |205 |[16.8%
103.03
CT Spokane | 2,406 131 [54% |126 [52% |69 |2.9% |144 |6.0% [297 [12.3% |13 [05% |70 [2.9% |140|58% |11 |0.5% [252 [10.5% |150 |6.2% |[492 [20.4% (258 [10.7% (149 [6.2% |104 |4.3%
103.04




$100,000

HOUSEHOLD ot Less than $10,000to  $15,000 to $20,000to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000 to $60,000 to $75,000 to

$125,000 to $150,000 or

INCOME Egﬁ“'a' $10,000  $14999  $19,999  $24,999  $29,999  $34,999  $39,999  $44,999  $49,999  $59,999  $74,999  $99,999 23124,999 $149,999  More

%Z”;“S County # ¥ % # % %  # %  # % # %  # % # % # % # % # % # %  # % % #

CT | Spokene [2315 fez [27% 136 [sa% 27 [12% |50 |25% [o7 [12% |53 [23% [0 [00% |27 [12% |17 |5.4% [165 [7.% [256 [11.1% |41z [17.8% [334 [14.4% |12 [57% [509 [220%
05

cT Spokane |1677 | 164 [9.8% |90 |54% |99 |59% |92 |55% |72 |43% |43 |26% |107 |64% |84 |50% |99 |5.9% |182 |10.9% |204 |122% | 187 |11.2% |180 |10.7% |0 |0.0% |74 |4.4%

104.01

cT Spokane |2,591 [ 129 |50% |110 [42% |130 |5.0% |188 |7.3% |69 |2.7% |34 |13% |54 |21% |104 |4.0% |144 |56% |155 |6.0% |178 |6.9% |484 |18.7% |286 |11.0% |200 |7.7% |326 |12.6%

104.02

CT [ svokene Tace7 212 [e% [73 a2 100 |a0% |222 [o6% [fe2 [54% |11 [s.6% [251 [74% 110 [asw [130 [a1% |a8 [20% [332 [os% [500 [17.4% 385 [11.4% [166 [49% [327 |o7%
5.

cT Spokane |2941 |35 [12% |45 |15% |90 |3.1% |12 |04% |43 |15% |113 [3.8% |18 |40% |80 |2.7% |18 |06% |198 |6.7% |350 |11.9% |392 | 13.3% |321 | 10.9% |433 | 14.7% | 693 |23.6%

105.03

cT Spokane | 1,364 |57 |42% |43 |32% |60 |44% |17 |12% |112 |82% |37 |27% |57 |42% |47 |34% |65 |48% |51 |3.7% |140 |10.3% |302 |22.1% |90 |6.6% |15 |8.4% |[171 |12.5%

105.04

CT [ spokene Jtast 2o Tro% 2 [18% a6 [as% |16 [11% [60 [40% |50 [a4% [o5 [oan |25 [17% [35 |2a% [t1s [7e% [255 [17.2% [a12 [21.1% [1e [77% |141 [os [150 [101%

CT [Spokane [3.135 |85 |27% |71 |23% |60 [22% [67 [24% 161 [5.1% |40 [15% |27 [09% |85 |27% | 195 [62% |274 |6.7% |464 |14.6% |616 |19.7% |345 | 11.0% [272 |6.7% [ 362 |11.6%

106.02

CT107 |Spokane |2,576 |63 |24% |83 |32% |36 |14% |11 |04% |57 |22% |25 |1.0% |62 |24% |62 |24% |57 |22% |129 |5.0% |256 | 10.0% | 263 | 10.2% | 483 | 18.8% | 146 |5.7% |841 |32.6%

CT 108 | Spokane |952 130 [13.7% |63 |6.6% | 105 89 |93% |39 [41% |43 [45% |53 |56% |12 |13% |33 |35% |65 |6.8% |104 [10.9% |93 |9.8% |62 |65% |24 [25% |37 |3.9%

CT 109 | Spokane | 1,491 25 |1.7% |44 |3.0% |40 |2.7% (110 |7.4% (48 [3.2% |52 [3.5% |90 |6.0% |117 |7.8% |74 |5.0% |102 |6.8% |239 |16.0% |229 [15.4% [160 |10.7% |57 |3.8% [104 |7.0%
CT 110 | Spokane | 1,541 70 |45% (82 |53% |67 |4.3% (66 43% |98 |6.4% |43 [2.8% |58 |[3.8% |132|8.6% (74 |4.8% (98 6.4% | 117 |7.6% |[361 [23.4% |152 [9.9% |43 [2.8% |80 5.2%

CT Spokane | 2,957 282 |9.5% (293 |9.9% 170 |5.7% [ 536 |[18.1% | 137 [4.6% (289 |9.8% |170|5.7% |[144|4.9% |120 (4.1% |156 |5.3% (248 [8.4% |131 |4.4% |139 |4.7% |64 |22% |78 2.6%
111.01
CT Spokane | 1,658 167 110.1% |23 [1.4% |112 (6.8% |126 [7.6% |80 [4.8% [200 |12.1% |110 |6.6% |101|6.1% |33 |2.0% (176 |10.6% [142 |8.6% |131 |7.9% |126 |7.6% |65 [3.9% |66 4.0%
111.02
CT Spokane | 3,544 239 |6.7% (205 |5.8% |245 |6.9% (164 [4.6% |371 (10.5% 355 | 10.0% |276 |7.8% (131 |3.7% |247 [7.0% |169 |4.8% |[492 [13.9% |333 |9.4% |186 |52% |29 |0.8% [102 ([2.9%
112.01
CT Spokane | 1,591 37 |23% (37 |23% |59 |3.7% (131 [82% |139 (8.7% (81 |51% |72 |45% (107 |6.7% |41 |[2.6% |142 |89% [122 |(7.7% |126 |7.9% |189 |11.9% |81 51% 227 |14.3%
112.02

CT 113 | Spokane | 3,359 145 143% |33 [1.0% 100 [3.0% |[114 ([3.4% |[162 [4.8% (88 |2.6% |146 |4.3% |169 |5.0% |115 |3.4% [219 |6.5% [289 |8.6% |544 |16.2% |425 |12.7% |260 (7.7% |[550 |16.4%
CT 114 | Spokane |2,162 91 |42% (160 |7.4% 19 |55% (113 [52% |74 |[3.4% (95 |4.4% |238|11.0% (144 16.7% |74 |[3.4% |55 25% |208 |9.6% [342 [15.8% |144 [6.7% |79 |[3.7% |226 |10.5%

CT 115 | Spokane |618 6 1.0% |33 |53% |9 1.5% (69 1.2% [19 |3.1% |47 |[7.6% |42 [6.8% |65 |10.5% (11 |1.8% (24 [3.9% |72 M.7% (77 125% |48 |7.8% |59 |9.5% |37 6.0%
CT 116 | Spokane |758 38 |50% |19 |25% |55 |7.3% |32 42% |30 |4.0% |16 |21% [39 [51% (44 |[58% |54 ([7.1% |63 83% |124 [16.4% | 109 [14.4% |64 |8.4% |27 |3.6% |44 5.8%
CT Spokane | 1,085 127 [11.7% | 113 [10.4% (41 |3.8% |25 23% |5 ([50% |66 |6.1% |18 |1.7% (38 |3.5% |109 [10.0% |70 6.5% |126 |11.6% |226 |[20.8% |49 |4.5% |8 0.7% |15 1.4%
117.01
CT Spokane | 3,138 263 |8.4% (135 |4.3% |260 |8.3% (300 [9.6% |437 [13.9% (140 |4.5% |123 |3.9% (84 |2.7% |194 [6.2% |212 |6.8% |[285 [9.1% |350 |11.2% |230 |7.3% |84 |2.7% |(41 1.3%
117.02

CT 118 | Spokane |2,521 323 |12.8% |77 |3.1% 184 | 7.3% [239 [9.5% [137 [5.4% (301 [11.9% |151 |6.0% |79 |3.1% |214 |8.5% |162 |6.4% |229 |9.1% |356 [(14.1% (32 |1.3% |20 |0.8% |17 0.7%
CT 119 | Spokane |1,871 58 |3.1% |91 49% |88 [4.7% |157 |8.4% |121|6.5% [282 |15.1% [91 |4.9% |101 (54% |85 |4.5% |65 3.5% | 198 |10.6% 228 [12.2% | 118 [6.3% |62 |[3.3% |126 |6.7%
CT 120 | Spokane | 1,805 85 |4.7% (164 |91% |78 |4.3% |61 34% |69 (3.8% |[140 |7.8% |84 |4.7% (33 |1.8% |159 [8.8% |208 |11.5% |[227 [12.6% |313 |17.3% |57 |3.2% |31 1.7% |96 5.3%
CT 121 | Spokane |1,182 8 0.7% |68 |58% [76 |6.4% |102 |8.6% |47 |4.0% |139 |11.8% |19 [1.6% (37 [3.1% |72 [6.1% |138 [(11.7% |177 [15.0% [113 |9.6% |86 ([7.3% |70 |59% |30 2.5%
CT 122 | Spokane |970 85 |88% [10 [1.0% |31 3.2% |55 57% |59 ([6.1% |[150 | 15.5% |54 |56% (22 |2.3% |20 [2.1% |92 9.5% |90 9.3% |155 |16.0% |63 |6.5% |57 |5.9% |27 2.8%




$100,000

HOUSEHOLD ot Less than $10,000to  $15,000 to $20,000to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000 to $60,000 to $75,000 to
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Census

TolS County  # BO%  # % # % # % # B % # B %  # % # %  # % # % # % # % #
CT123 |Spokane [2,595 [182 [7.0% [104 [4.0% [133 [5.1% [154 [5.9% [107 [4.1% [222 [86% [184 [7.1% [85 [3.3% [184 [7.1% [211 [8.1% [213 [8.2% [407 [15.7% [134 [52% [104 [4.0% [171 [6.6%
cT Spokane 1,783 |67 |38% |99 |56% |40 |22% |19 |1.1% |122 [6.8% |48 |2.7% |29 |16% |34 |19% |105 |59% |159 |8.9% |142 |8.0% |227 |12.7% |299 | 16.8% | 146 |8.2% |247 |13.9%
124.01

cT Spokane |2412 |58 |24% |59 |24% |27 |[1.1% |20 |08% |55 |23% |48 |2.0% |124[51% |80 |3.3% |65 |27% |92 |3.8% |107 |4.4% |434 |18.0% [458 |19.0% |235 |9.7% |550 |22.8%
124.02

CT 125 | Spokane |1,530 69 |45% (75 |49% |115 |7.5% (124 [8.1% |77 [50% |95 |6.2% |48 |3.1% [152|9.9% |124 |8.1% |120 |7.8% |109 |7.1% |292 |19.1% |4 0.3% |21 ([1.4% |105 |6.9%
CT 126 | Spokane |1,599 45 [2.8% |126 [7.9% [62 |3.9% |51 32% |68 |43% |97 |6.1% |129|81% |53 |3.3% |90 |56% (101 |6.3% [255 |15.9% |206 |12.9% |232 |14.5% |57 |[3.6% |27 1.7%

CT Spokane | 1,831 97 |53% (92 |5.0% 139 | 7.6% (188 [10.3% |53 [2.9% (105 |5.7% |105|5.7% [138 |7.5% |109 [6.0% |115 |6.3% [199 [10.9% |154 |8.4% |127 |6.9% |109 |6.0% |[101 [5.5%
127.01
?;’ , Spokane | 847 29 |34% |5 0.6% 15 1.8% (17 2.0% |47 ([55% |11 |13% |21 |25% (56 |6.6% |43 |[51% |75 8.9% | 167 |19.7% [170 [20.1% |66 |[7.8% |67 |[7.9% |58 6.8%
7.0
CT Spokane | 1,712 104 (6.1% (28 |1.6% |95 |5.5% |82 48% |52 |3.0% |85 |50% (97 [57% [110 [6.4% |61 [3.6% (192 |11.2% |[244 |14.3% (222 |13.0% | 220 [12.9% (76 |4.4% |44 2.6%
128.01
CT Spokane | 1,255 5 04% |29 [23% (22 |1.8% |40 32% |44 (35% |67 |53% |64 |51% (96 |7.6% |92 |[7.3% |103 |8.2% |[183 [14.6% |200 |15.9% | 147 |11.7% |57 |4.5% (106 [8.4%
128.02
10;'9 o Spokane | 1,242 48 [3.9% |39 [3.1% |85 |6.8% |90 72% 112 [9.0% |47 |3.8% |45 |3.6% [32 |2.6% |32 [2.6% |123 |9.9% |179 |14.4% |203 | 16.3% (137 |11.0% (70 |5.6% |O 0.0%
CT | Spokane | 2,680 36 [|13% |54 |20% |72 |27% (120 |45% (138 [5.1% [171 [6.4% |189 |7.1% |105|3.9% |174 |6.5% |163 |6.1% |396 |14.8% |351 [13.1% (277 |10.3% | 204 |7.6% (230 |8.6%
129.02

CT 130 [ Spokane |3,982 285 | 7.2% (108 |2.7% |144 |3.6% (171 |[4.3% |185 (4.6% |267 [6.7% |200 [5.0% [244|6.1% |261 |6.6% |288 |7.2% |304 |7.6% |385 |9.7% (269 |6.8% (258 |6.5% |[613 |[15.4%
CT 131 Spokane |5,183 147 [2.8% |163 [3.1% 158 |3.0% (143 [2.8% |226 (4.4% (214 |41% |307 |5.9% |[300 |5.8% |225 (4.3% |479 |92% (491 [9.5% |764 |14.7% |442 |8.5% |360 |6.9% |764 [14.7%

CT Spokane | 2,802 67 |24% |15 |05% |125 |45% (109 |3.9% (78 |[2.8% [103 [3.7% |169 |6.0% |132 |4.7% |152 |5.4% |239 |8.5% |385 |13.7% |491 [17.5% 323 | 11.5% | 233 |8.3% [181 |6.5%
132.01

CT Spokane | 4,676 197 [4.2% |138 [3.0% (64 |1.4% |87 19% [132(2.8% |72 [1.5% |165(3.5% |[172|3.7% |135 |2.9% |306 |[6.5% |389 |83% |815 |[17.4% (359 |7.7% (324 |6.9% [1321 |28.3%
132.02

CT 133 | Spokane |1,171 19 [1.6% |O 0.0% (27 |2.3% |29 25% |44 |[3.8% |44 |38% |43 |[3.7% |7 0.6% |30 (26% |73 |6.2% [142 [(12.1% | 156 |13.3% | 146 | 12.5% | 102 |8.7% |309 [26.4%
CT Spokane | 1,962 45 123% |11 |(0.6% |55 [2.8% |15 0.8% |0 0.0% [60 |3.1% |44 |22% |48 |24% |18 |0.9% (99 50% |193 [9.8% [258 |13.1% |245 [12.5% (259 |13.2% |612 |31.2%
134.01

CT 135 | Spokane |3,595 86 [24% |O 0.0% (29 |0.8% |48 1.3% |57 |1.6% |196 [55% |92 (2.6% |79 |2.2% |133 |3.7% |278 |7.7% |333 |9.3% |487 |13.5% (407 |11.3% (387 | 10.8% 983 |27.3%
CT 136 | Spokane |1,964 56 |29% (34 |1.7% |32 |1.6% |71 3.6% |152 (7.7% |67 |3.4% |63 |3.2% (174 |8.9% |124 [6.3% |111 |57% |[196 [10.0% |321 |16.3% | 230 |11.7% | 154 |7.8% (179 [9.1%
CT 137 | Spokane | 1,338 74 155% |29 |22% |63 |4.7% |23 1.7% |49 |3.7% |27 |20% (83 |[62% |77 |58% |45 |[3.4% [183 |13.7% [168 |12.6% (216 |16.1% | 101 [7.5% |87 [6.5% |113 [8.4%
CT 138 | Spokane |804 41 [(51% |6 0.7% |0 0.0% |25 31% |78 [9.7% |28 |35% |10 [1.2% (44 |55% |62 |7.7% |71 8.8% |135 |16.8% [199 [24.8% |48 |6.0% |O 0.0% |57 7.1%
CT 139 | Spokane |2,031 102 |5.0% |88 |43% |70 [3.4% |52 2.6% |53 [2.6% |[260 |12.8% |97 |4.8% (28 |1.4% |76 |[3.7% |150 |7.4% |278 [13.7% |288 |14.2% |238 |11.7% | 116 |5.7% [135 [6.6%
CT 141 | Spokane |2,349 64 |27% |59 |25% |67 |2.9% |91 39% |122 |52% |86 |3.7% |126|54% |86 |3.7% |77 |3.3% [168 |7.2% [257 |10.9% |398 |16.9% |306 |13.0% | 175 [(7.4% [267 |11.4%
CT 143 | Spokane |1,179 68 |58% (49 |4.2% 108 |9.2% |48 41% |35 |3.0% |63 [53% |40 [3.4% |81 |6.9% (78 |6.6% (109 [9.2% |93 7.9% |125 |10.6% |100 |8.5% |90 |7.6% |92 7.8%
CT 144 | Spokane | 1,706 71 |42% (66 |3.9% |96 |5.6% (62 3.6% |63 [3.7% |[113 |6.6% |92 |54% (117 |6.9% |110 [6.4% |207 |12.1% [184 [10.8% |301 |17.6% | 129 |7.6% |25 |1.5% |70 4.1%
CT 145 | Spokane |791 137 |17.3% |96 [121% |59 |[7.5% [100 [12.6% |47 [59% |26 |3.3% |32 |4.0% |6 0.8% [50 [6.3% |87 11.0% |42 53% |60 76% [13 |1.6% |7 0.9% |29 3.7%
CT 9410 | Stevens | 795 111 |14.0% |57 |[7.2% |98 53 6.7% |74 [9.3% |40 |50% |41 |52% (24 |3.0% |27 |[3.4% |66 8.3% |74 9.3% |74 93% |30 [3.8% |11 1.4% (15 1.9%
CT 9501 | Stevens |2,954 246 |8.3% (154 |5.2% 151 |5.1% (179 [6.1% |191 [6.5% (166 |5.6% |215|7.3% [120 |4.1% |123 [4.2% |245 |8.3% (309 [10.5% |503 |17.0% | 114 |3.9% |72 |2.4% |[166 [5.6%
CT 9502 | Stevens 1,568 123 | 7.8% 102 (6.5% |79 [5.0% |36 23% |15 [1.0% |91 |58% |86 |55% |96 |6.1% |68 |43% (136 |8.7% [174 |11.1% |174 |11.1% | 138 |8.8% |116 [7.4% |134 [8.5%
CT 9503 | Stevens 1,187 72 |6.1% |81 6.8% [67 |5.6% |24 2.0% |177 (149% |88 |7.4% |116 |9.8% (19 |1.6% |71 [6.0% |96 8.1% |86 7.2% |155 |13.1% |51 43% |52 |4.4% |32 2.7%




$100,000
to
$124,999

HOUSEHOLD ;%taila_ Less than $10,000to  $15,000 to $20,000 to $25,000 to $30,000to $35,000 to $40,000to $45,000to $50,000to $60,000 to $75,000 to
INCOME tioﬁ $10,000  $14,999 $19,999  $24,999 $29,999  $34,999 $39,999  $44,999  $49,999  $59,999 $74,999 $99,999

