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EXECUTIVE SUMMARY

Right or Wrong Direction? (Q2)

Respondents were asked if things in the community are generally going in the right
direction, or generally heading in the wrong direction. 57% of respondents feel Eugene
is headed in the right direction, up from 49% in 2009, while 33% feel Eugene is
generally headed in the wrong direction. 10% are unsure, down from 17% in 2009.

Most Important Problem (Q3)

For the third year in a row economic concerns top the list of problems identified by
respondents. Unemployment is the number one concern, with 21% mention. The recent
controversial recommendations regarding school closures and reconfigurations brought
education issues near the forefront with 18% mention (up from 4% in 2009). Concern
with the economy/economic development is at 15%, concern with the homeless
situation is at 11%, concern with crime is at 9%, and concern with downtown is at 6%
(down from 14% in 2009).

Like Most About Eugene (Q4)

Central location tops the list of what people like most about living in Eugene, with 13%
mention, followed by size of the city (12%), friendly people (11%), scenery/terrain
(10%), university town (8%), and easy to get around (8%).

Satisfaction with City Services (Q5)

Respondents were asked if they are generally satisfied or dissatisfied with the overall

| evel of services provided by the City of Eug
Asomewhat sati sf i evelofsewiceshprovidadeby thevGity i Euigend. e

17% are fivery dissatisfiedo or Asomewhat di ss

Community Outcomes (Q6-Q43)

Respondents were asked to rate several community outcomes, for both importance and

for how well the community is doing at achieving the outcomes. All of the outcomes

were rated between 3.4 and 4.7 for importance (on a five-point scale). Topping the list

for importance ar e preventing c¢rime, 0 dAvalue for t a
opportuni ipesybdbdiamg safe buildings and infra:
were rated between 2.6 and 4.1 for performance (on a five-point scale). Topping the list

for performance ar e fAprovi di ng par ks and open space
reading and reference material s. o

AMIi ni mizing | oss of l i fe/ property due to em
devel opment , 0 Aproviding access to dngandi ng a
efficient transportation system, O Aprovi di n
nei ghborhoods, 0 Aprovi ding recreation oppor
downt own o deargased @l ilmportance since 2009. APreventing c
Aencourwagtalg downtown, 06 and fachi ewcreagedc o mpac:
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EXECUTIVE SUMMARY

in performance ratings since 2009, whil e Aminimizing | oss of
access to reading materials, o0 and #dAprweeiding
decreased in performance ratings since 2009.

Every outcome tested received higher or equal scores for importance than for

performance except Asupporting the arts, o Afg
Aproviding parks and ogpenecspeaactea ,oin aompd off g rumv itd
gaps between perceived importance and perceived performance occurred for

devel oping j ob opportunities, o Aproviding C
preventing crime. o Large gapshialds od eovcecl uorprnee
providing saf e buil di ngs and infrastructur
mergencies, 0 Ai mproving neighborhoods, 06 and
ut still significant gaps occ uaidingdneffioent fipr ot
ransportation system,0 and Apromoting a sens

—~+ OO0 St

Those who gave | ow perf or mance ratings to nfndevel op
(n=143) mainly <citedyiwnmge mplbsymeanst /tlhoew r ea s on
Anot hing being done/ineffectiveofr(i2e2ndl,y oan(dl5
Those who gavelowper f or mance ratings to Aproviding g
spen(trm=62) mainly <cited HApoor money manageme.l
Those who gave | ow perfor mance ratings t o Asuppor
devel oprpenrt2@ ) mai nly <cited #fAnot enough being
foll owed by fAschodibs (4d6&) undéolsw perdineancg a v e

ratings t o Afencouragin@n=90yi tnai nd gwnctiotwendd i
better/nothing workso as the reason (23%), fo

Population Growth (Q44)

Respondents were asked if population growth and development during the past five
years has been too fast, too slow, or just right. The last decade has seen dramatic
fluctuations in how the community feels about the rate of population growth. The
percent who feel that population growth in Eugeneisiit o o  &lmosttripled between
1990 and 1999 (from 20% in 1990 to 56% in 1999), and then started dropping, from
56% in 1999 to 24% currently.