$125,000 to $150,000 or
$149,999 More

Census
Tract

CT 9505 | Stevens |1,012 106 [10.5% |68 [6.7% (17 |1.7% |46 45% |63 [|6.2% |46 ([(45% |23 [23% |67 |6.6% |67 |6.6% (116 [11.5% |96 |9.5% (149 [(14.7% (44 |43% |28 |[28% |76 7.5%
CT 9506 | Stevens | 1,030 49 |(48% |84 [82% |80 |7.8% |58 56% |13 [|13% |66 |6.4% |29 |2.8% |31 |3.0% |23 [22% |71 6.9% |135 [13.1% | 181 [17.6% (94 [9.1% |38 |3.7% |78 7.6%

County # # # % # % # % # % # % # % # % # % # % # % # % # % # % #

CT 9507 | Stevens 1,014 88 |87% (87 |86% |116 60 59% |91 [9.0% |72 |71% |60 [59% (54 |53% |66 |6.5% |85 |[|84% |71 7.0% |79 78% (34 [34% (19 [1.9% |32 3.2%
CT 9508 | Stevens 1,324 50 |38% (94 |71% |26 |2.0% (109 [82% |77 (58% |[100 [7.6% |80 |[6.0% [33 |2.5% |23 |1.7% |141 |10.6% |168 |12.7% | 148 | 11.2% (109 |8.2% (13 |1.0% [153 [11.6%
CT 9509 | Stevens |683 56 |82% (49 |7.2% |46 |6.7% (40 59% |23 |3.4% |40 |59% |34 |50% |59 |86% |24 |3.5% (83 122% |60 |8.8% |67 [9.8% |51 75% |14 [2.0% |37 5.4%

CT 9511 | Stevens 1,466 143 [9.8% |96 [6.5% [140 |9.5% |88 6.0% |64 [44% |91 |6.2% |99 |6.8% (54 |3.7% |33 |[2.3% |152 |10.4% [151 [10.3% | 166 |11.3% |54 |3.7% |46 |3.1% |89 6.1%
CT 9513 | Stevens 1,588 133 [8.4% |25 [1.6% |65 |4.1% |57 3.6% |123 [7.7% |23 |14% |77 |48% (60 |3.8% |90 |57% |144 |91% |239 |151% | 152 |9.6% (84 |53% (138 |8.7% (178 [11.2%
CT 9514 | Stevens |2,933 117 14.0% |78 |[2.7% 160 | 5.5% |85 29% |80 [2.7% |63 |21% |28 |1.0% |139 |4.7% |142 |48% [291 |9.9% (339 |11.6% |424 |14.5% |286 |9.8% |374 [12.8% 327 [11.1%
CT1 Whitman | 1,238 500 | 40.4% [ 146 |11.8% |64 |52% (129 [10.4% |86 ([6.9% |70 |57% |27 |22% |53 |4.3% |48 [3.9% |22 1.8% (48 3.9% |19 1.5% |5 04% |21 [1.7% |O 0.0%
CT?2 Whitman | 2,982 423 (14.2% |14 |[0.5% 177 |5.9% (207 [6.9% |112 [3.8% (100 |3.4% |125|4.2% |[120 |4.0% |153 [5.1% |284 |9.5% (245 [(8.2% |379 |12.7% |195 |6.5% |55 |1.8% [393 |[13.2%
CT3 Whitman | 2,085 48 123% |84 [4.0% 105 | 5.0% (65 31% |70 |[3.4% |10 |0.5% |128 |6.1% |64 |3.1% |56 |2.7% [162 |7.8% [178 |8.5% |363 |17.4% |261 |12.5% | 181 (8.7% [310 [14.9%
CT4 Whitman | 1,874 184 [9.8% |185 [9.9% (140 |7.5% |77 41% |44 [23% |118 [6.3% |36 [1.9% |40 |21% |46 |2.5% |77 |41% |241 |12.9% |145 |7.7% (192 |10.2% (136 |7.3% [213 |[11.4%
CT5 Whitman [ 410 114 |27.8% |20 |49% (29 [7.1% |29 71% |52 [12.7% |2 0.5% |2 05% |18 |4.4% (18 |4.4% |55 13.4% (41 10.0% |30 73% |0 0.0% |0 0.0% |0 0.0%
CT6 Whitman | 3,838 27.7% (384 |10.0% [495 344 |[9.0% (437 [11.4% (112 [2.9% |108 |2.8% |266 |6.9% |186 |4.8% |93 24% 1122 [32% |115 (3.0% (19 |0.5% |22 |0.6% |72 1.9%
CT7 Whitman | 1,578 70 |44% (68 |43% |58 |3.7% (79 50% |66 [(42% |86 |54% |71 |45% (76 |4.8% |80 ([51% |118 |7.5% |[108 [6.8% |301 |19.1% |182 |11.5% |65 |4.1% [150 [9.5%
CT8 Whitman | 1,452 100 |6.9% |66 |4.5% |92 [6.3% |76 52% |70 (4.8% |[108 |7.4% |29 |2.0% (40 |2.8% |41 [2.8% |251 |17.3% |113 |7.8% |179 |12.3% (146 |10.1% (70 |4.8% |71 4.9%
CT9 Whitman | 1,626 91 |5.6% |[100 |6.2% |61 3.8% |96 59% |47 [29% |100 |6.2% |83 |51% |68 |42% |77 |4.7% |[170 |10.5% [214 |13.2% |231 |14.2% [179 | 11.0% |58 [3.6% |51 3.1%
CT 10 Whitman | 916 44 (48% |36 [3.9% [32 |3.5% |38 41% |38 |4.1% |74 |[81% |24 [2.6% |50 |55% [31 |3.4% (107 [(11.7% | 116 |12.7% (121 (13.2% (68 |[7.4% |56 [6.1% |81 8.8%
21,009

8.1%

258,406




LIMTED ENGLISH Total Other Indo-European Asian and

: Spanish Pacific Island  Other languages

PROFICIENCY Population languages languages

Census Tract County # # ) # ) # )
CT 9501 Adams 1,050 0 0.0% 2 0.2% 0 0.0% 0 0.0%
CT 9502 Adams 615 1 0.2% 0 0.0% 0 0.0% 0 0.0%
CT 9503 Adams 1,655 336 20.3% 7 0.4% 0 0.0% 31 1.9%
CT 9504 Adams 974 231 23.7% 0 0.0% 0 0.0% 23 2.4%
CT 9505 Adams 1,679 396 23.6% 0 0.0% 0 0.0% 40 2.4%
CT 9601 Asotin 1,706 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9602 Asotin 2,045 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9603 Asotin 1,433 24 1.7% 0 0.0% 0 0.0% 0 0.0%
CT 9604 Asotin 954 3 0.3% 0 0.0% 0 0.0% 3 0.3%
CT 9605 Asotin 1,471 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9606 Asotin 1,492 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9400 Ferry County 625 0 0.0% 0 0.0% 3 0.5% 0 0.0%
CT 9701 Ferry County 1,107 4 0.4% 0 0.0% 5 0.5% 0 0.0%
CT 0207 Franklin 398 42 10.6% 0 0.0% 0 0.0% 0 0.0%
CT 114.02 Grant 3,159 948 30.0% 0 0.0% 0 0.0% 12 0.4%
CT 9601 Lincoln 767 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9602 Lincoln 1,233 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9603 Lincoln 1,195 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9604 Lincoln 1,330 19 1.4% 0 0.0% 0 0.0% 0 0.0%
CT 9701 Pend Oreille 897 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT2 Spokane 1,860 0 0.0% 26 1.4% 0 0.0% 0 0.0%
CT3 Spokane 2,110 0 0.0% 0 0.0% 75 3.6% 0 0.0%
CT4 Spokane 1,655 0 0.0% 36 2.2% 9 0.5% 0 0.0%
CT5 Spokane 1,511 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT6 Spokane 1,288 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT7 Spokane 2178 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT8 Spokane 1,880 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT9 Spokane 2,523 0 0.0% 0 0.0% 0 0.0% 0 0.0%




LIMTED ENGLISH

PROFICIENCY

Total
Population

Spanish

Other Indo-European

languages

Asian and
Pacific Island
languages

Other languages

Census Tract County # # ) # )

CT 10 Spokane 2,418 0 0.0% 12 0.5% 0.0% 0 0.0%
CT11 Spokane 1,434 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 12 Spokane 981 0 0.0% 0 0.0% 5 0.5% 18 1.8%
CT 13 Spokane 1,520 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 14 Spokane 2,393 12 0.5% 44 1.8% 10 0.4% 0 0.0%
CT 15 Spokane 2,208 0 0.0% 0 0.0% 0.0% 0 0.0%
CT 16 Spokane 1,386 33 2.4% 109 7.9% 0.0% 0 0.0%
CT18 Spokane 1,327 0 0.0% 18 1.4% 6 0.5% 0 0.0%
CT19 Spokane 1,566 0 0.0% 0 0.0% 11 0.7% 0 0.0%
CT 20 Spokane 1,673 4 0.2% 0 0.0% 0 0.0% 0 0.0%
CT21 Spokane 1,093 0 0.0% 0 0.0% 10 0.9% 0 0.0%
CT 23 Spokane 2,170 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 24 Spokane 1,171 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 25 Spokane 2,374 0 0.0% 0 0.0% 0 0.0% 15 0.6%
CT 26 Spokane 2,071 24 1.2% 94 4.5% 19 0.9% 0 0.0%
CT 29 Spokane 1,189 0 0.0% 13 1.1% 0.5% 0 0.0%
CT 30 Spokane 933 0 0.0% 0 0.0% 43 4.6% 0 0.0%
CT 31 Spokane 2,072 0 0.0% 107 5.2% 0 0.0% 28 1.4%
CT 32 Spokane 1,402 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 35 Spokane 1,730 0 0.0% 0 0.0% 6 0.3% 0 0.0%
CT 36 Spokane 2,567 0 0.0% 0 0.0% 5 0.2% 0 0.0%
CT 38 Spokane 914 3 0.3% 0 0.0% 0 0.0% 2 0.2%
CT 39 Spokane 1,047 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 40 Spokane 2,519 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 41 Spokane 1,104 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 42 Spokane 1,894 0 0.0% 0 0.0% 13 0.7% 0 0.0%
CT 43 Spokane 1,458 7 0.5% 7 0.5% 0 0.0% 0 0.0%
CT 44 Spokane 2,120 0 0.0% 22 1.0% 0 0.0% 0 0.0%




LIMTED ENGLISH Total Other Indo-European Asian and

Spanish Pacific Island  Other languages

languages
guag languages

PROFICIENCY Population

Census Tract County # # ) # )

CT 45 Spokane 1,478 0 0.0% 7 0.5% 0 0.0% 0 0.0%
CT 46.01 Spokane 1,851 8 0.4% 40 2.2% 7 0.4% 0 0.0%
CT 46.02 Spokane 1,265 0 0.0% 40 3.2% 25 2.0% 0 0.0%
CT 47 Spokane 2,788 0 0.0% 20 0.7% 0 0.0% 0 0.0%
CT 48 Spokane 1,938 0 0.0% 43 2.2% 15 0.8% 0 0.0%
CT 49 Spokane 2,323 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 50 Spokane 1,994 0 0.0% 0 0.0% 19 1.0% 0 0.0%
CT 101 Spokane 2,418 0 0.0% 13 0.5% 19 0.8% 0 0.0%
CT 102.01 Spokane 1,647 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 102.02 Spokane 2,537 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 103.01 Spokane 1,775 0 0.0% 8 0.5% 0 0.0% 0 0.0%
CT 103.03 Spokane 1,222 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 103.04 Spokane 2,406 0 0.0% 0 0.0% 29 1.2% 0 0.0%
CT 103.05 Spokane 2,315 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 104.01 Spokane 1,677 0 0.0% 6 0.4% 18 1.1% 0 0.0%
CT 104.02 Spokane 2,591 0 0.0% 42 1.6% 16 0.6% 0 0.0%
CT 105.01 Spokane 3,387 65 1.9% 13 0.4% 0 0.0% 0 0.0%
CT 105.03 Spokane 2,941 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 105.04 Spokane 1,364 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 106.01 Spokane 1,481 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 106.02 Spokane 3,133 0 0.0% 22 0.7% 0 0.0% 0 0.0%
CT 107 Spokane 2,576 0 0.0% 9 0.3% 0 0.0% 0 0.0%
CT 108 Spokane 952 0 0.0% 5 0.5% 0 0.0% 0 0.0%
CT 109 Spokane 1,491 8 0.5% 0 0.0% 0 0.0% 0 0.0%
CT 110 Spokane 1,541 0 0.0% 5 0.3% 12 0.8% 0 0.0%
CT 111.01 Spokane 2,957 0 0.0% 29 1.0% 0 0.0% 0 0.0%
CT 111.02 Spokane 1,658 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 112.01 Spokane 3,544 0 0.0% 109 3.1% 64 1.8% 57 1.6%




LT S0 IEREILISI Total Oth Asi q
ther Indo-European Sk

PROFICIENCY Population Spanish languages Pacific Island  Other languages
Census Tract County # languages
gl 112.02 Spokane 1,591 0 0.0% ” 50/ # % i %
13 . 50, :
CT 114 zgz::z:j piio) 0 0.0% 0 0.0% (1)9 gg;: 8 —
CT 115 Spokane 2,162 21 1.0% 0 T e 0.0%
CT 116 Spokane 618 0 0.0% 0 T . 0-002 - 0.0 o/0
CT 117.01 Spokane 758 0 0.0% 0 00%  Jo_ [00% o —
CT 117.02 Spokane 1,085 0 0.0% 8 0.7% 0 00% |0 O'Oo/o
CT 118 Spokane 3,138 0 0.0% 0 0.0% TR EETR T 0.0 o/0
CT 119 Spokane 2,521 0 0.0% 0 0.0% 0 0'0% - 1.60/0
CT 120 Spokan 1,871 0 0.0% 0 oo e 0.0 OA,
CT 121 Spokane 1,805 0 0.0% 8 04% 5 OIO(V - 1.80A)
CT 122 Spokane 1,182 0 0.0% 0 0.0% 0 0.00/0 0 O-OOA)
CT 123 Spokan S 0 0.0% 17 1% 5 0'00/" = O.SOA)
CT 124.01 Spokane 2.995 70 2.7% 27 1.0% 0 0-00/0 0 O'Oo&
CT 124.02 spokane = 0 0.0% 10 0.6% 0 0.00/0 0 O.OOA)
CT 125 Spoka - 2,412 0 0.0% 0 0.0% S 0-00/0 - 0.00/0
CT 126 Spoka:e 1,530 0 0.0% 0 T - 0-00/0 - 0.0 o/0
CT 127.01 spokane b 0 0.0% 0 0.0% 0 o.ocyO 0 0-0°A>
CT 127.02 spokane i 0 0.0% 0 0.0% 0 o.oc; 0 O'Oo/o
CT 128.01 spokanz iall 0 0.0% 5 0.6% 0 0.0°/0 0 O'Oo/o
CT 128.02 sgokane 1,712 0 0.0% 6 0.4% 2% 1o% o —
CT 129.01 Spokane L 2 0.0% 0 00% |0 |oo% o o~
CT 129.02 Spokane = 0 1.3% 8 06% o |o0% o —u
CT 130 Spoka 2,680 0 0.0% 19 0.7% 0 0.00/0 - 0.00A)
o Spok ne 3,982 0 0.0% 0 0% . 0-00/0 : 0.0 0/o
CT13201 Sp0kane 5,183 0 0.0% 0 0.0% 5 0-00/0 . o_oo/o
CT 132.02 spokzne — 0 0.0% 0 0.0% 0 0'00/0 0 O'OOA)
- Sp ne 4,676 60 13% 0 0.0% e ° oo 0.0%
pokane 1,171 0 0.0% 5 o 0.3% 0 0.0%
P70 0 0.0% 0 0.0%




LIMTED ENGLISH Total Other Indo-European Asian and

Spanish Pacific Island  Other languages

languages
guag languages

PROFICIENCY Population

Census Tract County # # ) # )

CT 134.01 Spokane 1,962 0 0.0% 0 0.0% 11 0.6% 0 0.0%
CT 135 Spokane 3,595 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 136 Spokane 1,964 23 1.2% 9 0.5% 0 0.0% 0 0.0%
CT 137 Spokane 1,338 12 0.9% 9 0.7% 32 2.4% 0 0.0%
CT 138 Spokane 804 3 0.4% 0 0.0% 0 0.0% 0 0.0%
CT 139 Spokane 2,031 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 141 Spokane 2,349 20 0.9% 13 0.6% 22 0.9% 0 0.0%
CT 143 Spokane 1,179 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 144 Spokane 1,706 0 0.0% 14 0.8% 17 1.0% 0 0.0%
CT 145 Spokane 791 0 0.0% 5 0.6% 0 0.0% 0 0.0%
CT 9410 Stevens 795 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9501 Stevens 2,954 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9502 Stevens 1,568 0 0.0% 0 0.0% 9 0.6% 0 0.0%
CT 9503 Stevens 1,187 0 0.0% 0 0.0% 10 0.8% 0 0.0%
CT 9505 Stevens 1,012 0 0.0% 0 0.0% 30 3.0% 0 0.0%
CT 9506 Stevens 1,030 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9507 Stevens 1,014 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9508 Stevens 1,324 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9509 Stevens 683 3 0.4% 0 0.0% 0 0.0% 0 0.0%
CT 9511 Stevens 1,466 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9513 Stevens 1588 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 9514 Stevens 2,933 0 0.0% 16 0.5% 0 0.0% 0 0.0%
CT1 Whitman 1238 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT2 Whitman 2,982 93 3.1% 23 0.8% 38 1.3% 21 0.7%
CT3 Whitman 2,085 0 0.0% 0 0.0% 45 2.2% 0.0%
CT4 Whitman 1,874 14 0.7% 0 0.0% 37 2.0% 0 0.0%
CT5 Whitman 410 0 0.0% 0 0.0% 17 4.1% 24 5.9%
CT6 Whitman 3,838 10 0.3% 53 1.4% 317 8.3% 0 0.0%




LIMTED ENGLISH Total Other Indo-European Asian and

Pobulation Spanish lanauages Pacific Island  Other languages
PROFICIENCY P guag languages
Census Tract County # # # ) # ) # )
CT7 Whitman 1,578 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT8 Whitman 1,452 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT9 Whitman 1,626 0 0.0% 0 0.0% 0 0.0% 0 0.0%
CT 10 Whitman 916 5 0.5% 3 0.3% 0 0.0% 0 0.0%
258,406 2,518 1.0% 0.5% 1,214 0.5%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’l?”s County # # % # # % # %

CT 9501 Adams 1,050 950 90.5% 837 79.7% 113 10.8% 100 9.5%
CT 9502 Adams 615 531 86.3% 478 77.7% 53 8.6% 84 13.7%
CT 9503 Adams 1,655 1,373 83.0% 1192 72.0% 181 10.9% 282 17.0%
CT 9504 Adams 974 750 77.0% 677 69.5% 73 7.5% 224 23.0%
CT 9505 Adams 1,679 1,429 85.1% 1206 71.8% 223 13.3% 250 14.9%
CT 9601 Asotin 1,706 1,591 93.3% 1435 84.1% 156 9.1% 115 6.7%
CT 9602 Asotin 2,045 1,833 89.6% 1733 84.7% 100 4.9% 212 10.4%
CT 9603 Asotin 1,433 1,282 89.5% 1186 82.8% 96 6.7% 151 10.5%
CT 9604 Asotin 954 871 91.3% 713 74.7% 158 16.6% 83 8.7%
CT 9605 Asotin 1,471 1,268 86.2% 1125 76.5% 143 9.7% 203 13.8%
CT 9606 Asotin 1,492 1,395 93.5% 1230 82.4% 165 11.1% 97 6.5%
CT 9400 Ferry County | 625 478 76.5% 352 56.3% 126 20.2% 147 23.5%
CT 9701 Ferry County [ 1,107 915 82.7% 738 66.7% 177 16.0% 192 17.3%
CT 0207 Franklin 398 377 94.7% 339 85.2% 38 9.5% 21 5.3%
CT 114.02 Grant 3,159 2,767 87.6% 2624 83.1% 143 4.5% 392 12.4%
CT 9601 Lincoln 767 725 94.5% 669 87.2% 56 7.3% 42 5.5%
CT 9602 Lincoln 1,233 1,155 93.7% 1062 86.1% 93 7.5% 78 6.3%
CT 9603 Lincoln 1,195 1,131 94.6% 988 82.7% 143 12.0% 64 5.4%
CT 9604 Lincoln 1,330 1,201 90.3% 1064 80.0% 137 10.3% 129 9.7%
CT 9701 Pend Oreille | 897 811 90.4% 668 74.5% 143 15.9% 86 9.6%
CT2 Spokane 1,860 1,723 92.6% 1503 80.8% 220 11.8% 137 7.4%
CT3 Spokane 2,110 1,928 91.4% 1811 85.8% 117 5.5% 182 8.6%
CT4 Spokane 1,655 1,466 88.6% 1376 83.1% 90 5.4% 189 11.4%
CT5 Spokane 1,511 1,371 90.7% 1345 89.0% 26 1.7% 140 9.3%
CT6 Spokane 1,288 1,239 96.2% 1182 91.8% 57 4.4% 49 3.8%
CT7 Spokane 2,178 2,057 94.4% 1872 86.0% 185 8.5% 121 5.6%
CT8 Spokane 1,880 1,714 91.2% 1662 88.4% 52 2.8% 166 8.8%
CT9 Spokane 2,523 2,291 90.8% 2138 84.7% 153 6.1% 232 9.2%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’lf”s County # # % # % # %

CT 10 Spokane 2,418 2,232 92.3% 2082 86.1% 150 6.2% 186 7.7%
CT1l Spokane 1,434 1,339 93.4% 1330 92.7% 9 0.6% 95 6.6%
CT 12 Spokane 981 908 92.6% 868 88.5% 40 4.1% 73 7.4%
CT13 Spokane 1,520 1,382 90.9% 1270 83.6% 112 7.4% 138 9.1%
CT14 Spokane 2,393 2,293 95.8% 2114 88.3% 179 7.5% 100 4.2%
CT 15 Spokane 2,208 2,020 91.5% 1974 89.4% 46 2.1% 188 8.5%
CT 16 Spokane 1,386 1,183 85.4% 1103 79.6% 80 5.8% 203 14.6%
CT18 Spokane 1,327 1,100 82.9% 968 72.9% 132 9.9% 227 17.1%
CT19 Spokane 1,566 1,424 90.9% 1321 84.4% 103 6.6% 142 9.1%
CT 20 Spokane 1,673 1,551 92.7% 1387 82.9% 164 9.8% 122 7.3%
CT21 Spokane 1,093 983 89.9% 950 86.9% 33 3.0% 110 10.1%
CT23 Spokane 2,170 1,875 86.4% 1794 82.7% 81 3.7% 295 13.6%
CT24 Spokane 1,171 1,029 87.9% 911 77.8% 118 10.1% 142 12.1%
CT 25 Spokane 2,374 2,137 90.0% 2021 85.1% 116 4.9% 237 10.0%
CT 26 Spokane 2,071 1,984 95.8% 1862 89.9% 122 5.9% 87 4.2%
CT 29 Spokane 1,189 1,137 95.6% 1118 94.0% 19 1.6% 52 4.4%
CT 30 Spokane 933 838 89.8% 706 75.7% 132 14.1% 95 10.2%
CT 31 Spokane 2,072 1,852 89.4% 1796 86.7% 56 2.7% 220 10.6%
CT 32 Spokane 1,402 1,292 92.2% 1163 83.0% 129 9.2% 110 7.8%
CT 35 Spokane 1,730 1,328 76.8% 1120 64.7% 208 12.0% 402 23.2%
CT 36 Spokane 2,567 2,264 88.2% 2151 83.8% 113 4.4% 303 11.8%
CT 38 Spokane 914 849 92.9% 807 88.3% 42 4.6% 65 7.1%
CT 39 Spokane 1,047 975 93.1% 866 82.7% 109 10.4% 72 6.9%
CT 40 Spokane 2,519 2,486 98.7% 2336 92.7% 150 6.0% 33 1.3%
CT41 Spokane 1,104 1,034 93.7% 928 84.1% 106 9.6% 70 6.3%
CT 42 Spokane 1,894 1,820 96.1% 1759 92.9% 61 3.2% 74 3.9%
CT 43 Spokane 1,458 1,344 92.2% 1287 88.3% 57 3.9% 114 7.8%
CT 44 Spokane 2,120 2,028 95.7% 1863 87.9% 165 7.8% 92 4.3%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’lf”s County # # % # # % # %

CT 45 Spokane 1,478 1,459 98.7% 1413 95.6% 46 3.1% 19 1.3%
CT 46.01 Spokane 1,851 1,523 82.3% 1335 72.1% 188 10.2% 328 17.7%
CT 46.02 Spokane 1,265 1,162 91.9% 1043 82.5% 119 9.4% 103 8.1%
CT 47 Spokane 2788 2574 92.3% 2492 89.4% 82 2.9% 214 7.7%
CT 48 Spokane 1,938 1,865 96.2% 1675 86.4% 190 9.8% 73 3.8%
CT 49 Spokane 2323 2245 96.6% 2212 95.2% 33 1.4% 78 3.4%
CT 50 Spokane 1,994 1,736 87.1% 1555 78.0% 181 9.1% 258 12.9%
CT 101 Spokane 2418 2192 90.7% 2026 83.8% 166 6.9% 226 9.3%
CT 102.01 Spokane 1,647 1,551 94.2% 1358 82.5% 193 11.7% 96 5.8%
CT 102.02 Spokane 2,537 2,448 96.5% 2357 92.9% 91 3.6% 89 3.5%
CT 103.01 Spokane 1,775 1,583 89.2% 1494 84.2% 89 5.0% 192 10.8%
CT 103.03 Spokane 1,222 1,171 95.8% 1130 92.5% 41 3.4% 51 4.2%
CT 103.04 Spokane 2,406 2,156 89.6% 1883 78.3% 273 11.3% 250 10.4%
CT 103.05 Spokane 2,315 2,251 97.2% 2199 95.0% 52 2.2% 64 2.8%
CT 104.01 Spokane 1,677 1,549 92.4% 1490 88.8% 59 3.5% 128 7.6%
CT 104.02 Spokane 2,591 2,442 94.2% 2304 88.9% 138 5.3% 149 5.8%
CT 105.01 Spokane 3,387 3,252 96.0% 3077 90.8% 175 5.2% 135 4.0%
CT 105.03 Spokane 2,941 2,818 95.8% 2674 90.9% 144 4.9% 123 4.2%
CT 105.04 Spokane 1,364 1,310 96.0% 1274 93.4% 36 2.6% 54 4.0%
CT 106.01 Spokane 1,481 1,402 94.7% 1387 93.7% 15 1.0% 79 5.3%
CT 106.02 Spokane 3,133 3,042 97 1% 2948 94.1% 94 3.0% 91 2.9%
CT 107 Spokane 2,576 2,540 98.6% 2443 94.8% 97 3.8% 36 1.4%
CT 108 Spokane 952 851 89.4% 771 81.0% 80 8.4% 101 10.6%
CT 109 Spokane 1,491 1,465 98.3% 1430 95.9% 35 2.3% 26 1.7%
CT 110 Spokane 1,541 1,455 94.4% 1416 91.9% 39 2.5% 86 5.6%
CT 111.01 Spokane 2,957 2,457 83.1% 2351 79.5% 106 3.6% 500 16.9%
CT 111.02 Spokane 1,658 1,536 92.6% 1442 87.0% 94 5.7% 122 7.4%
CT 112.01 Spokane 3,544 3,102 87.5% 2866 80.9% 236 6.7% 442 12.5%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’lf”s County # # % # # % # %

CT 112.02 Spokane 1,591 1,486 93.4% 1378 86.6% 108 6.8% 105 6.6%
CT 113 Spokane 3,359 3,167 94.3% 3119 92.9% 48 1.4% 192 5.7%
CT 114 Spokane 2,162 1,989 92.0% 1935 89.5% 54 2.5% 173 8.0%
CT 115 Spokane 618 583 94.3% 559 90.5% 24 3.9% 35 5.7%
CT 116 Spokane 758 703 92.7% 658 86.8% 45 5.9% 55 7.3%
CT 117.01 Spokane 1,085 967 89.1% 933 86.0% 34 3.1% 118 10.9%
CT 117.02 Spokane 3,138 2,921 93.1% 2578 82.2% 343 10.9% 217 6.9%
CT 118 Spokane 2,521 2,173 86.2% 1908 75.7% 265 10.5% 348 13.8%
CT 119 Spokane 1,871 1,724 92.1% 1636 87.4% 88 4.7% 147 7.9%
CT 120 Spokane 1,805 1,685 93.4% 1565 86.7% 120 6.6% 120 6.6%
CT 121 Spokane 1,182 1,062 89.8% 983 83.2% 79 6.7% 120 10.2%
CT 122 Spokane 970 839 86.5% 760 78.4% 79 8.1% 131 13.5%
CT 123 Spokane 2,595 2,205 85.0% 2093 80.7% 112 4.3% 390 15.0%
CT 124.01 Spokane 1,783 1,566 87.8% 1495 83.8% 71 4.0% 217 12.2%
CT 124.02 Spokane 2,412 2,337 96.9% 2294 95.1% 43 1.8% 75 3.1%
CT 125 Spokane 1,530 1,364 89.2% 1321 86.3% 43 2.8% 166 10.8%
CT 126 Spokane 1,599 1,483 92.7% 1329 83.1% 154 9.6% 116 7.3%
CT 127.01 Spokane 1,831 1,580 86.3% 1455 79.5% 125 6.8% 251 13.7%
CT 127.02 Spokane 847 795 93.9% 751 88.7% 44 5.2% 52 6.1%
CT 128.01 Spokane 1,712 1,639 95.7% 1562 91.2% 77 4.5% 73 4.3%
CT 128.02 Spokane 1,255 1,166 92.9% 1136 90.5% 30 2.4% 89 7.1%
CT 129.01 Spokane 1,242 1,059 85.3% 961 77.4% 98 7.9% 183 14.7%
CT 129.02 Spokane 2,680 2,516 93.9% 2267 84.6% 249 9.3% 164 6.1%
CT 130 Spokane 3,982 3,788 95.1% 3603 90.5% 185 4.6% 194 4.9%
CT 131 Spokane 5,183 4,931 95.1% 4735 91.4% 196 3.8% 252 4.9%
CT 132.01 Spokane 2,802 2,693 96.1% 2495 89.0% 198 7.1% 109 3.9%
CT 132.02 Spokane 4,676 4,497 96.2% 4181 89.4% 316 6.8% 179 3.8%
CT 133 Spokane 1,171 1,134 96.8% 1044 89.2% 90 7.7% 37 3.2%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’lf”s County # # % # # % # %

CT 134.01 Spokane 1,962 1,938 98.8% 1908 97.2% 30 1.5% 24 1.2%
CT 135 Spokane 3,595 3,550 98.7% 3418 95.1% 132 3.7% 45 1.3%
CT 136 Spokane 1,964 1,862 94.8% 1783 90.8% 79 4.0% 102 5.2%
CT 137 Spokane 1,338 1,246 93.1% 1102 82.4% 144 10.8% 92 6.9%
CT 138 Spokane 804 787 97.9% 782 97.3% 5 0.6% 17 2.1%
CT 139 Spokane 2,031 1,925 94.8% 1869 92.0% 56 2.8% 106 5.2%
CT 141 Spokane 2,349 2,133 90.8% 2021 86.0% 112 4.8% 216 9.2%
CT 143 Spokane 1,179 1,061 90.0% 941 79.8% 120 10.2% 118 10.0%
CT 144 Spokane 1,706 1,540 90.3% 1469 86.1% 71 4.2% 166 9.7%
CT 145 Spokane 791 720 91.0% 591 74.7% 129 16.3% 71 9.0%
CT 9410 Stevens 795 652 82.0% 463 58.2% 189 23.8% 143 18.0%
CT 9501 Stevens 2,954 2,418 81.9% 2043 69.2% 375 12.7% 536 18.1%
CT 9502 Stevens 1,568 1,320 84.2% 1147 73.2% 173 11.0% 248 15.8%
CT 9503 Stevens 1,187 1,113 93.8% 1050 88.5% 63 5.3% 74 6.2%
CT 9505 Stevens 1,012 914 90.3% 867 85.7% 47 4.6% 98 9.7%
CT 9506 Stevens 1,030 871 84.6% 808 78.4% 63 6.1% 159 15.4%
CT 9507 Stevens 1,014 797 78.6% 714 70.4% 83 8.2% 217 21.4%
CT 9508 Stevens 1,324 1,124 84.9% 941 71.1% 183 13.8% 200 15.1%
CT 9509 Stevens 683 576 84.3% 511 74.8% 65 9.5% 107 15.7%
CT 9511 Stevens 1,466 1,358 92.6% 1063 72.5% 295 20.1% 108 7.4%
CT 9513 Stevens 1,588 1,341 84.4% 1198 75.4% 143 9.0% 247 15.6%
CT 9514 Stevens 2,933 2,694 91.9% 2432 82.9% 262 8.9% 239 8.1%
CT1 Whitman 1,238 1,238 100.0% 1122 90.6% 116 9.4% 0 0.0%
CT2 Whitman 2,982 2,933 98.4% 2808 94.2% 125 4.2% 49 1.6%
CT3 Whitman 2,085 2,017 96.7% 1911 91.7% 106 51% 68 3.3%
CT4 Whitman 1,874 1,701 90.8% 1504 80.3% 197 10.5% 173 9.2%
CT5 Whitman 410 396 96.6% 130 31.7% 266 64.9% 14 3.4%
CTé6 Whitman 3,838 3,810 99.3% 3109 81.0% 701 18.3% 28 0.7%




Total

BROADBAND Population Has a computer With Internet Without Internet No Computer
%Z’lf”s County E # % # # % # %
CT7 Whitman 1,578 1,476 93.5% 1300 82.4% 176 11.2% 102 6.5%
CT8 Whitman 1,452 1,248 86.0% 1037 71.4% 211 14.5% 204 14.0%
CT9 Whitman 1,626 1,448 89.1% 1319 81.1% 129 7.9% 178 10.9%
CT 10 Whitman 916 856 93.4% 798 87.1% 58 6.3% 60 6.6%

258,406

237,561

91.9%

219,998

85.1%

17,563

6.8%

20,845

8.1%

104




Public Participation Partners
www.publicparticipationpartners.com
info@pppconsulting.net

(919) 706-5449

INFORM.
INVOLVE.
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Introduction

In 2019, the Washington legislature passed the Clean Energy Transformation Act
(CETA), which requires the transition to a carbon free electric supply in Washington by
2045. CETA aligns with Avista’s own clean energy goals. In 2021, Avista worked with its
advisory groups, including its Equity Advisory Group (EAG), to undergo a process of
public engagement and finalize its first Clean Energy Implementation Plan (CEIP)
required by CETA. In this plan, Avista included Customer Benefit Indicators (CBIs) that
will show how customers are benefitting from the transition to clean energy through:

e The equitable distribution of energy and non-energy benefits and reduction of
burdens to Named Communities;

e Long-term and short-term public health and environmental benefits; and,

e Energy security and resiliency.

Avista will continue to work with environmental justice and public health advocates, tribes,
representatives from highly impacted communities, vulnerable populations, advisory
groups, and other community partners to refine the Company’s approach to equitable
engagement in an effort to ensure an equitable and sustainable transition to clean energy.

The utility began engagement for the implementation of the CEIP in 2022 and will further
enhance its customer engagement in the Spring of 2023 by way of this Public
Engagement Plan (PEP). The PEP defines the goals, responsibilities, tools, and timeline
for public involvement activities related to public and stakeholder engagement for the
continued implementation of the Company’s CEIP.

Project Purpose

The purpose of this project is to ensure participation of all relevant groups and individuals
in monitoring the impact of the existing CEIP, including public feedback in the upcoming
biennial CEIP update due on November 1, 2023.

Engagement Parameters

The engagement process will span two years and inform Avista’s next CEIP to be filed in
late 2025. Effective engagement will take feedback from previous engagements into
account, while offering strategies and plans for engagement including but not limited to
pop-up events, communication via social media, partnerships with local community
partners, and progress monitoring to determine the efficacy of communications and
engagement strategies toward improving Community Benefit Indicators.

The PEP includes the following elements:

e Methods and language considerations for seeking and considering input from:
o Vulnerable Populations and Highly Impacted Communities.
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o All other customers.

e Methods and strategies for reducing barriers to participation, including but not
limited to, language, cultural, economic, or other factors.

e Plans to provide information and data in broadly understood terms through
meaningful participant education.

e A proposed schedule of public meetings or engagement, including advisory group
meetings.

e A proposed list of significant topics that will be discussed.
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Engagement Goals and Objectives

Public Engagement Plan Purpose

This PEP will help Avista to educate and inform customers on the benefits of transitioning
to clean energy. This plan has outlined barriers to participation and strategies for reducing
those barriers in future engagement efforts pertaining to Avista’s CEIP and Company
programs. This will help ensure that a representative sample of Avista’s customers are
reached and engaged in the implementation of the CEIP.

Outreach Goals

The following goals were developed to achieve the purpose described above:

Establish early and continuous public participation opportunities that provide timely
information to all interested parties.

Provide multiple methods for public input to gain an understanding of the values
and needs of residents.

Provide reasonable public access to information to enhance the public’s
knowledge and ability to participate.

Promote an open, inclusive, and transparent public involvement process by
providing clear and consistent information that is easy to understand and
disseminated in multiple formats based on audience needs.

Implement measures for seeking input from and considering the needs of those
traditionally underserved Named Communities, such as low-income, minority,
disabled, and non-English speaking individuals.

Promote and increase education of Company programs such as energy efficiency
and energy assistance opportunities.