Economic Opportunity (Q45)

28% of respondents feel that their economic opportunity in Eugene during the past five
years has gotten better or stayed the same, down from 45% in 2009. The percentage of
respondents who feel the situation has worsened is currently 67%, up from 51% in 2009
(this number has steeply increased from 20% in 2006 to 67% currently). The number of
respondents who believe that the situation has stayed the same is 24%, down from 37%
in 2009.
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EXECUTIVE SUMMARY

Economic Development (Q46-Q51)

City residents support the concept of the City taking an active role assisting businesses
in order to provide more jobs in the community, though the level of support varies
significantly depending on what form that assistance takes and whether it is provided to
local businesses or outside companies. 87% feel the City should provide problem-
solving assistance to businesses for siting, permit, and development issues. 75% feel
the City should take an active role helping local businesses create and retain jobs
(down from 84% in 2009). 73% feel the City should take an active role helping outside
companies come to Eugene in order to increase economic opportunities. 66% feel the
City should provide tax incentives to businesses creating new jobs. 58% feel the City
should provide assistance with road, sewer, and utility costs to new and expanding
businesses. 47% feel the City should provide financial support to businesses in targeted
areas, such as Downtown (down from 58% in 2009).

Public Safety (Q52-Q55)

91% of respondents feel Averyo or s omewh
neighborhood af t er dar k, while 65% feel Averyo or
businessareasaf t er dar k. 20% f e el businessraneas. 683%feet af t er

Averyo saf e arietgleborhaba (ddwn from 77%Hne2D08).

Those whvoerfyedelori isomewhat 0 busiseasdaecasvatierdark ng al o
(base=122) mainly cite strange people/bad area (29%), a perceived increase in the
number of crimes (27%), basic insecurity (20%), and homeless/transients (16%).

Those who f dsloméewdayd® amsaf e weigHborimogd aftdrone i n
dark (base=28) mainly cite a perceived increase in the number of crimes (39%), and
basic insecurity (32%).

Community and the Police (Q56)

74% of respondents feel that the relationship between Eugene City police and the
community is betting better or staying the same. The percentage of respondents who
feel the situation is worsening is currently 18%. The number of respondents who believe
that the situation is staying the same is 41%.

Neighborhood Associations (Q57-Q58)

53% are aware of their neighborhood association (down from 66% in 2009). An
additional 2% are aware of neighborhood associations, but report that theirs is inactive.
44% are not aware of their neighborhood association (up from 28% in 2009).

62% of those who are aware of an active neighborhood association (n=214) feel the
neighborhood association is having a positive impact on their neighborhood (down from
72% in 2009). 17% do not feel there is a positive impact, while 21% are unsure.
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EXECUTIVE SUMMARY

Environmental Practices (Q59-Q60)

34% of respondent s say t hat It i s Anvery [
environmentally sustainable practices (down from 52% in 2009), while only 6% feel that
the city is doing an fAexcel |l entimpoitaode ofthe e mpl o

city engaging in sustainable practices has a mean rating of 3.9 (down from 4.2 in 2009),
compared to a mean r apeifonngance inthi8 catkegofyor t he <ci ty

City Finances (Q61-Q62)

53% feel Asomewhat informedo or dwell i nf or me
feel they are ndwell i nformed. o0 45% feel t hey
City is doing an f eleacand dcoessiblefingnaabinfopmaton. Thei n g

City received a mean performance rating of 2.7 on a five-point scale in this department.

Informed About City Government (Q63)
72% f eel isomewhat i nformedo or i w
i ssues. 14% feel they are dAwell inf

el | i nform
ormed. 0 26

Sources of Information (Q64-Q68)

41% of respondents read their neighborhood newsletter in the past year, down from
61% in 2009. 33% visited the City Website on the internet in the past year. 16%
watched government access TV in the past year, down from 31% in 2009. 12% watched
Working City. 39% did none of the above activities, up from 26% in 2009.

Those who engaged in the above activities were asked how often they did so. 31%

watch government access TV fisel dom, Workhg wn f r c
Ctyioccasi onal | y, 2009uwhile B4%oavaich3NdrkingiCityi s el dom, 0 dow
from 54% in 2009.