The Company is adhering to the requirements outlined in WAC 480-100-655(1) in addition
to the following:

Convene advisory groups at regular meetings open to the public to monitor the
impact of Customer Benefit Indicators on Named Communities

Offer meeting summaries

Monitor barriers to participation identified in previous phases of engagement
Outline methods of participation to ensure inclusive distribution of information
about programs and participation in programs and initiatives
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Target Audiences

Avista has a varying customer base and is diligently working to ensure that customers of
all demographic backgrounds, interests, and perspectives are participants in the CEIP
engagement process. The target audiences for this engagement plan will consist of
community partners and customers with an emphasis on hard-to-reach customer.

The following specific categories of community members and stakeholders will be
targeted for participation through the engagement process outlined in this PEP:

e Residential and Business customers that Avista serves in Washington;

e Nonprofits serving populations identified as Named Communities, particularly
those nonprofits that have expressed interest in partnering with Avista in previous
engagement efforts;

e Low Income Housing Tax Credit Communities and Apartments;

e Schools and Universities; and,

e Churches and other Faith Based Organizations.

A comprehensive list of stakeholders from each of the above groups was compiled during
previous engagement efforts. This process will include those stakeholders and continue
to build the list to improve inclusion. Area local media outlets will be engaged according
to Avista’s standard procedures for disseminating project information.

Public Outreach Plan

Engagement Methods

Avista will conduct quarterly engagement in anticipation of both its biennial CEIP and
future CEIP updates. Engagement will allow opportunities for stakeholders to give
feedback about Company programs, overall CEIP implementation, CBIs, and ways to
participate in Company programs.

Meeting Methods

The following meeting methods will be used to engage stakeholders about the
implementation of Avista’s CEIP.

Popup events

Popup meetings and/or events will be held at existing community outreach activities and
community partner organization sponsored events. Avista will continue to partner with
Community Based Organizations (CBOSs), especially those located or servicing Named
Communities making customers aware of programs and offers to reduce energy burden.
Avista may attend at least one of these events per quarter and bring printed and translated
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materials to the event. Avista will bring surveys, program applications, and lightbulbs or
other energy efficiency related items as an incentive for participation. Avista will
coordinate with CBOs to provide survey links, program applications, and educational
videos to be utilized as appropriate.

Virtual Public Meetings

Virtual public meetings will be conducted to share information and address frequently
asked questions. The purpose of these meetings will be to educate customers on CEIP
implementation and to receive real-time feedback. These meetings should be only 1-1.25
hours long and include dial in options. Virtual public meetings can be conducted as
webinars with a dial in option to accommodate many attendees. A future strategy may
also include Live language interpretation to ensure inclusive access. The meetings can
potentially be advertised using multiple methods including email, customer service line
message, social media, bill inserts, newsletters, digital and print flyers distributed to
community partners and during popup events. These meetings should be recorded and
posted to the Company’s website.

As an alternative to webinar style meetings, virtual meetings could be prerecorded,
including language subtitles, and distributed along with a survey. The purpose of this style
of meeting would be to educate customers on the CEIP implementation. This would allow
participants to view it at their leisure instead of trying to attend a meeting at a set time.
Pre-recorded meetings would be short in duration, lasting no more than 15-20 minutes.

Data Collection Methods

Feedback will be sought from customers to identify their perspectives on Avista’'s
transition to clean energy. Participants will be offered the opportunity to provide input and
ask questions through an online survey with paper survey forms distributed to community
partners and administered during pop-up events. A project hotline can be made available
for stakeholders to provide feedback as well.

This feedback will be used, along with documentation of questions asked during popups,
for development of CEIP updates and future CEIPs, as well as for a frequently asked
guestions and answer (FAQ&A) list. This FAQ&A list can be posted to the Company’s
CEIP webpage, used to develop additional educational videos, and featured in monthly
newsletters

Communication Methods

The following communication methods will be used to communicate with and engage the
public in an equitable, inclusive, accessible, and transparent way. These tactics would be
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utilized to promote how to participate in in Company programs, for specific events,
meetings and additional opportunities for feedback, such as surveys.

Educational Videos

Avista will create short educational videos to present elements of the CEIP in a clear and
easy to digest manner. Videos could be shared with Avista channels and also be sent to
community partners to share through their channels. For example, Avista could share
educational materials with residents of the Latinos en Spokane community organization
as well as the Spokane Indian Housing Authority, along with survey links and program
applications through the Housing Authority’s Facebook page as well as their webpage.

Project Webpage

Avista’s “Washington’s Clean Energy Future” webpage is used to house relevant
information, including an overview of the engagement process. The site will continue to
include updates, announcements, online survey links, public comment and meeting
summaries, the project schedule, and opportunities for public participation.

Social Media

Outreach events and meetings could be advertised using Avista’s social media accounts,
including Facebook, Twitter, and Instagram. These posts will contain basic information
about the CEIP implementation process as well as information about the upcoming
opportunities for participation. Survey links or the project webpage link may also be
shared via social media accounts.

Phone Tree Messaging

The Avista phone tree and hold messaging will be utilized to help entice participation in
the online survey. These pre-recorded messages will be played while customers are on
hold waiting for a representative or as part of the phone tree messaging. The messages
will include quick information about the online survey and a link for more information.

Survey and Feedback Promotion

A media kit will be developed for survey efforts. This kit will be distributed to Avista staff
members, community partners, stakeholders, and others to help in the promotion of
engagement opportunities. The media kit could include the following materials:

Press Release

A press release may advance outreach efforts by alerting the media of Avista’s Public
Participation Planning process. This press release will include information about Avista’s
Clean Energy initiative and upcoming engagement opportunities, as well as information
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on how to participate. The press release can be distributed by Avista to mass media
outlets including those that serve minority populations.

Flyers

Flyers will be created to advertise surveys, meetings, and opportunities for participation.
Flyers will include a brief overview of the CEIP, information about the survey or meetings,
a link to the project website, and any other necessary information.

Graphics and Presentation Slides

Graphics and presentation slides will be developed to help community partners spread
the word about engagement opportunities. These graphics can be shown on digital
displays, such as revolving screens in waiting rooms or shown during live events, such
as church meetings.

Newsletter Copy and Partner Social Media

Text for newsletters will be developed as part of the media kit. This text can be used by
stakeholders and community partners through their existing communication channels.
Additionally, social media content and graphics will be provided for partners to use on
their existing social media platforms.

CEIP Videos

Short videos may be developed to advertise the CEIP customer survey, including an
overview of the project and information on how to obtain a copy of the survey (electronic
link and contact information to request a paper copy). Additionally, as mentioned above,
educational videos may be developed to reach more customers pertaining to the
Company’s CEIP and ongoing clean energy efforts.
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Timeline

The following timeline reflects the key components for public engagement between the
second quarter of 2023 and the fourth quarter of 2024. In addition to the events listed
below, it will be necessary to conduct additional outreach throughout the year including
advisory group meetings, distribution of communication materials, and additional

stakeholder outreach.

2023 Timeline

2nd Quarter Launch

*Update webpage
and materials

*Develop content

plan

2024 Timeline
s e 8
* Report on * Virtal * Virtual * Popups
feedback Public Public . Survey
collected Meeting, Meeting, closes
in 2023  Popups * Popups
* Popups * Survey
through
fourth
quarter
N\ J N\ J N\ J \§

3rd Quarter

*Virtual Public
Meeting

*Popups

*Survey through

fourth quarter

Communicating Results

To increase transparency with the public and ensure accountability, a public engagement
summary will be created annually. The summary will detail all public outreach and
engagement activities, results from public input, and an evaluation of engagement
activities. This includes but is not limited to the following:

4th Quarter

*Popups
*Survey closes

e Public Engagement Virtual Meeting Summaries and Participation Numbers

« Notification Methods

¢ Named Communities Outreach Efforts

e Any Survey Results

¢ Public Comments
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These summaries will be shared with participants and included on the project website
and in the appendix of the final Public Participation Plan.

Monitoring Outreach and Involvement

Successful engagement will consist of engaging and involving a representative sample
of Avista’s customers. In other words, the demographic makeup of participants will mirror,
or be as close as possible to the demographic makeup of Avista’s customers. Additionally,
successful engagement will involve as many individuals from Named Communities as
possible.

To measure success, voluntary demographic data on age, gender identity, racial/ethnic
identity, annual household income, disability status, and English proficiency of the
participant will be collected in the survey using Voluntary Demographic survey questions.
Additionally, data on participation numbers at events, communication method response
numbers, analytics on online engagement activities, and online survey participation will
be collected and continuously monitored to analyze the success of engagement activities.

Throughout the engagement period, Avista intends to collect information about how and
where participants applying for programs found out about the program. This information
will be used to refine future engagement and create more effective opportunities for
outreach.
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EQUITY ADVISORY GROUP
2023 MEMBER LIST



Avista 2023 Equity Advisory Group Members

Area Represented First Name Last Name Agency Title

Tribe Clyde Abrahamson |Spokane Indian Housing Authority Special Projects Coordinator

Clean Air Margee Chambers Spokane Clean Air Rule Writer & SIP Planner
Education/Disabled Connie Kliewer NEWESD101 Director, Center for Special Education Services
Colville, low income Clair Trapp Rural Resources Energy Intake Specialist

Affordable Housing David Tietz Salem Arms Executive Director

LGBTQ KJ January Spectrum Director of Advocacy and Engagement
Othello, school, English as 1y, vonBracht Hiawatha Elementary School Principal

2nd language

West Central Spokane,

Environment and Michele Bennington Community Member at Large Volunteer Our Place

Marginalized populations

Ecology/Environment Brook Beeler Department of Ecology Regional Director
Etrr\]wronment/RenewabIe/Yo Jupiter McGee Sunrise Spokane affiliation (youth led) Community organizer

G.overnment_ Agency/City Vanessa Strong Spokane Public Library Adult Services Manager

Library Services

A.duns. .V\."th . Tami Dillion Skils'kin Director of Communicaitons and Governance
Disabilities/Payee Service

\S(ggg,: - High School - Girl 1 5 o vsander  |Swenson Youth - Girl Scout Cheney High School - freshman

Mobile Home park, low . . . . . .

income Cindy Kimmet Takesa Village Resident, Rules Chair; community member
Energy and rental assistance|Carmen Groom SNAP Energy Manager

BIPOC and low income . , . , e . Asian Pacific Islander Coalition (APIC) Spokane
communities Rowena Pineda Reimagine Spokane & Asian Pacific Islander Coalition Chapter and YWCA Spokane.

Senior Jean Kindem Aging & Long Term Care of Eastern Washington Retired, Senior Advocate
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Introduction

Washington’s Clean Energy Transformation Act (CETA),
passed by legislature in 2019 requires utilities to ensure
an equitable distribution of energy benefits and a
reduction of energy burdens on vulnerable populations
and highly impacted communities.

Avista Utilities (Avista or “Company”) is forming an Equity
Advisory Group (EAG or “Group”) that will inform the
development of the Company’s Clean Energy
Implementation Plan (CEIP) to meet regulatory
requirements of CETA, as well as advise and provide
guidance on other company activities.

Background

On May 7, 2019 Governor Jay Inslee signed into law Senate Bill 5116, or CETA, which commits
Washington to an electricity supply free of greenhouse gas emissions by 2045. To meet this standard,
utilities will need to replace coal-based resources with renewable power sources. The law includes
provisions to protect customers with special attention for those who are economically disadvantaged
and those most impacted by climate change and environmental pollution. Utilities have new
requirements to provide energy assistance to low income customers, while also tailoring programs to
meet the needs of marginalized populations and households with high energy burdens.

The legislation also requires utilities to use a framework that enables the facilitation of public
participation and oversight while working to meet reduction goals. Specifically, the law requires utilities
to convene an equity advisory group per WAC 480-100-655.

WAC 480-100-655(1)(b)

A utility must maintain and regularly engage an external equity advisory group to advise the utility
on equity issues including, but not limited to, vulnerable population designation, equity customer
benefit indicator development, data support and development, and recommended approaches for
the utility's compliance with WAC 480-100-610 (4)(c)(i). The utility must encourage and include
the participation of environmental justice and public health advocates, tribes, and representatives
from highly impacted communities and vulnerable populations in addition to other relevant groups

The formation of Avista’s EAG provides a forum for interested parties to engage with the Company in
meaningful dialogues to ensure that a clean energy future does not disproportionately impact
marginalized population groups and communities that tend to experience undue challenges pertaining
to energy as well as other environmental, health and economic impacts.
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Purpose

Avista’s Equity Advisory Group will provide consultation for various endeavors across the Company to
ensure that all customers are benefiting from the transition to clean energy through the equitable
distribution of energy and nonenergy benefits and reduced energy burdens to vulnerable populations
and highly impacted communities.

Initially, the group will be responsible for providing review, input, and feedback on the following
topics as they relate to Avista’s current and future Clean Energy Implementation Plan (CEIP).

Vulnerable Population Designation — Washington State Department of Health’s (DOH)
Cumulative Impact Analysis identifies highly impacted communities within Avista’s service territory.
The EAG will provide additional insights into these communities, as well as identifying other
communities and populations that may not have been identified in the impact analysis.

Equity Indicator Development — The EAG will integrate equity considerations into the
development of customer benefit indicators (CBI) and measurements for the impacted populations
and include them in energy planning and decision making. This work is critical for ensuring that all
customers benefit from the transition to clean energy through the equitable distribution of energy and
nonenergy benefits and reduction of burdens.

Data Support and Development — The Group will assist in reviewing and identifying data
needed to inform the development and analysis of equity indicators and vulnerable population
designation.

Recommended Approaches for Equitable Distribution of Benefits — The EAG
may be called upon to inform and advise on the Company’s energy equity priorities and other Company
projects as needed. This may include providing feedback on Avista’s products and services, service
resiliency objectives, validating if strategy and tactics are appropriate for implementation and, most
importantly, share objective comments on the activities such as the Company’s Electrification
Transportation Initiative.

Ultimately, the Group will provide guidance and support activities to incorporate equity considerations
into the Company’s future Integrated Resource Plan (IRP), with significant emphasis on the inaugural
— and future — Clean Energy Implementation Plans. To guarantee that the benefits of clean energy
transformation efforts are accessible and affordable, that burdens are reduced and mitigated, and
that the Company is held accountable for these equity aspects, the EAG wiill:

= Highlight and mitigate barriers to customer participation

= Help the Company develop understanding of equity issues
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Avista has a variety of existing advisory groups for initiatives related to its Integrated Resource Plan,
Energy Efficiency, Energy Assistance, Transportation Electrification, and Distribution Planning. The

following chart illustrates how the EAG will inform the various Company advisory groups and their
initiatives.

Energy Equity
Advisory Group

Equity Areas: r . - . .

indicators defined within  [E=bail Affordaiity Mt Health & Safety
each area

Advisory Groups:

. o TAC, TE, EEAG,
incorporate indicators EAAG, DPAG

Example Programs

Acronym Advisory Group Purpose

TAC Technical Advisory Committee — advisory group to the Integrated Resource Plan process — roadmap for
how Avista will meet customers energy needs 20 years from now; revised every two years.

EEAG Energy Efficiency Advisory Group — advisory group to the energy efficiency implementation department
that offers rebates for efficiency improvements to homes and businesses.

TE Transportation Electrification Stakeholder Group - incorporation of electric vehicles and related
infrastructure to the energy grid

EAAG Energy Assistance Advisory Group — advisory group for bill assistance programs
DPAG Distribution Planning Advisory Group
Goals

The goals for the EAG include the support of Avista’s CEIP, conditions related to the CEIP, and
overseeing 500k in the Named Communities Investment Fund (NCIF). The group also discusses CBIs
that are utilized to ensure that Avista’s efforts are making progress in reducing burdens and ensuring
the benefits of clean energy are experienced by all customers equitably.

This charter provides an overview of the EAG purpose and goals, as well as Group and meeting
construct. To help with the completion of a Charter a preliminary consultative group comprised of
community representatives determined the essential Group concepts such as membership
requirements, appropriate meeting schedules (i.e., daytime, evenings or weekends) and
compensation, and any other factors that may help to provide an adequate foundation for the EAG.
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Additionally, the EAG group provides recommendations for engaging with populations designated as
impacted and/or marginalized to recruit for EAG membership and public participation opportunities.

With the Equity Advisory Group in place, conversations will continue in determining the indicators
and weighting factors that will be used to confirm the Company is advancing its work in an equitable
manner towards a cleaner energy future. The Group also help identify the vulnerable population
determinates based on the preliminary analytical work conducted by Avista and the DOH Cumulative
Impact Analysis and associated map.

Group Composition and Structure

In accordance with WAC 480 100 655(1)(b) the Equity Advisory Group should include participants
from the areas of:
=  Environmental Justice;
* Public Health Advocates;
= Tribes;
= Representatives from highly impacted communities and vulnerable populations, that may
include seniors, veterans, Black, Indigenous and People of Color (BIPOC), low-income, and
individuals living with disability;
= Urban and rural representation; and
= Additional individuals/organizations that may be identified by the Group members.

The EAG includes members who provide “lived experience” and expertise and have the potential to
receive the benefit of the Company’s efforts relating to compliance with CETA.

To ensure that the benefits to clean energy transformation are accessible and affordable, the energy
burdens are reduced and mitigated, and the Company is accountable for these equity aspects, the
EAG will:

= Highlight and develop ways to mitigate barriers to customer participation;

= Help the Company develop better understanding and incorporation of equity issues; and,

= Shape the processes and construct for the EAG

Information obtained from the EAG in these areas will be shared and discussed with the Company’s
other existing advisory groups to disseminate appropriate strategies to mitigate barriers to customer
participation and to ensure adequate representation from highly impacted communities or vulnerable
populations are included in all advisory groups.

The chart below provides an illustration of the activities the EAG will undertake and how their consult
will inform the Company’s activities and advisory groups.
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Highly Impacted
Communities/Vulnerable Populations

-

i)

Engaged to provide input on indicators and
recommendations for utility actions

A

Equity Advisory Group

Identify and prioritize indicators, weighting factors and metrics
and association with HIC/VP

Determine strategy for outreach and engagement of HIC/VP to
obtain input for indicators and utility actions

Review and prioritize indicators and utility actions with weighing
benefit/burden factors and metrics for the CEIP

Provide consult as needed for various advisory groups as needed

Avista CEIP & Advisory Groups: TAC, Transportation,
Efficiency, Assistance and Distribution/Systems

Planning

EAG

= Quantify/Assess, Plan for and Implement the recommendation(s) and guidance of the

Member Recruitment

The Company is committed to obtaining membership that reflects diverse representation of its
customer base with emphasis on those who have been marginalized and/or adversely affected by
energy generation and delivery.

Membership in the EAG is defined as any interested person who can actively consult on equity
concerns related to the strategic planning, resource coordination, and management of the Company’s

clean energy initiatives.

Interested individuals are invited to complete a Member Interest Form that will provide a tool for
considering candidates for the EAG.

Meetings

Meetings will be conducted in a virtual setting until the Company resumes standard, in-person,

business practices or if EAG members would like to meet in-person.

Meetings will be facilitated by Avista staff or its contracted EAG facilitator.

Equity Group Charter 2023
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Meetings are open to all customers, including EAG members, related Avista staff, and additional
guests. The 2023 meeting schedule, topics, and meeting times can be found on Avista’s clean energy
website located at: https://www.myavista.com/about-us/washingtons-clean-energy-future.

Presentations

All members of the EAG will help identify projects and initiatives that should be shared by presentation
to the Group.