City Publications (Q69-Q75)

More respondents recalled receiving the Recreation Guide than any other City
publicati on. 81% of r espondeRecreation Guidé inthek ey r e c
past year, 63% reported receiving Eugene Outdoors, 56% said they received

Stormwater Connections (down from 69% in 2009), 53% reported receiving the Parks

Map (up from 46% in 2009), 44% said they received Library Matters, 39% said they

received the Bike Map, and 35% said they received Ovation.

Internet Access (Q76)

87% of respondents have internet access at home. There are no significant changes
from 2009 data, although since 2003 the number having internet access at home has
increased from 70% to 87% currently.
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EXECUTIVE SUMMARY

Citizen Participation (Q77)
Respondents were asked if they are satisfied with the opportunities for citizens to give

i nput on city decisions. 62% of the responden
theopportunities provided for citizen input (d
Asomewhat o dissatisfied with the opportunitie

City Government (Q78)

Respondents were asked if they are satisfied with city government in Eugene. 63% say

they are Averyo or Asomewhato satisfied with
or Asomewhato dissatisfied with city governm
changes from 2009 data.

Downtown Eugene (Q79)
Respondents were asked if they are satisfied with Downtown Eugene the way it is

today. 37% are fiveryo or Asomewhato satisfie
2009), and 54% are fiveryo or fisomewhato dissa
Vg
g Y
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IMPLEMENTATION

Purpose of the Study

The purpose of this study is to assist the City of Eugene in determining community
perceptions regarding the quality of life and the quality of city services in Eugene.

Methodology

Advanced Marketing Research was hired to conduct the research project in order to
obtain unbiased and statistically valid results.

Using questions proposed by the City of Eugene, Advanced Marketing Research
designed a questionnaire instrument to be administered by telephone. The sampling
frame consisted of a list of Eugene residents purchased from GolLeads (a company
which provides random sample lists of residents drawn from a variety of sources) and
overlaid with registered voter information (where applicable) by Labels and Lists (a
company which provides voter registration lists only). 402 interviews were completed.
The sample was stratified to reflect population demographics of Eugene. Telephone
interviews were conducted between November 12 and December 9, 2010.

Proper data analysis techniques were employed by Advanced Marketing Research to
avoid introducing unnecessary error and bias into the study. These include, but are not
limited to the following: use of computer assisted telephone interviewing (trained
interviewers input the data into the computer as it is collected), selecting the sample
using random means, attempting to call each phone number eight to ten times,
conducting 402 interviews in order to achieve a plus or minus 4.5% bound on error, and
validatng a mi ni mum of 10% of each interviewer s

Comparing Studies From Year to Year

The minimum difference required for statistical significance in comparison of
percentages for two groups of 400 each is 7 percentage points. So, to compare the
response of a question asked of 400 respondents in one year to the response of the
same question asked of 400 respondents in a different year, we are 95% certain that
the answers are significantly different if they vary by at least 7 percentage points.
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IMPLEMENTATION

Differences Between Percentage Points

MINIMUM DIFFERENCE IN PERCENTAGE POINTS REQUIRED FOR
STATISTICAL SIGNIFICANCE IN COMPARISON OF REPORTED
PERCENTAGES FOR SUBGROUPS WITH 95% CONFIDENCE

Subsample 50 100 150 200 250 300 350 400 450 500 600

50 20 17% 16% 15% 15% 15% 15% 15% 15% 15% 15%
100 14% 13% 12% 12% 11% 11% 11% 11% 11% 11%
150 11% 11% 10% 10% 10% 9% 9% 9% 9%
200 10% 9% 9% 9% 8% 8% 8% 8%
250 % 8% 8% 8% 8% 8% %
300 8% 8% 7% 7% T% %
350 % 7% 7% 7% 6%
400 % 7% 7% 6%
450 % 6% 6%
500 6% 6%
600 6%

Minimums are for reported percentages near 50%. When much smaller or much larger
percentages are reported, a slightly smaller minimum is required.
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IMPLEMENTATION

Response Rate

Of the 500 qualified respondents reached by telephone, 402 interviews were completed,
for a response rate of 80%. The overall breakdown of numbers dialed is as follows:

2010 2009 2008 2007 2006
Refusals 98 169 119 143 151
Disconnects 79 118 165 219 454
Answering Machine 806 814 561 504 604
Fax Machine 14 23 21 15 34
Businesses 10 6 32 5 10
No Answer 197 55 150 101 125
Call Backs 56 5 54 2 57
Spanish Speaking Barrier 5 0 2 5 4
Other Language Barrier 4 1 1 10 6
No Qualified Respondent 147 50 352 84 33
Completed Interviews 402 400 _400 402 401
Total Numbers Dialed 1,818 1,646 1,857 1,490 1,879

Tests For Differences Between Proportions

When looking at the data tables, differences between percentage amounts can be
misleading, and statistical tests must be conducted to determine if the differences are
statistically significant. The computer makes these calculations for us, and the results
are occasional plus or minus signs at the bottom of certain cells. These indicate that
those answers are more different from everybody else's answers than could be
expected due to chance, given the sample sizes involved. Plus signs are used if the
group picks that answer more often than everyone else; minus signs if it is less than
everyone else. The number of plus or minus signs indicates the level of statistical
significance. One means the 90% level, two the 95% level, and three the 99% level.
For example, two plus signs would mean that you can be 95% sure that the people
represented by that group really would pick that answer more often than the people
represented by the rest of the sample. It should be noted that this test can only be done
for banner columns that contain at least 30 people. Because of this requirement, it is
possible that the test will be done for some banner columns on a table and not for
others.

A
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IMPLEMENTATION

Notes on Chi Square

The chi square value and its associated probability are printed beneath the first column
in each banner heading. The probability (p=.xxx) indicates the probability that the
heading and row variables are not related is .xxx. For example, a .05 probability of not
being related means a 95% chance of being related.

Notes on Stratification by Ward

Prior to 2002, the survey sample was drawn from registered voters within the City of
Eugene. Since 2002 the sample has been drawn from all residents (not just voters)
within the City of Eugene. The following table shows actual population of voters by
Ward, the proportion of each ward in the random sample list used for phoning, and how
the actual survey sample distribution in each Ward occurred. (Voter population
information was obtained from the Lane County Elections Division, November 2010.)

Voter Voter Survey

Ward Population Size Population % List % Sample %
One 11,351 13% 12% 11%
Two 12,880 14% 16% 15%
Three 10,001 11% 3% 7%
Four 11,169 12% 12% 11%
Five 12,336 14% 15% 14%
Six 12,053 13% 16% 15%
Seven 10,267 11% 11% 12%
Eight 10,866 12% 14% 13%

A

N
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IMPLEMENTATION

Quotas Observed

The following quotas were targeted in the data collection process.

Males 48-52%
Females 48-52%
18-24 15-19%
25-34 18-22%
35-44 13-17%
45-54 15-19%
55-64 12-16%
65+ 15-19%
Registered Voters 62-66%
Non-Voters 34-38%
Ward One 10-12%
Ward Two 16-18%
Ward Three 5- 7%
Ward Four 12-14%
Ward Five 14-16%
Ward Six 14-16%
Ward Seven 9-11%
Ward Eight 12-14%

ADVANCED MARKETING
RESEARCH INC
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IMPLEMENTATION

Bound on Error

SAMPLE SIZE Bound on Error at
SEX Frequency Percent 95% Confidence Level
Male 206 51% 6.3%
Female 196 49% 6.4%
AGE
18-24 42 10% 13.9%
25-34 62 15% 11.4%
35-44 81 20% 10.0%
45-54 66 16% 11.1%
55-64 71 18% 10.7%
65 + 77 19% 10.2%
OWN/RENT
Own 278 69% 5.4%
Rent 109 27% 8.6%
INCOME
Under $15,000 19 5% --
$15,000-$24,999 41 10% 14.0%
$25,000-$34,999 52 13% 12.5%
$35,000-$49,999 70 17% 10.7%
$50,000-$74,999 74 18% 10.4%
$75,000 or more 73 18% 10.5%
WARD
One 45 11% 13.4%**
Two 62 15% 11.4%
Three 30 7% 16.4%
Four 46 11% 13.2%
Five 58 14% 11.8%
Six 60 15% 11.6%
Seven 50 12% 12.7%
Eight 51 13% 12.6%
TOTAL 402 100% 4.5%*

* What this means is that we are 95% certain the mean response of the entire
population of Eugene residents lies within (plus or minus) 4.5% of the survey
response.

**\We are 95% certain the mean response of the entire population of residents in Ward
One lies within (plus or minus) 13.4% of the survey response.

ADVANCED MARKETING
RESEARCH INC
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IMPLEMENTATION

Demographic Breakdown by Year

Age
18-24
25-34
35-44
45-54
55-64
65 and over

Home Ownership
Own
Rent

Children Under 18?
Yes
No

Income
Under $15,000
$15,000-$24,999
$25,000-$34,999
$35,000-$49,999
$50,000-$74,999
$75,000 and over
Refused

Gender
Male
Female

Voter/Non-Voter
Voter
Non-Voter

Race/Ethnicity
White
Hispanic
African American

Asian/Pacific Islander
American Indian/Alaskan

Multi-Racial

2010
10%
15
20
16
18
19

2010
69%
27

2010
40%
60

2010
5%
10
13
17
18
18
18

2010
51%
49

2010
61%
39

2010
87%

2*
l*

2009
13%
18
17
18
16
18

2009
2%
27

2009
34%
66

2009
11%
12
12
12
19
26
10

2009
52%
48

2009
2%
28

2009
91%

WR PR R

2008
16%
19
14
18
16
17

2008
73%
27

2008
31%
69

2008
15%
12
11
13
17
19
14

2008
51%
49

2008
82%
18

2008
91%

PR RPRNDW

2007
17%
23
15
15
15
16

2007
65%
34

2007
37%
63

2007
14%
12
12
13
16
19
12

2007
50%
50

2007
77%
23

2007
93%

2

0

2
<1
<1

* 2000 Eugene Population Characteristics, Oregon Census Abstract.

** AHi spanico

i n

t he

14

Census

Dat a

c

2006
10%
22
19
14
15
19

2006
67%
32

2006
38%
62

2006
9%
10
12
19
19
23
12

2006
51%
49
2006
76%
24

2006
94%

<1

an be

POP. *
22%
19

17

18

15

POP. *
52%
48

POP *
28%
72

POP. *
21%
14

14

17

17

18

n.a.

POP. *
49%
51

POP. *
88%
5**

N

any race

-
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ANALYSIS OF DATA

Right or Wrong Direction? (Q2)

Respondents were asked if things in the community are generally going in the right
direction, or generally heading in the wrong direction. 57% of respondents feel Eugene
is headed in the right direction, up from 49% in 2009, while 33% feel Eugene is
generally headed in the wrong direction. 10% are unsure, down from 17% in 2009.

Right or Wrong Direction?

Right direction I 57%

Wrong direction I 33%

Don't know 10%

0% 10% 20% 30% 40% 50%  60%

2010 2009 2008 2007 2006 2005 2004 2003 2002
Right direction 57% 49% 52% 61% 60% 50% 59% 58% 54%
Wrong direction 33 34 34 25 22 27 33 23 30
Don't know 10 17 14 14 18 22 9 19 16

Demographic Differences

18 to 24 year-olds, those earning $35,000 to $49,999, and registered voters are more
likely than others to feel things are heading in the right direction.

A
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ANALYSIS OF DATA

Most Important Problem (Q3)

For the third year in a row economic concerns top the list of problems identified by
respondents. Unemployment is the number one concern, with 21% mention. The recent
controversial recommendations regarding school closures and reconfigurations brought
education issues near the forefront with 18% mention (up from 4% in 2009). Concern
with the economy/economic development is at 15%, concern with the homeless
situation is at 11%, concern with crime is at 9%, and concern with downtown is at 6%
(down from 14% in 2009).

Most Important Problem

Unemployment JW 21%
Education 4* 18%
Economy 15%
Homeless 11%
Crime 9%
Downtown 6%
0% 5% 10% 15% 20% 25%

Multiple responses possible.

2010 2009 2008
Unemployment 21% Unemployment 21% Economy 21%
Education 18 Downtown issues 14 Unemployment 20
Economy 15 Homeless 12 Crime 14
Homeless 11 Economy 12 Road maintenance 9
Crime 9 Crime 11 Downtown issues 8

Demographic Differences

Ward Six residents are more concerned than others with unemployment. Those with
children under 12 are more concerned than others with education issues. Those earning
$25,000 to $34,999, those with children under twelve, and renters are more concerned
than others with crime.