Presentations will be available to members in advance of the meeting (3 days as required per WAC
480-100-655 (Q)).

Meeting and Group Activity Archive

Meeting notes will be taken and shared with members. Meeting notes, recordings, and presentations
will be available on the Company’s website.

2023 Meeting Schedule

The chart below includes tentative topics to be reviewed and discussed at each meeting.

Date Agenda Items
e Named Communities Investment Fund
January 18 & 20, 2023 e Condition #10 - Named Communities Specific Action

e Public Participation

e Named Communities Investment Fun Project
Prioritization

e Named Communities Investment Fund

March 15 & 17, 2023 e Spokane Tribe Energy Partnership

e Public Participation

e Condition #38 — Two CBI's/5 Subsets in Named

February 15 & 17, 2023

April 19 & 21, 2023 Communities

e Equity Refresher
May 17 & 19, 2023 o Wildfire Mitigation Plan and Outreach

e Condition #23 — Joint Advocate Customer Benefit
June 21 & 23, 2023 Indicators

e Named Communities Investment Fund

e Spokane Tribe Energy Partnership

July 19 & 21, 2023 e Condition #10 - Named Communities Specific
Action

e Public Participation Update

fugust 23 & 25, 2023 e Condition #24 — Indoor Air Quality Metric

September 20 & 22, 2023 e WA Bill Discount Program Overview
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e CEIP Biennial Report Filing

October 18 & 20, 2023

e Named Communities Investment Fund
e Regulatory Discussion — How Rates are Calculated

November 15 & 17, 2023

e 2024 EAG Structure
e EV Transportation Program Update

December 13 & 15, 2023 » Tentative

Member Compensation

Members who express need will be compensated $90 for their participation in each EAG session.
Members can opt to attend both sessions each month, but will only be compensated for one session

each month.

For in-person meetings, if they occur, reimbursement for travel and transportation expenses will be
provided for travel that is beyond 10 miles of the meeting location.

Meeting Norms: Guidance for Group Participation

Each member will be provided time to speak

Healthy and civil debate is encouraged

Members should be open to new ideas and concepts
Members are respectful of differing opinions

ourwNE

different perspectives)

Decision Model

Members are encouraged to actively participate in discussions

Collectively the group should strive to align varying options (e.qg. identify shared goals for

Should the group discussion result in need for a decision, the decision will be made by consensus.

The Gradients of Agreement will be utilized, combined with collaborative dialogue to gauge the level
of support for a proposal to ensure each member has had the opportunity to express ideas and
better understand what is important to each member. The solution should then have broad level of
support and will enhance the commitment and success of the resulting decision.

Gradients of Agreement: Better Vocabulary

1 2 3 4 5 6 U 8
Whole- Agreement  Support with Abstain More Don't Like Serious Veto
hearted with a Minor  Reservations Discussion but Will Disagreement

Endorsement Point of Needed Support
Contention
“I really like “Not “I can live “This issue “l don’t “It's not “l am not on “I block this
it” perfect, but with it.” does not understand great but | board with proposal.”
it's good affect me.” the issues don’t want this — don’t
enough” well enough  toholdup  counton me.”
yet.” the group”
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If all the responses from the group members are 1, 2, 3, or 4, consensus is achieved, and the group
can proceed.

If most of the group answers 1 to 4, and one or more member answers 5, then the initiative will move
forward with a minority report written by those members who voted 5.

If less than 60% of the EAG votes 1 to 4, the initiative will go back to the Group for further consideration.

Roles and Responsibilities
EAG Members

This is an active advisory group that will consist of participants from community-based, public health,
government, and social service organizations, along with individuals with relevant experiences who
will provide a consultation to assure the needs of their particular area or interests are considered as it
relates to potential benefits or detriments that a clean energy future may bring to their community.

The EAG is expected to provide a voice for marginalized customers and will assist in the development
of the inputs to be considered for future energy resource planning processes.

Company Representatives

The company’s lead staff along with a contracted EAG facilitator will facilitate regularly occurring EAG
meetings with an internal group of Avista representatives who will be updated on the EAG’s activities
and progress. This group will provide oversight to assure the group’s activities are aligned with other
company activities and initiatives, resources are leveraged and the recommendations of the EAG are
distributed to the related advisory group or company program or project.

Representation for the company’s internal group includes:

= Executive Sponsor: Latisha Hill
» Lead Staff: Tamara Bradley
= Avista Advisors:
— Rates & Regulatory: Shawn Bonfield, Amanda Ghering
— IRP Manager: James Gall
— CEIP Manager: Kelly Dengel
— Auvista’s Equity, Inclusion, and Diversity Strategy: Kristine Meyer
— Communication: Annie Gannon

= Related company initiatives:
— Biennial Conservation Plan: Meghan Pinch
Affordability: Nicole Hydzik
Solar: Stephanie Meyers
Transportation Electrification: Rendall Farley

Lead Staff Responsibilities
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1. Lead EAG Meetings

2. Coordinate all meeting support activity (i.e. schedule meetings, provide agenda and meeting
materials to members)

3. Document meeting notes and action items

4. Send out meeting notes, action items and ensure follow-up of action items

5. Serve as company liaison for all EAG activities

Resources

For the development of this document the following resources were used:
1. Avista’s Economic Vitality Charter, dated 11/20/2020
2. Spokane Regional Emergency and Disaster Healthcare Coalition: Core Member Advisory
Group Charter, dated: 4/1//2019
3. Justice in 100 Metrics: Tools for Measuring Energy Equity
4. WUTC Draft Area Metrics and Examples
5. Spokane City’s Sustainability Action Subcommittee: Overview
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Avista Equity Advisory Group Interest Form

Introduction:

Washington’s Clean Energy Transformation Act (CETA) passed by legislature in 2019 requires utilities to
ensure an equitable distribution of energy benefits and a reduction of burdens on vulnerable populations and
highly impacted communities.

There are many societal issues that run parallel with the desire to convert to a clean energy future. Based on
your unigue experience, please review the information below to indicate your interest in advising Avista in
these matters.

Advisory Group Member Qualifications
» Knowledge, skills, and experience (lived and professional) to effectively represent your respective
community/population/group.
= Capacity and willingness to serve as the conduit or intermediary between the Equity Advisory Group
(EAG) and the entity you represent.
» Availability to attend regularly scheduled meetings

The following information collected will be used to understand your interest and capacity to participate in the
Equity Advisory Group as well as to track the experiences and communities/sectors that are represented.

Please submit completed forms by email to Tamara.Bradley@avistacorp.com or by mail to:
Avista

MSC-68, attention: Tamara Bradley

1411 E. Mission, Spokane WA 99202

Member Information

Full Name: Date:
Last First M.I.
Address:
Street Address Apartment/Unit #
City State ZIP Code
Phone: Email Address:

Preferred method for communication (e.g. email, phone, etc.):




In what way would you like to engage with the EAG?
[ Actively participate as an EAG member
[J Receive information/updates on the activities of the EAG
[J Both actively participate and receive information/updates
(1 Other:

What are your interests in joining Avista’s Equity Advisory Group?

Are you interested in joining Avista’s Energy Equity Advisory Group as an: (check all that apply and
provide)?

[ Individual community member, leader, or worker who is interested in Washington State’s Clean Energy
Transformation law.

Please describe:

[ Partner from an organization, business, or union that serves communities or workers.

Please describe:

[1 Partner from an industry, sector, or governmental agency.

Please describe:

[J Other with description:

How will participating in the Group benefit your community/sector/organization?

Experience

Please provide information about your background or experience that may inform ways to make
improvements to the following areas: (check all that apply)

71 Employment
Please describe:
1 Housing
Please describe:
[J Transportation
Please describe:
[J Food insecurity




Please describe:
[1 Health care
Please describe:
[l Language barriers
Please describe:
(1 Other:
Description:

Please identify community affiliations in which you have personal and/or professional experience. We
understand there may be intersecting personal identities and/or professions. Select all that apply.

[l Community member, advocate and representative for people in congregate settings: people
experiencing homelessness, people who are detained/incarcerated, etc.

Community member, leader representing immigrant and refugee communities

Community member, leader representing individuals with disabilities

Community member, leader representing rural and frontier communities

Community member, leader representing the LGBTQIA+ community

Community member, leader representing the African American/Black communities

Community member, leader representing the Asian American communities

Community member, leader representing the Latinx communities

Community member, leader representing the Native Hawaiian and other Pacific Islander communities
Community member, leader representing American Indian/Alaska Native communities

Please note tribe:

Community based organization, please note which organization:
Community-led groups or coalition, please note group:
Faith based community

Local Health Jurisdiction

Academic partner, please note which institution:
Government Agency, please indicate:

OO OoooOooogod

N A O R O

Other

O

Compensation

We value and honor your time, and compensation may be available to you or your organization to cover the
cost of your participation at Equity Advisory Group meetings.

Would you like to be compensated for your time?
[l Yes
[ No
1 Other comment(s):

Starting October 2021, the Equity Advisory Group will meet monthly with two meeting options for the second
Wednesday and Friday of each month. Wednesday meetings are in the late afternoon from 4:30 to 6:00 pm
and the Friday meetings are in the morning from 7:30 to 9:00 am. The group will not meet in December. The
schedule for the next few months is:




ednesda 4:30to 6:00 p

2021 October 13 October 15
November 10 November 12
2022 January 12 January 14
February 9 February 18
March 9 March 11
April 13 April 15

Are you able to attend the meetings?

[l Yes, | can attend either the morning or afternoon meetings.

[1 No. I am not able to attend but | would like to receive company updates and materials.
[1 Other:

To safeguard individual and public health and safety the Equity Advisory Group activity will occur virtually (e.g.
through Microsoft Teams and Zoom) until further notice.

How can we best support you with virtual participation? Please check all that apply:
[l Language interpretation
[l Disability accommodations
[1 Technology assistance/accessibility (i.e. virtual platform training, phone conference, video)
[] Other
Please describe:

A requirement of the Washington Ultilities and Transportation is that a roster of Equity Advisory Group members
is made public. To meet this requirement a roster will be posted at myavista.com/ceta that will include each
member’s name, organizational affiliation, and role. Please consider this requirement in determining your
willingness to participate in the group.

Other Comments

Please use this space to provide any additional comments you would like to share here:

Signature: Date:




APPENDIX I
AVSITA ADVISORS -
MEMBER OVERVIEW



Avista Advisors: Member Overview

Years as an Avista Customer
10 or more years ) 68%
6 to 9 years - 12%
3 to 5 years A 13%
1 to 2 years s
6 months to less than 1 year #2%
Less than 6 months  § 0%
Service Type Gender Location
62% 63%
49% 49%
25%
20%0 199 l-l 119
2% '
-
o o o
o S o
@ @ < & F
> & ) > S ¢ S P
S $ & & Ny oS
Q Q}zé @ Q@ (o) $®¢,
All Customer Accounts B Avista Advisors Members
Optional Programs
Renewable Natural Gas ﬁ 1%
Windpower L 3%
Comfort Level Billing E 28%
Auto Pay — 30%

Paperless Biling (Y 55

2,067 Members

(all residential)

Age

36%
27%
18% 149
5%
s %

é’)x
P L VA

Credit Code
Avista Advisors

15%
80%

3%
1%

3m2ml mO

All Customers

80% 15%

3%
1%

Average Survey
Response Rate:
25%

AIvISTA

2022 I Updated 10-13-2022
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Avista Clean Energy

Public Participation Plan
AW _

~IVISTA

Communication
Preferences Survey

The purpose of this survey is to get a better understanding of your experience receiving information
from Avista about their programs and initiatives. Your responses will help inform how Avista engages
with you in the future. This survey will take about three minutes to complete.

Questions
Please return by November 4, 2022,

How do you currently receive your utility bill through one of the following ways:
from Avista? Select all that apply.

O Paper copy through the mail
O E-mail

O Text message

O | don’t know

Email a scanned copy or picture of each
page to: info@pppconsulting.net

Mail to: Public Participation Partners, 8502
Six Forks Rd, Ste 102, Raleigh, NC 27615

If you have attended any in-person or virtual
Avista events in the past year, what were
they? If you haven'’t attended Avista events,
Skip this question.

In the past year, have
you received news and
updates from Avista from
the following sources?

In-person events

Virtual events

Inserts included with my bill

Flyers and letters via mail
(not included with my bill)

Email
Text alerts

Avista website
(myavista.com)

Avista call center
Facebook
Twitter

Instagram
YouTube

| don’t receive news and
updates from Avista Utilities

O [O|O|C|0|0] O |0|0O] O |0O|0O|0O
O [O|O|C|0|0] O |0O|0O] O |0|0O|0O
O [O|O|C|0|0] © |0O|0O] O |0|0O|0O

Complete this survey online by visiting: https://tinyurl.com/AUengage


https://tinyurl.com/AUengage

How satisfied or dissatisfied are you Very Neutral/

UREPVEEE ST S LW | ., Dissatisfied Don't Satisfied Sa\:lesrff’e ;

types of information? Know

Tips to save energy

O}[@)
O}[@)

Payment/bill assistance programs

Opportunities to provide feedback about
service

Changes in utility rates or fees
Clean energy initiatives

Resource assistance after a natural
disaster

Interruptions or changes in service

Ol © [O|O| O |0|0
Ol © [O|O| O |0]|0
Ol © [O|O| O |0|0

Ol O |O|C| O
o O |O|C| O

Neutral/
Agree Don't Disagree
Know

How much do you agree or disagree with Strongly
the following statements? Agree

Strongly
Disagree

| know how to get in touch with Avista if I'm
having a service issue.

Avista shares useful energy-saving tips.
Avista provides opportunities for me to give
feedback.

Avista informs me in advance of utility rate
changes.

Avista is quick to communicate any service
disruptions.

| know how to apply for financial assistance
through Avista if | need help paying my utility
bill.

| understand how Avista is promoting clean
energy.

0| 0|0
0|0 |0O] O
|0 ]| 0|0
0|0 |0O] O
|0 ]| 0|0

O
O
®
O
O

If Avista hosted community events, would you consider attending?
O No, | wouldn’t consider attending.

O Yes, | would consider attending.

O Yes, but only if the event was in-person.
O Yes, but only if the event was virtual.

O I'm not sure.

For more info, visit the project website:
www.myavista.com/CETA

Complete this survey online by visiting: https://tinyurl.com/AUengage
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Flyers and

How do you prefer to receive QI eI ely eSS letters via

youp P! included ) . Text Social Avista
the following types of or virtual ) mail (not Email ) .
. - - with my . alerts media website
information from Avista? events bill included

with my bill)

Tips to save energy a d a a a a a
Payment/bill assistance a a g 5 - g g
programs
Opportunities to proylde a g g - - g g
feedback about service
Changes in utility rates or fees d a 0 0 0 a 0
Clean energy initiatives d d d O 0 a d
Resourcg assistance after a J a J J J J a
natural disaster
Inter.ruptlons or changes in a a a a - a a
service

Which social media platforms, if any, would you like to use to keep updated on Avista news?
Select all that apply.
O Facebook
Twitter
Instagram
YouTube
Other (specify)

aaaaa

O | do not want to use social media to receive Avista updates.

Would you like to receive Avista Clean Energy updates about programs and
opportunities to provide feedback? Please provide your email address below.

For more info, visit the project website:
www.myavista.com/CETA

Complete this survey online by visiting: https://tinyurl.com/AUengage
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Voluntary Demographic Questions

The following questions ask about you and your background. This information allows us to get a
sense of whom our survey has reached and helps us work toward our goal of inclusive engagement.

Please note that your responses will be used solely for data collection, will
remain CONFIDENTIAL, and are OPTIONAL.

What is your home zip code?

Do you have a disability?
O Yes

O No
O Prefer not to answer

What is your gender identity?
O Man

O Woman
O Non-binary
O I'd like to self-identify

O Prefer not to answer

What is your age?
O Younger than 18
O 18-29
O 30-44
O 45-64
O 65 and older
O Prefer not to answer

How well do you speak
English?

O Very Well

O Well

O Okay

O Very Little

O Not at all

O Prefer not to answer

What language do you speak
at home most of the time?

Which of the following best
describes your racial/ethnic
identity? Select all that apply.

O Asian or Pacific Islander

Black or African American
Hispanic or Latino

Native American or
Alaskan Native

White or Caucasian
I'd like to self-identify

aad

ad

O Prefer not to answer

What is your approximate
annual household income?

O Less than $12,000
O $12,000-$19,999
O $20,000-$30,999
O $31,000-$46,999
O $47,000-$69,999
O $70,000-$93,999
O $94,000-$117,999
O $118,000 or greater
O Prefer not to answer

Please return by
November 4, 2022,
through one of the
following ways:

Email a scanned copy or
picture of each page to:
info@pppconsulting.net

Mail to: Public Participation
Partners, 8502 Six Forks
Rd, Ste 102, Raleigh, NC
27615

Thank you for your input!

For more info, visit the project website:

www.myavista.com/CETA

Complete this survey online by visiting: https://tinyurl.com/AUengage
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Marshallese Comment Form



Avista Clean Energy Bulaan in an Loblej

Bok Kunan
AW _

~IVISTA Kaijitok ikijen Lomnak

Ikijen Ronjake im Konaan

Unin kajitok kein ej hian bok melele eo eman lak kake ta ko kwoj bok jan Avista kake birookraam im
kottopar ko aer. Uak ko am renij jibaf kwalok fian Avista ippan doon kake ilju jeklaj. Kajitok in enij bo
jilu minit Aan kdbmmane.

Kajitok ko _ _ _

Jouj karoltok ilo Nobomba 4, 2022,
Ewi wawen am bok jonan eo kwoj kolla nan ilo wawen kein ilal:
Avista? Kelet aolep ro rej ekkar nan eok.

3 Kape in pepa ilo mail Email juon kape ako pija in kajojo peij fian:

info@pppconsulting.net

O E-mail

O Taakij Mail fian: Public Participation Partners, 8502
e Six Forks Rd, Ste 102, Raleigh, NC 27615

3 ljjab jella

Ne emoj am pad ilo biirookraam o ilo armij
ako ilo aunlain an Avista ilo yiio eo emootlak,
kar ta ko? Ne kojafiin pad ilo biirookraam ko
an Avista, jab uak e kajitok in.

llo yiido eo emootlak, emoj
ke am bok naan im melele
kaal ko jan Avista jan jikin
kein ilal?