A
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ANALYSIS OF DATA

Like Most About Eugene (Q4)

Central location tops the list of what people like most about living in Eugene, with 13%
mention, followed by size of the city (12%), friendly people (11%), scenery/terrain
(10%), university town (8%), and easy to get around (8%).

Central location

Friendly people

Scenery/terrain

Easy to get arounc

Size of city

Like Most About Eugene

12%

| 11%

University

8%

8%

0% 2% 4% 6%

Multiple responses possible.

Central location
Size of city
Friendly people
Scenery/Terrain
University

2010 2009
13% Size of city 16%
12 Scenery/Terrain 16
11 Friendly people 13
10 Outdoor recreation 12

8 Central location 12

Demographic Differences

8% 10% 12% 14%

2008
Size of city 15%
Scenery/Terrain 14
Outdoor recreation 14
Central location 13
Friendly people 12

Homeowners are more likely than renters to like the scenery/terrain most. Those over
55 are more likely than others to like the climate most. Those earning $25,000 to
$34,999 are more likely than others to like the sense of community most. Ward Seven
residents are more likely than others to feel it is easy to get around. Ward One residents
are more likely than others to like the outdoor recreation most.

18

-

ADVANCED MARKETING
RESEARCH INC



ANALYSIS OF DATA

Satisfaction with City Services (Q5)

Respondents were asked if they are generally satisfied or dissatisfied with the overall

level of services provided by the City of Eugene government. 79%ar e fAvery sati sf
Asomewhat satisfiedo with the overall | evel C
17% are fAvery dissatisfiedo or fAsomewhat di ss

Satisfaction with City Services

Very satisfied | 28%

Somewhat satisfied 151%

Somewhat dissatisfiec | | 12%

Very dissatisfied || 5%

Don't know [_{ 4%

0% 10% 20% 30% 40% 50% 60%

2010 2009 2008 2007 2006 2005 2004 2003 2002

Very satisfied 28% 31% 25% 27% 23% 20% 22% 25% 28%
Somewhat satisfied 51 51 52 51 53 54 57 49 50
Somewhat dissatisfied 12 10 12 9 10 10 16 12 12
Very dissatisfied 5 6 6 4 6 8 4 7 5
Don't know 4 3 6 8 7 7 1 7 5

Very/Somewhat satisfied 79% 82% 77% 78% 76% 74% 79% 74% 78%

Demographic Differences

Ward Two residents are more | ikely than othe
services provided by the City of Eugene government.
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ANALYSIS OF DATA

Community Outcomes (Q6-Q43)

Respondents were asked to rate several community outcomes, for both importance and

for how well the community is doing at achieving the outcomes. All of the outcomes

were rated between 3.4 and 4.7 for importance (on a five-point scale). Topping the list

for importance are pr eventi ng crime, 0 fAvahdevéloopitmgx |c
opportuandi é@éprovi ding safe buiAl dfithe geconesrd i nf
were rated between 2.6 and 4.1 for performance (on a five-point scale). Topping the list

for performance are ipr ovi di ng par ks ampropedi mpaaecde:
reading and reference materials. 0

AMIi ni mi zing | oss of |l i febpsapeontyi g eldwt he ne
devel opment , 06 Aproviding access to reading a
efficient transportation system, 0 Aprovi di n

nei ghborhoods, 0 Aprovi ding recreation oppor
d o wnt ohave oall decreased in importance since 2009. Préventing crime, 0O
fencouraging a vital downtown, and fAachi evi ng coonplaadreased ban gr
in performance ratings since 2009, while A mi ni mi zi ng | oss of prop
access to reading materials , abn dproviding an efficient transportation systemo h av e
decreased in performance ratings since 2009.

Every outcome tested received higher or equal scores for importance than for
performance except ,difspurpowirdiimg achcee sar ttso r e a
Aprovi di ng par ksamd dii porpoewii dsipnagc er,edocr eati on opp:
gaps between perceived importance and perceived performance occurred for

Adevel oping jobipoppodi ngi tfgimeosd, toarxal del | ar s s p
Aprevent ion gL aocrgiemegaps almyyouachcuamaedcHhHiolrd dev
Aprovi ding saf e buil di ngs and infrastructur
emergencies, 0 fAi mproviiergcoeir @lgb ovgtbwe.olesser,@ | a mad
but stild]l significant gaps occurred for fiprot

transportation system,0 and Apromoting a sens

Those who gave | ow per f or mance ratings t o Afdevel op
(n=143)ymai nl'y cited #fupnaeympn go yjneenst & (4&9%6) fdlldwed by e a s o n
Anot hing being (RnendnéEllgeneved rnetfld)ysei nes
Those who gavelowper f or mance ratings to Aproviding g
spenh=®2) mai nly <cited HApoor money mané@4g%).ment / w
Those who gave | ow performance ratings t o Asuppor
devel oprre22tmai nly cited fAnot enough (3%), ng do
foll owed by HAschool s )aThese who dave low perfadmeadae ( 4 1 %
ratings t o Afencouragi n@=90 maii nlay diotwend o Wim d n
better/ nothing w(@3W,s of alsl dtatietdmemntyrnsaiied{21%).
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Community Outcomes: Importance
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Prevent crime

Importance Performance
2010 4.7 3.2
2008 4.6 3.0
2006 4.6 3.2
2004 4.5 3.3
2002 4.4 3.4
2000 4.4 3.4
Provide good value for tax dollars spent
Importance Performance
2010 4.7 3.0
2008 4.6 3.0
2006 4.6 3.1
2004 4.6 3.2
2002 4.5 2.9
2000 4.6 3.0
Develop job opportunities
Importance Performance
2010 4.5 2.6
2008 4.6 2.5
2006 4.4 2.9
2004 4.5 2.7
2002 4.4 2.6
2000 4.3 3.0
Provide safe buildings and infrastructure
Importance Performance
2010 4.4 3.6
2008 4.4 3.7
2006 4.4 3.8
2004 4.3 3.9
2002 4.2 3.5
2000 4.3 3.5
Support youth and child development
Importance Performance
2010 4.3 3.5
2008 4.5 3.5
2006 4.5 3.5
2004 4.5 3.7
2002 4.5 3.3
2000 4.5 3.1

22

Difference
15
1.6
1.4
1.2
1.0
1.0

Difference
1.7
1.6
1.5
1.4
1.6
1.6

Difference
1.9
2.1
15
1.8
1.8
1.3

Difference
0.8
0.7
0.6
0.4
0.7
0.8

Difference
0.8
1.0
1.0
0.8
1.2
1.4
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Minimize loss of life/property due to emergencies

Importance Performance
2010 4.3 3.6
2008 4.6 3.9
2006 4.6 3.8
2004 4.5 4.3
2002 4.4 3.9
2000 4.5 3.9
Protect the environment
Importance Performance
2010 4.2 3.8
2008 4.3 3.9
2006 4.4 3.8
2004 4.4 3.7
2002 4.5 2.9
2000 4.5 3.0
Provide parks and open space
Importance Performance
2010 4.0 4.1
2008 4.2 4.1
2006 4.1 4.0
2004 4.1 4.0
2002 4.2 3.8
2000 4.3 3.6
Provide an efficient transportation system
Importance Performance
2010 3.9 3.5
2008 4.2 3.7
2006 4.2 3.8
2004 4.1 3.7
2002 4.0 3.7
2000 4.3 3.8
Encourage cultural diversity and tolerance
Importance Performance
2010 3.9 3.8
2008 4.0 3.8
2006 4.1 3.6
2004 4.2 3.5
2002 4.0 3.7
2000 4.2 3.6