BlUrookraam ko ilo armij
Blrookraam ko aunlain
Koba ippan onean kolla eo

Kadelel im letta ilo mail
(ejjab koba ippan bill eo ao)
Email

Kogjjela ilo taakij

Avista website (myavista.
com)

Avista jikin call

Facebook

Twitter
Instagram
YouTube

ljjab elolo melele kaal jan
Avista Utilities

O [O|0|0O[0|0] O [O|O] O [O|0O]|0O
O [O|0O|0O[0|0] O [O|0O] O [0O|0O]|0
O [O|0|0O[0|0] © [O|0O] O |0O|0O]|0

Kanne kajitok kein aunlain ilo am etal han: https://tinyurl.com/AUengage



Ewi joian am monono ako jab monono Jab

ippan Avista ilo an kwalok kain melele Lukfup J?b :JaE) - kea/jab Monono Llfkk_l{n_
. monono monono . mMONOAO
kein? jella
Jibafn ikijen kojbarok jarom @) Q Q Q Q
Bdrookraam in kolla/jibaf ikijen onean O O O Q Q
len Aan kwalok uak kake jerbal @) @) Q Q Q
Oktak ilo onean ko O Q Q Q ©)
Lomnak ikijen jardom erreo Q Q Q Q Q
Jibaf elukkun juon joraan eo Q O Q Q Q
Kakure ako oktak ilo jerbal @) Q Q o Q
Ewi joitan am erra ako jab erra kein naan Lukkun - Jab kea/ - Lukkun
.o - Erra . . Jaberra . ~
kein ilal? erra jab jella jab erra
!Jella wawen topar Avista fie ewor ao inepata ilo o o O o o
jerbal.
Avista ej kwalok jiban ikijen kojbarok jarom. Q Q Q Q Q
Avista ej kwalok ien fian ao kwalok ao uak. Q Q Q Q Q
AV|_sta ej kwalok fian io mokta lak ikijen oktak o o o o o
ko ilo onean.
Avista ej mokaj an kwalok kin jabdewdt jerbal ej
tin bojrak. O Q O O O
Ij_elle! y_vav!en_Jlt_)an ikijen jaan ippan Avista fie inij o o o o) o)
aikuj jiban kolla onean ko ao.
lj melele ke Avista ej kwalok kin jarom erreo. O O O O Q

Ne Avista ekar kwalok kin biirookraam ko an jukjukin pad, kwonij ke Iomnak in pad ie?
O Jab, iban Idmnak in pad ie.
O Aet, inij lomnak in pad ie.
O Aet, ako fie burookraam eo ej komman wot ilo-armij.
O Aet, ako fie blrookraam eo ej komman wot aunlain.
O ljjab lukkun jella.

Nan melele ko relaplok, jilkinlak fian:
www.myavista.com/CETA

Kanne kajitok kein aunlain ilo am etal han: https://tinyurl.com/AUengage



Kadeldel

llo-armij

. - im letta ilo ..

Ewi wawen am konan bok [El(] o Kojjela . .
. . .o _ mail (ejjab e Social Avista

kin kain melele kein jan blrookraam N Email ilo ) .

. : koba ippan .. media website
Avista? ko ilo taakij

: onean eo
aunlain
ao)

Jiban ikijen kojbarok jarom 0 a 0 0 a a 0
Bdrookraam in jibaf/kolla 0 0 0 0 0 d d
Ieeon Aan kwalok uak kin jerbal ~ g ~ ~ ~ . g
Oktak ilo onean ko 0 a a W) O d d
Kottopar ikijen jarom eo erreo 0 0 0 0 0 d d
Jiban elikin juon joraan ekar - a g 5 - g a
walok
Joraan ako oktak ilo jerbal 0 a d d 0 d d

Ewi ian jikin kein aunlain, fie ewor, im kwoj konan kwalok kin naan kaal an Avista? Kelet aolep
ro rej ekkar.
Facebook

Twitter

Instagram

YouTube

Bar jot (lukkun kwalok)

aaaaa

a

ljjab konan kojerbal kein aunlain han bok melele kaal ikijen Avista.

Kwoj ke konan bok melele kaal ko jan Avista Clean Energy kake blirookraam
im ien ko fian kwalok uak? Jouj kwalok email eo am ilal.

Nan melele ko relaplok, jilkinlak fian:
www.myavista.com/CETA

Kanne kajitok kein aunlain ilo am etal han: https://tinyurl.com/AUengage



Kajitok ko kwoj konan make uak

Kajitok kein ilal kake eok im tuliikim. Melele kein rej kwalok won im kajitok kein emoj aer topar im jibai
kij jibadok kottopar eo ad in koba ippan doon.

Jouj im jella ke uak ko am renij jerbal han ebbok melele, enij EJELOK EJEL-
LA KAKE, im ej AM BEBE.

Ta zip code in mweo imom?

Ewor ke am naihinmej?
O Aet

O Jab
O Jab konan uak

Kwe kain armij rot?
O Emaan

O Kora
O Jab-walok

O lkonan kwalok io make
(Jouj kwalok eok make

ijin)

O Jab konan uak.

Jote am yiio?
O Diiklak jan 18
O 18-29
O 30-44
O 45-64
O 65 im rattolak
O Jab konan uak.

Ewi joitan am jella kajin
Palle?

OO0 0000

Lukkun eman
Eman

Ebwe

Lukkun diik
Jab Aan jidik
Jab konan uak.

Ewi kajin in kwoj kojerbale ilo
mweo imom eitin aolep ien?

Ewi ian kein ial eman tata an
komelele kwoj itok jan ia?
Kelet aolep ro rej jerbal.

O
O

O
O

O
O

O

Asian ako Pacific Islander

Black ako African Ameri-
can

Hispanic ako Latino

Native American ako Alas-
kan Native

White ako Caucasian

lj konan kwalok i0 make
(Jouj kwalok iok make ijin)

Jab konan uak

Nan melele ko relaplok, jilkinlak fian:

www.myavista.com/CETA

Jote jonan eo armij ro ilo
mweo imom rej kommane
aolep yiio?

Diiklak jan $12,000
$12,000-$19,999
$20,000-$30,999
$31,000-$46,999
$47,000-$69,999
$70,000-$93,999
$94,000-$117,999
$118,000 ako laplok
Jab konan uak

Q00000000

Jouj karoltok ilo
Nobomba 4, 2022, ilo
wawen kein ilal:

Email juon kape ako pija
in kajojo peij Aan: info@
pppconsulting.net

Mail fian: Public
Participation Partners,

8502 Six Forks Rd, Ste
102, Raleigh, NC 27615

Kommol kin am jiban!

Kanne kajitok kein aunlain ilo am etal han: https://tinyurl.com/AUengage



Russian Comment Form



Avista Clean Energy - lNnaH y4yactusa

obLWecTBEeHHOCTH
y

~IVISTA Onpoc 0 NpeanoYTEHUsIX

nony4yeHns nHdopmaumm

Llenb aToro onpoca — BbISICHUTb Balle MHEHME O NoryyYeHun MHgopmaummn ot Avista oTHoCUTENbLHO ee
nporpaMmm n nHMumaTme. Bawum oTBeTbl NOMOryT onpeaenuTb, Kak Avista bygeT B3anmMoaencteoBath C
BamMu B Byayuiem. 3anonHeHne onpoca 3anMeT OKOMO TPEX MUHYT.

AHKETHbIe BOI POCBbI Mpocum caaTk onpoc Ao 4 HosIGpsA

Kak Bbl B HacTosiLiee BpeMsi nony4vaeTe 2022 r. ontuM 13 crieaytoLmx

CYeT 3a KOMMYyHarbHble ycnyru ot Avista? cnoco6os:

Bbi6epuTte Bce HyXHoe. OTnpaBbTe OTCKaHMPOBAHHYIO KOMUIO NN oTo
0 ByMaxHbIN 3K3eMnap No novte KaXXJoW CTpaHuULbl MO 3NEKTPOHHOM MoYTe:
(3 Mo 3neKTPOHHOW NouTe info@pppconsulting.net
3 Mo CMC Mo noute: Public Participation Partners, 8502
3 He 3Hato Six Forks Rd, Ste 102, Raleigh, NC 27615

Mony4yanu nu BbI B
MWHYBLUEM rogy HOBOCTHU
ot Avista 13 cnegyrowumx
MCTOYHUKOB?

Ecnu Bbl NIMYHO NN NO UHTEPHETY
nocewanu meponpuaTtus Avista B MUHyBLUEM
roay, Kakme uMmeHHo? Ecnu Bbl He nocewanu
mMmeponpuaTusa Avista, nponycturte 3ToT
BOnpoc.

NnyHble MeponpusaTUs

O}[@)
O}[@)
O}[@)

BupTyanbHble Meponpustusi

BpoLutopbl, npunaraemble K
cyety

JINCTOBKK U nncbMa no
noyTe (He npunaraemMble K
cyery)

OneKkTpoHHas noyta
CMC-coobueHus

Beb6-cant Avista (myavista.
com)

Konn-ueHTp Avista
Facebook

Twitter

Instagram
YouTube

£ He nony4aro HOBOCTM OT
Avista Utilities

O
O
O

O [O|0|C[0|0] O [O|0O] ©
O [O|0|C[0|0] O [O|0O] ©
O [O|O|O[0|0] O [O|0O| ©

3anonHuTe 3TOT ONpocC No MHTepHeTy 3aechb: https://tinyurl.com/AUengage



Hackonbko BaMm HpaBUTCA UINN He
HpaBUTCA TO, KaK Avista nepepnaet
crnepyrowme Buabl MHopmauun?

OyeHb He He cpeaHe/ O4YeHb

HpaBuTCS
HPaBUTCA  HPaBUTCS  He 3Halo HpaBuTCS

CoBeTbl N0 9KOHOMMUM ANEKTPOIHEPTUN Q Q Q Q Q
[Mporpammbl onnaTbl/MOMOLLM CO CHETAMMU Q Q Q Q Q
Bo3moxxHOCTK gaBaTb OT3biBbl 06
A 0 0 0 0 0
obcnyxmBaHum
M3meHeHns1 B KOMMYHanbHbIX Tapudax
y pucp e 0 0 0 o
nnn céopax
MHMumaTnBbI N0 3KONOrMYeCcKn YNCTom
. o} o} 0 0 o}
3Heprum
Momowb ¢ pecypcamu nocrie CTUXUAHOTO
b G pecyp 0 0 0 Q 0
bencrteusa
Mepebon nnn nameHeHus B
P o) o) 0 Q o)
obcnyxmBaHum
Hackonbko Bbl cornacHbl unu y MOMHOCTbIO
MonHocTbio HenTpaneH/ He
He corfnacHbl CO creayroLwmMmMmm cornaceH
cornaceH He 3Hato cornaceH
yTBepXAeHUAMn? cornaceH

A 3Hato, Kak cBa3aTbcs ¢ Avista B

cny4yae npobnem ¢ o6cnyxnBaHneMm. Q Q Q Q O
Avista naet nonesHble COBETbLI MO o o o o
9KOHOMWM 3NEKTPOIHEPTUN.

Avista npegoctaBnsieT MHe o o o o o

BO3MOXHOCTU OaBaTb OT3bIBbl.

Avista 3abnaroBpemMeHHO coobLiaet
MHe 00 M3MeHeHUusIX TapudgoB Ha Q Q Q Q Q
KOMMYHarbHble YCryru.

Avista 6bicTpo coobLiaeT o nepebosx

B 06Cny>XnBaHUN. O O O Q O
£ 3Halo, Kak nogaTth 3aaBneHne Ha

domHaHCOoBYH NOMOLLb Yepes Avista,

€eCIv MHe NoHago6umTcsa NOMOLLb C @) Q Q O Q
onnarton cyeTa 3a KOMMYHarlbHble

ycnyru.

MHe noHATHO, Kak Avista

nponaraHaupyeT 3KONOrm4yecku Q Q Q Q Q

HYACTYHO SHEPTUIO.

Ecnu 6bI Avista npoeoguina MeCTHble MeponpuaTus, xernanu Obl Bbl NocewaTb UX?

O Her, s He xenan(a) 6bl nocewaTb MX. O [a, Ho Tonbko ecnu 6bl MeponpuaTne 6uino
O [a, s xenan(a) 6bl nocewaTb UX. BNPTYyalibHbIM.
O [a, Ho Tonbko ecnu 6bl MeponpuaTue O He 3Haio

npegycmartpumsasno fiM4Hoe rnoceweHune.

3anonHuTe 3TOT ONpocC No MHTepHeTy 3aechb: https://tinyurl.com/AUengage




V.13o/wod eisineAwrmmm enidodu aines-gag eH Bo1aanm sunendodHn seHgod’ou asLroq

"B)SIAY QO U81009d0H
BUHBhALIOL BUT M182T100 91B90€9L0UOMN GIELSX 8H K [

¢ \
[ 1
[ [
“ “ (euxex ‘aimxedh) sniAdi] O
“ “ aqn1noA [
“ ‘19Lh0U “ welbeisu] O
1 EO_.__._OQ._.V_QEG oadi’e mea 9XuH OLMKBHL ¢£19919€10 | JOPIML [
“ qlegel’ x¥Lo0H)oweod U xewwediodu o ABiaug | %0oqade [
" uea|) B)SIAY 10 ULO0HOH dlehALoU 198 ULf dLIBLID)K “ "90HXAH 908 811dagiag ¢,eISIAY QO U8LO0E0H BUHBhALIOU
S 4 BUT 91B90€9L0UON 190 ULIBLISXK 198 1189 SI9HALIenTIod amie)
NNHBaMKALIOQO
U U U U U U = 8 BUHOHBWEN LM nogadsl |
BNEL10T8Q OJOHUMXNLD
U U U U U U U auoou nweadAoad o amonoy |
- - - - 0 0 0 nnideHe NoLonh
MMOOhNIOLIONE OU I9anLeUTTNH|A
xedogd num xedpumdel
U U U = = = = XIGHAGU'BHANWON 8 BUHOHBWE/
- - - - - - - NNHBaMXALIOQO QO
I99I19€10 91eger NLOOHXOWEOY
NINELBKhO
D U U U U U = 09 umowou,ia1ewruo iganedlod] |
0 O 0 0 0 0 O nnideHeodioe
WNINOHOME OL 1919800

(ALono ¥
BISINY alawaeleundu Aeho ¥ sBuisnduodew ¢BISIAY 10 nmnendodHu
. BMHBIMQO009D elhou :
1yed un1eomnod 9H) a1thou arlwaeleundu  siqHAUeALdva EEETHZEIET N {aTN (TR TLDYAT T

- BeHHodLiaLre
-god OND ou ewgouu ‘ladoimodg NN SIGHhN| [ alaeluhouiradu 198 ey

n miaoLounu




dakynbTaTMBHbIE AeMorpadunyeckmne Bonpochl

Cnepytowme Bonpockl — 0 Bac 1 Balwlen buorpadpumn. 3ta nHdpopmaLms No3BoNseT Ham onpeaennTb,
KTO OTBETWUJT Ha HaLl OnpocC, U NOMOraeT HaM NPOABUraTbCS K HaLlen Lerny NHKMI03UBHOMO

B3aUMOAENCTBUS.

Bawu oTBeTbl 6yayT MCNonb3oBaTbCA TONMbKO ANA c6opa AaHHbIX,
octaHytca KOHOUOEHUUATIbHBLIMU n aBnaotca PAKYJIbTATUBHbLIMU.

YKkaxuTte Baw zip-kog no
MeCTY XuUTenbCcTBa.

Umetrotcsa nu y Bac
comsnyeckme HegocTaTKkn?
O [Ja
O Hert

O [pegnoyunTato He
oTBevaTb

KakoBa Bawa reHaepHas
NMOEHTUYHOCTL?
My>xyunHa

YKeHwmnHa
HebuHapHas

A xenar camocToaTenbHO
noeHTMdnumnpoBathb cebs:

Q000

O [pegnouunTato He
oTBevaTb

CkonbKo BaM net?
MeHbLue 18

18-29
30-44
45-64
65 vnun 6onbLe

MpegnouunTato He
oTBeYaTb

Q00000

Hackonbko xopoLio Bbl
BnageeTe aHMMUNCKUM?
OyeHb xopoLuo

Xopouwwo

Hennoxo

OueHb cnabo
CoBceM He Bnaaeto

MpegnounTato He
oTBeYaTb

00000

Ha kakom si3bike Bbl OObIYHO
roBopuTte goma?

YTOo U3 HMXKeyKa3aHHOro
TOYHee onucbiBaeT Bally
pacoBylo/reHAepHY1O
MOEHTUYHOCTL? BbiGepute
BCE HYXHoOe.
O AsuvaTt unm xutenb
TUXOOKEAHCKMX OCTPOBOB

O Herp nnn
adpoamepukaHel,

O JlaTuHoamepukaHeL

O KopeHHoW amepukaHel,
nnn ypoxeHew, Anacku

O Benbin

O A >xenak caMOCTOATENbHO
noeHTudnunpoBaTb cebs:

O Tpegno4vnTtato He
oTBeYaTb

bnarogapum Bac 3a y4actue!

KakoB npnonusntenbHbIN
rogoBoOMn 0X0A4 Ballen
ceMbu?

MeHnee $12 000

$12 000 - $19 999
$20 000 - $30 999
$31 000 - $46 999
$47 000 - $69 999
$70 000 - $93 999
$94 000 - $117 999
$118 000 unu Gonblue

MpegnoynTato He
oTBeyaTb

OO0 0000000

NMpocum caatb onpoc
Ao 4 Hosa6psa 2022 r.
OOHMUM U3 crneayrLmx
cnoco6oB:

OTtnpaBbTe
OTCKaHNPOBaHHYIO

KOMWIo Unn (poTo Kaxxaon
CTpaHu1Lbl NO ANEKTPOHHON
nouTte: info@pppconsulting.
net

Mo noyte: Public
Participation Partners, 8502
Six Forks Rd, Ste 102,
Raleigh, NC 27615

3anonHuTe 3TOT ONpocC No MHTepHeTy 3aechb: https://tinyurl.com/AUengage




Spanish Comment Form



Plan de Participacion Publica de Avista

A _

~IVISTA \ Clean Energy

Encuesta sobre preferencias
de comunicacion

El propdsito de esta encuesta es comprender mejor su experiencia al recibir informacién de Avista
sobre sus programas e iniciativas. Sus respuestas ayudaran a informar cémo Avista se relaciona con
usted en el futuro. Responder esta encuesta le llevara unos tres minutos.

Preguntas de la encuesta Favor de responder antes del 4 de

¢ Como recibe actualmente su factura de noviembre de 2022 a través de una
servicios publicos de Avista? Seleccione de las siguientes formas:
todas las que correspondan.

(3 Copia en papel por correo postal

O Email
O Mensaje de texto

Envie por email una copia escaneada
0 una imagen de cada pagina a: info@
pppconsulting.net

Envie por correo postal a: Public Participation
O No sabe Partners, 8502 Six Forks Rd, Ste 102,
Raleigh, NC 27615

En el ultimo ano, ;ha
recibido noticias y
actualizaciones de Avista
de las siguientes fuentes?

Si ha asistido a algun evento presencial o
virtual de Avista en el ultimo ano, ¢cuales
fueron? Omita esta pregunta si no ha asistido a
eventos de Avista.