23

Difference
0.7
0.7
0.8
0.2
0.5
0.6

Difference
0.4
0.4
0.6
0.7
1.6
1.5

Difference
0.1
0.1
0.1
0.1
0.4
0.7

Difference
0.4
0.5
0.4
0.5
0.5
0.5

Difference
0.1
0.2
0.5
0.7
0.3
0.6

A

g Y

ADVANCED
RESEA

MARK

RCH |

ETING
NC



Promote a sense of community

Importance Performance
2010 3.9 3.6
2008 4.0 3.5
2006 4.0 3.6
2004 4.1 3.6
2002 3.9 3.4
2000 4.2 3.4
Improve neighborhoods
Importance Performance
2010 3.8 3.1
2008 4.0 3.2
2006 4.0 3.2
2004 4.1 3.4
2002 3.8 3.2
2000 4.0 3.1
Provide access to reading and reference materials
Importance Performance
2010 3.8 4.0
2008 4.2 4.2
2006 4.2 4.2
2004 4.2 4.2
2002 4.1 3.9
2000 4.4 3.5
Provide recreation opportunities
Importance Performance
2010 3.7 3.9
2008 3.9 4.0
2006 3.9 3.8
2004 3.8 4.0
2002 3.9 3.6
2000 4.0 3.6
Support the arts
Importance Performance
2010 3.6 3.9
2008 3.7 3.9
2006 3.7 3.9
2004 3.8 4.0
2002 3.7 3.7
2000 4.0 3.7

24

Difference
0.3
0.5
0.4
0.5
0.5
0.8

Difference
0.7
0.8
0.8
0.7
0.6
0.9

Difference
0.2
0.0
0.0
0.0
0.4
0.9

Difference
0.2
0.1
0.1
0.2
0.3
0.4

Difference
0.3
0.2
0.2
0.2
0.0
0.3
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Encourage a vital downtown

Importance Performance Difference
2010 3.6 3.0 0.6
2008 3.8 2.7 1.1
2006 3.7 2.9 0.8
2004 3.7 3.2 0.5
2002 4.0 3.2 0.8
2000 4.0 2.8 1.2

Achieve compact urban growth

Importance Performance Difference
2010 3.4 3.3 0.1
2008 3.5 3.1 0.4
2006 3.6 3.2 0.4
2004 3.5 3.7 0.2
2002 3.7 3.7 0.0
2000 3.9 3.0 0.9

Demographic Differences

Females and Ward Two r esi dents are more | ikely than

i mpor t grotect thé environment. Those with children under twelve are more

l i kely than males t o s amprovet neighborhod® rTlyosei mpor t
earning under $25,000 and Caucasians ar e mor e | i kely than other
i mpor t aprdvide acaess to reading and reference materials. Ward Two
residentsar e more | i kely than ot herpovitereceeatipn i t i s
opportunities. Those with children under twelve are more likely than others to say it is

Avery | mppoeventacrneol8 to@4 year-olds are more likely than others to say

it i s fAver yninimazelogs bfdifetn promerty due to emergencies. Ward

Two residents are more | ikely thampromotehaer s t o
sense of community. Homeowners ar e mor e | i kely than other s
i mpor t provide gobdovalue for tax dollars spent.

Ward Five residents and homeowners are more likely than others to give the community
a rating ddveldpmgjolroppoftumities. Renters are more likely than others
to give a r at i nguppoitingiyeukhcaad dhitkdndevelopfment. Those
earning over $75, 000 are mor e l i kely than C
encouraging a vital downtown. Those with no children are more likely than others to
give the community a pnotadtingnhe ervironrientk These Witant 0 f o

no children and Caucasiansar e mor e | i kely than others to gi
providing access to reading and reference materials. 18 to 24 year-olds are more
i kel vy t han ot her s t o g i v eprovadingr ant effrcignt o f A e

transportation system. Ward Six residents are more likely than others to give a rating
of 0 e x c eprovidimgtsafe bfuitdmgs and infrastructure.
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ANALYSIS OF DATA

Population Growth (Q44)

Respondents were asked if population growth and development during the past five
years has been too fast, too slow, or just right. The last decade has seen dramatic
fluctuations in how the community feels about the rate of population growth. The
percent who feel that population growth in Eugeneis it o o  &lreosttripled between
1990 and 1999 (from 20% in 1990 to 56% in 1999), and then started dropping, from
56% in 1999 to 24% currently.

Population Growth

Too fast | | | | 24%
Too slow | | 14%
Just right | 51%
Don't know | 10%

0% 10% 20% 30% 40% 50% 60%

2010 2009 2008 2007 2006 2005 2004 2003 2002

Too fast 24% 23% 26% 31% 31% 40% 30% 32% 31%
Just about right 51 54 53 47 50 42 55 49 45
Too slow 14 13 12 11 7 8 9 11 7
Don't know 10 10 10 12 11 10 5 7 17

Demographic Differences

Those earning over $75,000 are more likely than others to feel population growth is too
slow.
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