Eventos presenciales
Eventos virtuales

Encartes incluidos con mi
factura

Volantes y cartas por correo
(no incluidos en mi factura)

Email

Alertas de texto

Sitio web de Avista
(myavista.com)

Centro de llamadas avista

Facebook

Twitter
Instagram
Youtube

No recibo noticias ni
actualizaciones de Avista
Utilities

© |O[0|0|0|0] O |O|0O] O | O |0O]|0
© |0O[|0|0|0|0] O |O|0O] O | O |0O]|0
© |O|0|0|0O|0] O |O|0O] O | O |0O]|0

Responda esta encuesta en linea visitando: https://tinyurl.com/AUengage



¢ Qué tan satisfecho o
insatisfecho esta con la forma Muy : Neutral/ : Muy

. , , Insatisfecho Satisfecho :
en que Avista comparte los insatisfecho no sabe satisfecho

siguientes tipos de informaciéon?
Consejos para ahorrar energia O
Programas de asistencia de pagos/
facturas

Oportunidades para proporcionar
comentarios sobre el servicio

Cambios en las tarifas o cargos de
los servicios publicos

Iniciativas de energia limpia
Asistencia con recursos despueés de
un desastre natural

Interrupciones o cambios en el
servicio

C|lO|0|]OC |0 ]| O
|0 |00 |0 | OC|O
C|lO |00 | 0O | O |0
C|lO |00 | 0O | O |0
C|lO|0]OC |0 ]| O

Qué tan de acuerdo o en desacuerdo JYI0)\Ae[- I DT: Neutral/ En Muy en
esta con las siguientes afirmaciones: [EICIEI{e[oRE-Teli[=Tge(eNN sToR:F-1o ] e [T TeN (=10 [o Mo [T TN =T (o fo]

Sé como ponerme en contacto con

Avista si tengo un problema con el Q Q Q Q Q
servicio

Avista compafte utiles consejos para o o o o o
ahorrar energia

Avista me brlnq,a oportunidades para dar o o o o o
retroalimentacién

Avista me informa con anticipaciéon sobre

los cambios en las tarifas de los servicios Q Q Q @) Q
publicos

Avista se apresura a comunicar cualquier o o o o o

interrupcidn del servicio

Sé cdmo solicitar asistencia financiera a
través de Avista si necesito ayuda para Q Q Q Q Q
pagar mi factura de servicios publicos
Entiendo como Avista esta promoviendo
la energia limpia

Q Q Q Q Q

Si Avista organizara eventos comunitarios, ¢ consideraria asistir?No, | wouldn’t consider

attending.
O No consideraria asistir O Si, pero solo si el evento es virtual
O Si consideraria asistir O No estoy seguro

O Si, pero solo si el evento es presencial

Para mas informacion, visite el sitio web del proyecto:
www.myavista.com/CETA

Responda esta encuesta en linea visitando: https://tinyurl.com/AUengage



. . Volantes y
¢Como prefiere Eventos SR cartas por Sitio
recibir los siguientes incluidos P Alertas Redes
tipos de informacion

de Avista?

presenciales . correo (no  Email web de

: en mi ) . de texto sociales ;
o virtuales, incluidos en Avista

BT mi factura)

Consejos para ahorrar
energia

Programas de
asistencia de pagos/ a 0 d 0 0 a d
facturas
Oportunidades

para proporcionar
comentarios sobre el
servicio

Cambios en las
tarifas o cargos de los d 0 d d d d d
servicios publicos
Iniciativas de energia
limpia

Asistencia con
recursos después de O 0 d 0 O d O
un desastre natural
Interrupciones o
cambios en el servicio

¢ Qué plataformas de redes sociales, si las hay, le gustaria usar para mantenerse actualizado
sobre las noticias de Avista? Seleccione todas las que correspondan.
Facebook

Twitter

Instagram
YouTube

Otra (especificar)

aaaaa

[ No quiero recibir actualizaciones de Avista por redes sociales.

i ¢Le gustaria recibir actualizaciones de Avista Clean Energy sobre programas
|y oportunidades para brindar comentarios? Proporcione su direccién de email a
! continuacion.
1
|

Para mas informacion, visite el sitio web del proyecto:
www.myavista.com/CETA

Responda esta encuesta en linea visitando: https://tinyurl.com/AUengage



Preguntas demograficas voluntarias

Las siguientes preguntas se refieren a usted y sus antecedentes. Esta informacién nos permite tener
una idea de a quién ha llegado nuestra encuesta y nos ayuda a trabajar hacia nuestra meta de una

participacion mas inclusiva.

Tenga en cuenta que sus respuestas se utilizaran unicamente para la recopi-
lacién de datos, permaneceran CONFIDENCIALES y son OPCIONALES.

¢ Cual es codigo postal de su
hogar?

¢ Tiene usted alguna
discapacidad?

O Si

O No

O Prefiere no responder

¢ Cual es su identidad de
género?

O Hombre

O Mujer

O No binario

O Prefiere autoidentificarse
(favor de hacerlo aqui)

O Prefiere no responder

¢ Cual es su edad?
O Menor de 18

O 18-29

O 30-44

O 45-64

O 65 o mayor

O Prefiere no responder

Para mas informacion, visite el sitio web del proyecto:
www.myavista.com/CETA

¢ Qué tan bien habla usted
inglés?

Muy bien

Bien

Regular

Muy poco

Nada

Prefiere no responder

OO0 0000

¢ Qué idioma habla usted en
casa la mayoria del tiempo?

¢ Cual de las siguientes
describe mejor su identidad
racial/étnica? Seleccione
todas las que correspondan.
O Asiatico o islefio del
Pacifico

O Negro o afroamericano
O Hispano o latino
a

Amerindio o nativo de
Alaska

O Blanco o caucasico

O Prefiere autoidentificarse
(favor de hacerlo aqui)

O Prefiere no responder

¢Cual es el ingreso anual
aproximado de su hogar?

Menos de $12,000
$12,000-$19,999
$20,000-$30,999
$31,000-$46,999
$47,000-$69,999
$70,000-$93,999
$94,000-$117,999
$118,000 o mas
Prefiere no responder

Q00000000

Favor de responder
antes del 4 de
noviembre de 2022 a
través de una de las
siguientes formas:
Envie por email una copia
escaneada o una imagen de
cada pagina a:
info@pppconsulting.net
Envie por correo postal a:
Public Participation Partners,

8502 Six Forks Rd, Ste 102,
Raleigh, NC 27615

jGracias por sus comentarios!

Responda esta encuesta en linea visitando: https://tinyurl.com/AUengage




Vietnamese Comment Form



Chwong Trinh Cong Chung Tham Gia
Nang Lwong Sach Avista

Khao Sat vé Cach
Giao Tiép U'a Chudng

A

~IVISTA

Muc dich clia khao sat nay la dé hiéu ré hon kinh nghiém cua quy vi khi dwoc thong tin tir Avista vé
cac chuwong trinh va khéi xwdng. Cau tra I(‘)’i’cﬁa‘ quy Vi sé giup Avista biét cach thu hut quy vi tham
gia trong twong lai. Chi can khoang 3 phut dé dien xong khao sat nay.

Cac Cau Hoi Khao Sat Xin g&i lai triréc ngay 4 thang Mw o

Hién tai quy vi dwoc héa don tién ich tw Mot, 2A022 theo mot trong cac cach

Avista bang cach nao? Chon tat cg néu thich sau day:

hop. , G@&i dién thw ban quét (scan) hodc anh méi
O Ban giay qua thw tin trang dén: info@pppconsulting.net

o E.-mailé(E)iévn th?’) G&i thu dén: Public Participation Partners,
O Tin nhan van ban 8502 Six Forks Rd, Ste 102, Raleigh, NC 27615
O To6i khong biét

Néu quy vj cé tham dw bat ky sw kién
trwc tiép hodc ao nao cua Avista trong
nam qua, cho ching toi biét (nhirng)
sw kién dé la gi? Néu quy vi chuwa tham
dw cac sw kién cua Avista, hdy bé qua
cau hoi nay.

Trong nam qua, quy vi c6
dworc tin tirc va cé‘p nhat tw
Avista tlr cac nguon sau day
khéng?

Sw kién truc tiép

Sw kién ao

Phu trang di kem v&i hdéa don
To roi va thw qua thu tin
(khdng kém theo héa don)
Dién thw (email)

Tin nhan canh giac

Mang lw¢i clua Avista
(myavista.com)

Trung tdm goi cua Avista

KhQng
biet

Cé Khéng

Facebook

Twitter
Instagram
YouTube

Toi khéng duorce tin tiee va cap
nhat tr Avista Utilities

O [O|0|0O|0|0] O [O|0O] O |O|0O]|0O
O [O|0|0[0|0] O [O|O] O [O|0O]|0O
O [O|0|0O[0]|0] O [O|O] O [0O|0O]|0O

Dién khao sat nay trwe tuyén bang cach dén mang lwéi: https://tinyurl.com/AUengage



i Binh
Rat khong Khoéng hai  thuwdng/

Cho biét mirc hai long hoac khéng hai

o st v e vt on-c. AR

Céch tiét kiém nang lvong Q Q O Q Q
Céc chwong trinh hd tro tra tién/hda don Q Q Q
Co hdi cho y kién vé dich vu Q Q O Q Q
Nhirng thay déi vé gia ho&c phi tién ich O Q @) Q O
Céc khéi xuwéng vé ndng lwong sach Q O Q QO O
Hb tro’ tai nguyén sau tham hoa O Q o Q O
Gian doan hoé&c thay dbi dich vu Q Q Q Q Q

binh
Quy vi dong y hay khong dong y it nhieu ra IRl IV (lyle R GTTTCT, e Iy Te rat khong
sao v&i nhirng phat bieu sau day? y y khong  dongy dong y
biét

T?I plet cach lién lac v&i Avista néu c6 van dé o o O o o
vé dich vu.

Aylst’a san seé cac cach tiét kiém nang lvong o o o o o
hiru ich.

Avista cho t6i co’ hoi dé cho y kién. ®) Q Q Q Q
A}YISF? thong bao trwéc cho téi nhivng thay doi o o o o o
vé gia tién ich.

Awsta nh?nh chéng thong bao bat ky gian doan o o o o o
dich vu nao.

Toi biét cach nop dgyn )gin hé tro tai chénh‘

thong qua Avista néu can dwoc giup tra tién Q Q Q Q Q
tién ich cta minh.

T9| hiéu cach Avista khuyén khich st dung o o o o o
nang lweng sach.

Néu Avista t6 chirc cac sy kién cong dong, quy vi c6 mudn tham dw khong?
O Khoéng, t6i sé khdng mudn tham dw.
O Co, tdi s& mubdn tham du.
O C6, nhung chi khi day Ia sw kién truc tiép.
O Co, nhwng chi khi day la sy kién do.
O T6i khéng chac.

Pén mang lwéi dw an dé biét thém thong tin:
www.myavista.com/CETA

Dién khao sat nay trwe tuyén bang cach dén mang lwéi: https://tinyurl.com/AUengage



Cacsy  Phu U et el Tin

Quy vi muén dwoc cac loai thw qua thw Dién

thong tin sau day tir Avista k_|?n truic trgng df'. tin (khéng  thw nrjan

3 . R tiep hoac kémvéi .\ - .\ canh
bang cach nao? > X di kém héa (Email) ~.,

ao hoa don giac
don)

Cach tiét kiém nang lvong a a a d d a d
(_D‘Aac chu’o’ng trinh ho tro tra a s s a a J a
tien/hdéa don
Co héi cho y kién vé dich vu m m m m m 0 m
Nh'u’.nAg thay doi vé gia hoac a a 9 g a g a
phi tién ich
Cac kh&i xwdng vé nang g s 9 g g s g
lwgng sach
HO tro tai nguyén sau tham a a 9 g a g a
hoa
G_|an doan hoac thay doi a 9 9 g a g g
dich vu

Néu c6 dung mang xa héi, quy vi mudn diing mang nao dé cap nhat vé Avista? Chon tat c néu
thich hop.
Facebook

Twitter
Instagram
YouTube
Khac (ghi rd)

aaaaa

a

Téi khdng mudn ding mang xa hoi dé dwoc cap nhat t Avista.

[

Quy vi cé mu6r! dworc cap nh@t tr Avista Clean Energy vé cac chwong trinh v :
co’ hoi cho y kién? Xin cho biét dia chi dién thw caa quy vi dwéi day. :
\
1

Pén mang lwéi dw an dé biét thém thong tin:
www.myavista.com/CETA

Dién khao sat nay trwe tuyén bang cach dén mang lwéi: https://tinyurl.com/AUengage



Céac Cau Héi Nhan Khau Tw Nguyén

Céc cau hdi sau day vé quy vij va ly lich cia quy vi. Théng tin nay cho ch‘l'mg t{)i biét chung téi dang
khao sat ai va giup chung t6i dat dwoc muc tiéu moi ngudi trong cong dong déu tham gia.

Xin lwu y rang céfz c@u tra loi c‘l]a guy vi sé chi dwoc sir dung dé thau thap
dir liéu, dwoc GIU KIN, va la TUY Y.

Bwu chanh cua nha quy vi la
gi?

Quy vi c6 bj khuyét tat nao
khéng?

O Co

O Khéng

O Khéng mubdn tra 1o
Phai tinh cua quy vi la gi?

O ban oéng

O Phu nir

O Phi nhij gioi

O T6i mudn tw nhan dang

(Tw nhan dang tai day)

Quy vi noéi tiéng Anh gidi dén
dau?

O Rat gidi

O Gioi

O Buoc

O Ratit

O Khéng dbng y chut nao

O Khéng mubn tra |oi
Quy vi n6i ngén ngir nao
trong phan I&n th&i gian &
nha?

O Khéng mubdn tra 1o

Quy vj bao nhiéu tudi?
O Duwéi 18 tuoi
O 18-29
O 30-44
O 45-64
O T 65 tubi tré 1én
O Khéng mubdn tra 1&i

Cau nao sau day mé ta dung
nhat dan tgc/chiing toéc cua
quy vi? Chon tat ca néu thich
hop. ] i
O A Chau hoac Quan Pao
Thai Binh Dwong
O Da den hoac My gbc Phi
Chéau
O Tay B Nha hay La Tinh
O My Ban X hoac Alaska
Ban X
3 Nguwoi Da Trang
0 T6i mudn tw nhan dang
(Tw nhan dang tai day)

O Khéng mubn tra |oi

Mtrc loi tirc gia hd hang nam
cua quy vi la khoang bao
nhiéu?

Duwai $12,000
$12,000-$19,999
$20,000-$30,999
$31,000-$46,999
$47,000-$69,999
$70,000-$93,999
$94,000-$117,999
T $118,000 tré 1én
Khéng muén tra |&i

Q00000000

Xin gé&i lai trwé'c ngay
4 thang Mw¢oi Mot,
2022 theo mot trong
cac cach sau day:

Gai dién thu ban quet
(scan) hoac anh moi trang
dén: info@pppconsulting.
net

G&i thw dén: Public
Participation Partners, 8502

Six Forks Rd, Ste 102,
Raleigh, NC 27615

Cam on y kién cua
quy vi!

Pén mang lwéi dw an dé biét thém thong tin:

www.myavista.com/CETA

Dién khao sat nay trwe tuyén bang cach dén mang lwéi: https://tinyurl.com/AUengage



APPENDIX K
PROMOTIONAL FLYER



Avista Needs Your Input!

We’re on a mission to better understand how
to equitably engage and communicate with
our customers.

TAKE THE ONLINE SURVEY

We invite you to take our online survey by
November 4th to provide your feedback.

This survey should take about 3 minutes

to complete. It will ask you about your past
experiences with Avista and how you would
like to be communicated with in the future.

https://tinyurl.com/AUengage

A

~IvVISTA


www.myavista.com/CETA

—

jAvista necesita sus
comentarios!

Tenemos como misiéon comprender mejor cOmo
interactuar y comunicarnos equitativamente con
nuestros clientes.

RESPONDA LA ENCUESTA EN LINEA

Le invitamos a responder nuestra encuesta en
linea antes del 4 de noviembre para brindar sus
comentarios.

Responderla debe tomarle alrededor de
tres minutos. Se le preguntara sobre sus
experiencias pasadas con Avista y como le
gustaria que se comuniquen con usted en el
futuro.

https://tinyurl.com/AUengage

A

~IvVISTA


www.myavista.com/CETA

“ . s . e

oT3biBax!

Mbl cTpeMUMcs HanTU onTUMarbHble MeTOAbI
B3aumoaencTeus n obmeHa nHgpopmaumen c
KNMNeHTaMu.

3ANOJIHUTE OHNAUH-OMNMPOC

Mpurnawaem Bac 3anonHUTb 40 4 Hos0pS
Hall OHNanH-oNpPoc, YTobObI BbiCKa3aTb BaLle
MHEHMe.

3anonHeHne 3TOro onpoca AoMKHO 3aHSATb
okono 3 MnHyT. OH coaepXUT BOMPOCHI O
BaLUMX Bne4yaTneHusax ot Avista n o Tom, Kak Bbl
Xenaete nonyyatb nHdopmauuio B dyayLiem.

https://tinyurl.com/AUengage

Avista HyXXpaeTcs B Baluux

A

~IvVISTA


www.myavista.com/CETA
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www.myavista.com/CETA

Avista Ej Aikuj am Jiban!

Ewor ad katebed nan melele kin wawein an
jerbal im kenan ibben riwia ro.

BOKE TEEJ IN ONLINE

Jej karuwainene kom fian boke teej in mokta jan
Nobemba 4 fnan letok jibai ko am.

Teegj in jeje in emaron 3 minit in Aan kamaje.

Enij kajitdk kin jerbal ko am etto ibben Avista im
wawein am kenan bwe ren kenono ippam iliju
jOkKlaj.

https://tinyurl.com/AUengage

A
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www.myavista.com/CETA

APPENDIX L
WINTER BILL AND BILL
ASSISTANCE
COMMUNICATION —
MULTIPLE LANGUAGES



A

~IvISTA

Winter Bill

Winter 22-23



English Creative

2ivISsTA



Print

What affects
my energy bill
in winter?

During the winter, your energy bill can differ
from one month to the next for a lot of reasons.

A sudden cold snap may occur which requires your
heating system to run more frequently. Fewer
daylight hours mean your lights are on for longer
periods. Having kids at home for school vacations
and guests stay over the holidays can affect the
amount of energy you use each month, as well.

Learn what else impacts your winter bill and better
manage your costs using our helpful online tools.
Go to myavista.com/winterbill

AlvisTa

A

~IVISTA



Digital

Holiday

guests can
affect your
winter bill.

Tell me why.

A

~IVISTA

Tell me why.

7~

The number
of days ina
billing cycle
can vary.

Tell me why.

The type

of heating
source

used can
impact your
energy bill.

Tell me why.

A

~IVISTA

Less
daylight
increases
your winter
energy use.

Tell me why.

()

o

~IVISTA

AW_ _

~IvISTA



Social

3 [ [Te EY

guests can
affect your
winter bill.

The number
of days in a
billing cycle
can vary.

The type

of heating
source

used can
impact your
energy bill.

Less
daylight
increases
your winter
energy use.

()

A

~IwISTA
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Email Header

A _
~IVISTA

Your monthly

energy bills might
differ in winter.

2ivISsTA
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Landing Page Header

2ivISsTA
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Spanish Creative
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Spanish Print

;Qué afecta a mi
factura de energia
en invierno?

Durante el invierno, su factura de energia puede
variar de un mes a otro por muchas razones.

Puede producirse una cla de frio repentina que
requiera que su sistema de calefaccién funcione con
mas frecuencia. Menos horas de luz significa que

las luces estaran encendidas durante mas tiempo.

El hecho de que los nifos estén en casa durante las
vacaciones escolares y los invitados se queden durante
las fiestas también puede afectar la cantidad de
energia que se consume cada mes.

Conozca qué otros factores influyen en su factura de
invierno y gestione mejor sus gastos con nuestras atiles
herramientas en linea.lr a myavista.com/winterbill

AiISTA
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Spanish Digital

Los invitados
durante las
vacaciones
pueden influir
en su factura
de invierno.

A

AivisTa AivisTA

El numero
de dias en
un ciclo de
facturacion
puede variar.

Dime por qué.

AlvisTa

El tipo de fuente
de calefaccion
utilizado puede
tener un impacto
en su factura
energética.

Dime por qué.

A

~IVISTA

Al disminuir
la luz del dia,
se incrementa
el uso de
energia.

Dime por qué.

()

A

~IvISTA



Winter Bill Whiteboard Video

2ivisTAa
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Bill Assistance

Winter 22-23



English Creative

2ivISsTA



Looking for energy
bill assistance?
We have options.

Avista partners with community agendies to provide finandal assistance,
plus we offer other services to help you manage and pay your bill
* Energy Assistance Grants are available for income-qualified
residential customers. Contact your local community action
agency to see if you qualify for bill assistance. To get information
on your local agency visit: myavista.com/assistance or call us
at 1-800-227-9187.

Comfort Level Billing divides yearly energy costs into 12 equal
and predictable monthly payments.

Preferred Due Date helps align your bill's due date with payday.

Payment Arrangements can be made on an individual basis
for those in need

For more ways we can help, please call 1-800-227-9187

Looking for energy
bill assistance?
We have options.

Avista partners with community agendes to provide financial assistance,
plus we offer other services to help you manage and pay your bill

* Energy Assistance Grants are available for income-qualified
residential customers. Contact your local community action

agency to see if you qualify for bill assistance. To get information
on your local agency visit: myavista.com/assistance or call us

at 1-800-227-9187.

Comfort Level Billing divides yearly energy costs into 12 equal
and predictable monthly payments.

.

Preferred Due Date helps align your bill's due date with payday.

.

Payment Arrangements can be made on an individual basis
for those in need

For more ways we can help, please call 1-800-227-9187

Looking for energy
bill assistance?
We have options.

Avista partners with community agendies to provide finandial assistance,
plus we offer other services to help you manage and pay your bill

* Energy Assistance Grants are available for income-qualified
residential customers. Contact your local community action

agengy to see if you qualify for bill assistance. To get information
on your local agency visit: myavista.com/assistance or call us

at 1-800-227-9187.

Comfort Level Billing divides yearly energy costs into 12 equal
and predictable monthly payments.

Preferred Due Date helps align your bill's due date with payday

.

Payment Arrangements can be made on an individual basis
for those in need

For mare ways we can help, please call 1-800-227-9187

Looking for energy

bill assistance?
We have options.

Avista partners with community agendes to provide financial assistance,
plus we offer other services to help you manage and pay your bill

* Energy Assistance Grants are available for income-qualified
residential customers, Contact your local community action
agendy to see if you qualify for bill assistance. To get information
on your local agency visit: myavista.com/assistance or call us
at 1-800-227-9187.

* Comfort Level Billing divides yearly energy costs into 12 equal
and predictable monthly payments.

¢ Preferred Due Date helps align your bill's due date with payday.

* Payment Arrangements can be made on an individual basis

for those in need.

For more ways we can help, please call 1-800-227-9187

Looking for energy
bill assistance?
We have options.

Avista partners with community agendies to provide finandial assistance,
plus we offer other senvices to help you manage and pay your bill

* Energy Assistance Grants are available for income-qualified
residential customers. Contact your local community action

agency to see if you qualify for bill assistance. To get information
on your local agency visit: myavista.com/assistance or call us

at 1-800-227-9187.

Comfort Level Billing divides yearly energy costs into 12 equal
and predictable monthly payments.

Preferred Due Date helps align your bill’s due date with payday

Payment Arrangements can be made on an individual basis
for those in need

For more ways we can help, please call 1-800-227-9187,

A

~IVISTA




Need
assistance
paying
your bill?

Need Need Need
assistance assistance assistance assistance assistance
paying paying paying paying paying
your bill? your bill? your bill? your bill? your bill?

AlvisTa AivisTa AivisTa AivisTa AivisTa

AivisTa

A

~IVISTA



Negdt Need Need
a:‘s?nance assistance assistance assistance assistance
pozr lgill" paying paying paying paying

y : your bill? your bill? your bill? your bill?

Need
assistance
paying
your bill?

A

~IVISTA



Email Header
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~IVISTA
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AiVISTA

A

~IVISTA

catch up on your energy bill.

catch up on your energ |II»

A

10 ~IVISTA



Landing Page Header
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One Sheet

Looking for energy
bill assistance?

We have options.

Avista has a variety of ways to help you with your bill. One of those options is
bill assistance for income-qualified customers and those experiencing financial
hardship. Please call us at 800-227-9187 to discuss how we may be able to help.

BILLING OPTIONS

Comfort Level Billing smooths out the
seasonal highs and lows of energy bills
by dividing yearly usage into12 equal
monthly payments. Your account must
be in good standing with at least 12
months of usage history to qualify for
this program.

Preferred Due Date can help align the
billing due date with payday. We may

be able to adjust the payment due date,
depending on account status and specific
situation (some restrictions apply).
Paperless Billing lets you receive your
bills via e-mail and set due-date reminders
and other notifications

(See additional information on back.)

PAYMENT OPTIONS

Payment Arrangements can be made
on an individual basis for those in need.
Give us a call or login to our website

at myavista.com to make payment
arrangements online

Auto Pay automatically withdraws your
Avista payment from your checking or
savings account each month or charges
your debit or credit card

FINANCIAL HELP

Energy Assistance Grants, such as

ect Share, are available to residential
customers who meet the eligibility
guidelines. Contact your local Community
Action Agency to see if you qualify for
bill assistance

Visit myavista.com/assistance to find
your local Community Action office

OTHER WAYS TO HELP MANAGE YOUR ENERGY BILL

Online Energy-Management Tools
can make accessing billing and energy
nformation fast and simple. Online
customers have a variety of tools at their
fingertips and it’s easy to sign up. Sign
nto your online account at myavista.com

Bill and Usage Insights provides energy-
saving tips and helps explain what could
be impacting your most recent bill - find
it on the Compare Your Bills page

Energy and Savings Profile takes it one
step further for a more comprehensive
energy analysis and a complete list of
ways to save energy. By completing the
Energy Profile, you'll see a more precise
breakdown of how your energy is being
used. Sign into your online account

at myavista.com

A CORPORATION. ALL RIGHTS RESERVED.

Bill Comparison shows any bill
compared to previous bills and
identifies how bills are impacted by
weather and the number of days in
the billing period. Sign into your online
account at myavista.com

Energy Efficiency is an important part
of managing energy costs for both

the short and long terms. Avista offers
gy-efficiency tips, rebates and
information on making homes as efficient
as possible at myavista.com/waytosave

Avista Outreach includes our
Energy Resource Van that travels
to areas throughout Washington
and Idaho distributing energy-
conservation materials.

Visit myavista.com/outreach
to see if there is an event near you

A

y—_i1}

visSTA
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Spanish Creative
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Spanish Print

.Busca asistencia con
la factura de energia?
Tenemos opciones.

Avista se asocia con agencias comunitarias para proporcionar
asistendia financiera, ademas de ofrecer otros servicios para
ayudarlo a gestionar su factura.

¢ Las Subvenciones de asistencia energética se encuentran
disponible para los clientes residenciales que retinan los
requisitos de ingresos. Péngase en contacto con la agencia de
accion comunitaria de su localidad a fin de conocer si cumple
con los requisitos para recibir asistencia con la factura.
Para obtener informacion sobre su agencia local, visite:
myavista.com/assistance o llamenos al 1-800-227-9187.

¢ La Facturacion por niveles de confort divide los costos
anuales de energia en 12 pagos mensuales iguales y predecibles

¢ La Fecha de vencimiento de preferencia ayuda a ajustar la
fecha de vencimiento de su factura con el dia de pago.

¢ Los Acuerdos de pago pueden realizarse de forma individual
para aquellos que lo necesiten.

Para conocer mas formas en las que podemos ayudar,
llame al 1-800-227-9187
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One Sheet

.Busca asistencia con
la factura de energia?

Tenemos opcione

Avista cuenta con diferentes maneras para ayudarlo con su factura. Una de
esas opciones es la asistencia con la facturacion para los clientes que retinen

los

OPCIONES DE FACTURACION

La Facturacion por niveles de confort
reduce los altibajos estacionales de las
facturas de energla al dividir el consumo
anual en 12 pagos mensuales iguales. Su
cuenta debe estar al dia con un historial de
consumo de al menos 12 meses para poder
acceder a este programa

La Fecha de vencimiento de preferencia
puede ayudar a alinear |a fecha de
vencimiento de la facturacién con el dia de
pago. Es posible que podamos ajustar la
fecha de vencimiento del pago, en funcién
del estado de la cuenta y la situacién
especifica (se aplican algunas restricciones)
La Facturacion electrénica le permite
recibir sus facturas por correo electronico

y establecer recordatorios de fechas de
vencimiento y otras notificaciones.

(Ver informacién adicional en el reverso).

requisitos de ingresos y los que tienen dificuitades econémicas. Llamenos
al 800-227-9187 para hablar sobre cémo podemos ayudarlo.

OPCIONES DE PAGO

Los Acuerdos de pago pueden realizarse
de forma individual para aquellos que lo
necesiten. LIdmenos o acceda a nuestro
sitio web, atmyavista.com, para realizar
acuerdos de pago en linea

£l Pago automatico deduce de forma
automatica su pago de Avista de su cuenta
corriente o caja de ahorros cada mes o lo
carga a su tarjeta de débito o crédito.

AYUDA FINANCIERA

Las Subvenciones de asistencia
energética, como Project Share, se
encuentran disponibles para |os clientes
residenciales que cumplan con las
condiciones de elegibilidad. Pongase
en contacto con la Agencia de accién
comunitaria de su localidad a fin de
conocer si cumple con los requisitos
para recibir asistencia con la factura
Visite myavista.com/assistance

para encontrar su oficina local

de Accion comunitaria

OTRAS FORMAS DE AYUDAR A GESTIONAR SU FACTURA DE ENERGIA

Las Herramientas de gestion de la
energia en linea pueden hacer que el
acceso a la informacién sobre facturacion
y energla sea rapido y sencillo. Los dlientes
cuentan con una variedad de
herramientas a su alcance y es facil
registrarse. Acceda a su cuenta en linea
en myavista.com.

La Informadién sobre la factura y el
consumo proporciona consejos de ahorro
de energla y ayuda a explicar lo que podria
estar afectando a su factura mas reciente,
encuéntrela en la pagina Compare

sus facturas.

El Perfil de energia y ahorro va un

paso mas alla para obtener un andlisis
energético mas exhaustivo y una lista
completa de formas de ahorrar energla

Al completar el Perfil de energla, veré un
desglose més preciso sobre cémo se utiliza
su energfa. Acceda a su cuenta en linea
en myavista.com

R 0N
HOS RESER

5105 DEREC

La Comparacién de facturas muestra
cualquier factura comparada con las
anteriores e identifica cémo las facturas se
ven afectadas por el clima y el nimero de
dias del periodo de facturacién. Acceda a
su cuenta en linea en myavista.com

La Efidiencia energética es una parte
importante de la gestién de los costos
energéticos a corto y largo plazo. Avista
ofrece consejos de eficiencia energética,
reembolsos e informacién para que los
hogares sean lo més eficientes posible
en myavista.comAvaytosave

El Alcance de Avista incluye nuestra
furgoneta de recursos energéticos que
viaja a zonas de todo Washington e |daho
distribuyendo materiales de conservacién
de energia

Visite myavista.com/outreach para ver si
hay un evento cerca

2ivISsTA
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Washington Regulatory Requirements

Washington Regulatory Requirements

Washington Utilities and Transportation Commission completed its rule making process for the
Clean Energy Implementation Public Participation Plan. The rules are outlined below. Avista also
discusses where in the Public Participation Plan document the rule requirement is covered.

WAC Rule ' Requirement PPP Discussion

WAC 480-100- Advisory groups. The utility must Not applicable to the Public

655 (1) demonstrate and document how it Participation Plan, this will
considered input from advisory group be included in Avista’s

members in the development of its CEIP | Biennial CEIP Update, due
and biennial CEIP update. Examples of November 1, 2023.

how the utility may incorporate advisory
group input include: Using modeling
scenarios, sensitivities, and assumptions
advisory group members proposed and
using data and information supplied by
advisory group members as inputs to plan
development. As part of this process and
consistent with (i) of this subsection, the
utility must communicate to advisory
group members about whether and how
the utility used their input in its analysis
and decision-making, including
explanations for why the utility did not
use an advisory group member's input.
WAC 480-100- The utility must involve all advisory See the Advisory Group
655 (1)(a) groups in the development of its CEIP Participation section starting
and its biennial CEIP update, including on page 16

the equity advisory group identified in
(b) of this subsection.

WAC 480-100- The utility must maintain and regularly See the Equity Advisory
655 (1)(b) engage an external equity advisory group | Group section starting on
to advise the utility on equity issues page 7.

including, but not limited to, vulnerable
population designation, equity customer
benefit indicator development, data
support and development, and
recommended approaches for the utility's
compliance with WAC 480-100-

610 (4)(c)(i). The utility must encourage
and include the participation of
environmental justice and public health
advocates, tribes, and representatives
from highly impacted communities and

Avista Corp 2023 CEIP Public Participation Plan 1
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vulnerable populations in addition to
other relevant groups.

WAC 480-100- The utility must convene advisory See the Public Comment
655 (1)(c) groups, with reasonable advance notice, | section starting on page 33.
at regular meetings open to the public
during the planning process. A utility
must notify advisory groups of company
and commission public meetings
scheduled to address its CEIP and
biennial CEIP update.
WAC 480-100- Engaging with advisory groups for the See the Advisory Group
655 (1)(d) purposes of developing the CEIP does Participation section starting
not relieve the utility of the obligation to | on page 16.
continue to convene and engage these
groups for their individual topical duties.
This section does not supersede existing
rules related to those groups.
WAC 480-100- Nothing in this section limits the utility See the Equity Lens Session
655 (1)(e) from convening and engaging public section starting on page 9.
advisory groups on other topics.
WAC 480-100- Participation in an advisory group does See the Public Comment
655 (1)() not restrict groups and individuals from | section starting on page 33.
commenting on CEIP filings before the
commission.
WAC 480-100- The utility must make available See the Equity Lens Session
655 (1)(9) completed presentation materials for each | section starting on page 9,
advisory group meeting at least three the Advisory Group
business days prior to the meeting. The Participation section starting
utility may update materials as needed. on page 16, and the Public
Comment section starting on
page 33.
WAC 480-100- The utility must make all its data inputs | Not applicable to the Public
655 (1)(h) and files used to develop its CEIP Participation Plan, this will
available to the commission in native file | be included in Avista’s
format and in an easily accessible format. | Biennial CEIP Update, due
The utility may make confidential November 1, 2023.
information available by providing it to
the commission pursuant to WAC 480-
07-160. The utility should minimize its
designation of information in the CEIP as
confidential. Nonconfidential contents of
the CEIP, biennial update, and
supporting documentation as well as
nonconfidential data inputs and files
must be available for advisory group
review in an easily accessible format
upon request. Nothing in this subsection
Avista Corp 2023 CEIP Public Participation Plan
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limits the protection of records
containing commercial information under
RCW 80.04.095.
WAC 480-100- As part of the filing of its CEIP and Not applicable to the Public
655 (1)(i) biennial update with the commission, the | Participation Plan, this will
utility must provide a summary of be included in Avista’s
advisory group comments received Biennial CEIP Update, due
during the development of its CEIP and | November 1, 2023.
biennial update and the utility's
responses, including whether issues
raised in the comments were addressed
and incorporated into the final CEIP as
well as documentation of the reasons for
rejecting public input. The utility must
include the summary as an appendix to
the final CEIP. Comments with similar
content or input may be consolidated
with a single utility response.
WAC Rule ' Requirement PPP Discussion
WAC 480-100- Participation plan and education. The | The Public Participation Plan
655 (2) utility must involve advisory groups in in its entirety provides
developing the timing and extent of content around how Avista
meaningful and inclusive public will be effectively engaging
participation throughout the development | its customers throughout the
and duration of the CEIP, including CEIP implementation period.
outreach and education serving
vulnerable populations and highly
impacted communities. On or before
May 1st of each odd-numbered year, the
utility must file with the commission a
plan that outlines its schedule, methods,
and goals for public participation and
education both during the development
of its CEIP and throughout the
implementation of the plan. The utility
must include the following in its
participation plan:
WAC 480-100- Timing, methods, and language The Public Participation
655 (2)(a) considerations for seeking and Strategy section in the
considering input from: Customer Participation
subsection starting on page
(i) Vulnerable populations and highly 18, the Future Engagement
impacted communities for the creation of | and Outreach section starting
or updates to customer benefit indicators | on page 26, and the Public

Avista Corp
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and weighting factors for the utility's Comment section starting on
compliance with WAC 480-100-610 page 33.
(4)(c)(i); and
(i) The EAG and CEIP
(ii) All customers, including vulnerable Conditions section in Table 3
populations and highly impacted and the Project Milestones
communities, for the creation of, or section in Table 9.
updates to, customer benefit indicators
and weighting factors for the utility's (ii) The Customer Benefit
compliance with WAC 480-100-610 Indicator Section starting on
(4)(c)(ii) and (iii). page 22.
WAC 480-100- Identification of barriers to public Identification of barriers can
655 (2)(b) participation including, but not limited be found in the Survey of
to, language, cultural, economic, or other | Preferences in Appendix C
factors, and strategies for reducing while the mitigation
barriers to public participation. strategies can be found in the
Future Engagement and
Outreach section starting on
page 26.
WAC 480-100- Plans to provide information and data in | Please see the Future
655 (2)(c) broadly understood terms through Engagement and Outreach
meaningful participant education. section starting on page 26.
WAC 480-100- A proposed schedule of public meetings | Please see Table 4 on page
655 (2)(d) or engagement, including advisory group | 18 for advisory group
meetings. meeting frequencies, Table 2
on page 10 for the 2023 EAG
meeting dates and tentative
topics, the Timelines and
Table 10 on page 33 for a list
of Public Participation
Events over 2023 and 2024.
WAC 480-100- A proposed list of significant topics that | Please see Table 4 on page
655 (2)(e) will be discussed 18 for advisory group
meeting frequencies, Table 2
on page 10 for the 2023 EAG
meeting dates and tentative
topics, the Timelines and
Table 10 on page 33 for a list
of Public Participation
Events over 2023 and 2024.
WAC 480-100- The date the utility will file the final Avista’s Biennial CEIP
655 (2)(f) CEIP with the commission Update will be filed no later
than November 1, 2023, this
can be found in Table 10
starting on page 33.

Avista Corp
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WAC 480-100- A link to a website accessible to the Please see the Public

655 (2)(9) public and managed by the utility, to Comment Section starting on
which the utility posts and makes Page 33.
publicly available the following
information:

(i) Meeting summaries and materials for
all relevant meetings, including materials
for future meetings;

(i) A current schedule of advisory group
meetings and significant topics to be
covered,

(iii) Information on how the public may
participate in CEIP development; and
(iv) Final plans and biennial CEIP
updates posted within 30 days of final
commission action.
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