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Summary and Goals

Executive Summary
This plan provides an overview of the goals, techniques and principles that SCTA and RCPA will use to 
inform and engage the public during the coming year.  The strategies outlined can be applied to existing 
efforts as well as new campaigns and activities that arise during the year.  SCTA/RCPA staff strives to reach 
as many different sectors of the community as possible as capture their voice and feedback as it relates to 
transportation and climate. To that end, this plan is a living document that should be improved whenever 
possible.

What are the main goals?
• To inform the public that SCTA and RCPA are working to improve Sonoma County and are considering 

all voices as critical transportation and climate-related decisions are made.
• Create a diverse audience of stakeholders, community leaders and members of the public to give feed-

back and guidance on SCTA and RCPA decisions and projects.   
• Inform the public about how local tax money is utilized for transportation and safety projects, GHG 

reduction and climate change mitigation.
• To set the stage for creating future transportation and climate measures with input from local leaders 

and the community at large.
• Establish a two-way dialogue regarding transportation and climate activities with ALL communities in 

Sonoma County, regardless of language, ability or economic status.
• Maintain a focus on respectfully engaging underrepresented communities – BIPOC and low income, 

through direct communication and equity consultants.

How will success be measured?
• Community response, as well as attendance at in-person and virtual meetings.
• Increased social media presence and follower/interaction numbers
• Attendance at public workshops to promote goals and projects
• In depth engagement with Community Based Organizations and stakeholders to ensure we are reaching 

a wide representation of community members with our messaging.

Developing Key themes, Defining Messaging and Audience
• Before embarking on an engagement campaign, the messaging, goal and audience will be clearly defined. 
• Create personas for the sectors of the public that we are trying to reach.  How do they get their news 

and media?  Which tools would reach them best?
• Get input from advisory committees and board to help target engagement efforts
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Engagement Tools

Direct Public Engagement 

• Conduct meetings, workshops and seminars to deliver key messaging.  Schedule these for a variety of 
times, including evening, to encourage public attendance.  These efforts will only succeed if promoted 
extensively.

• Present to existing groups and organizations; co-host events with community groups, business associa-
tions, etc.

• Participate in existing community events – Table and potentially sponsor for exposure.
• Host online meetings, zoom town halls or online webinars.
• Work with established contacts from community-based organizations in low-income and minority com-

munities for targeted engagement.
• Assemble smaller focus groups or workshops to gain specific feedback if necessary.
• Sponsor a topical forum or summit with partner agencies, the media or other community organizations.

2023 BUDGET:  $5,000 FOR ADVERTISING, TRANSLATION, LIVE INTERPRETATION FOR THREE MEETINGS/WORK-
SHOPS 

Internet/Electronic Access to Information

• Maintain SCTA/RCPA websites with updated content, interactive surveys and opportunities for public 
engagement

• Use social media to reach a larger audience. Also utilize targeting to direct messaging to the correct audi-
ence.

• Provide access to planning data using clear presentation techniques (online dashboards, table-top dis-
plays, infographics on social media, etc.)

• Post information in advance of public meetings
• Regular meetings must be noticed through the posting of an agenda at least 72 hours before the meet-

ing.
• Special meetings may be called, but only upon 24 hours notice to each local newspaper of general circu-

lation, radio or television station that has in writing requested notice.

2023 BUDGET: $2,400 (WEBSITE MAINTENANCE FOR BOTH SITES GOING FORWARD, DOES NOT INCLUDE REBUILDS)
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Engagement Tools

Social Media

Social media is used to inform members of the public about opportunities to provide input and progress of 
various projects, programs and planning efforts.  It is also an important way to support partner organizations 
and promote collaborative inter-agency projects. Important posts should be at a cost to increase visibility.  In 
most instances, paid advertising is required to push the message beyond our exiting social media audience.
• Encourage engagement - Often a call to action for events, surveys or participation in other outreach 

activities
• Educate and Inform – Helping to amplify a required notification or message to the public.
• Entertain and Remind – Keep SCTA/RCPA in the public mind.  Increase awareness of the organizations, 

plant the seeds for future outreach and action. 
• Amplify Partner Voices
• Inform and Educate – Deliver “bite-size” doses of information on transportation, climate, and related 

activities, usually linking to more in-depth sources.

2023 BUDGET:  $5,000 FOR ADVERTISING, TRANSLATION, LIVE INTERPRETATION FOR THREE MEETINGS/WORK-
SHOPS 

Video/Content Creation

• Work with local vendors to create videos for specific efforts
• Create a 3-4 minute version for presentations/website and sub 1 minute version for social media
• Use videos to succinctly explain a program or campaign in an easy to understand format
• Consider how long a video will be used and if modification will be needed.  Ideally, retain media and files 

so changes can be made in-house

2023 BUDGET: $5,000 ($3,000 FUNDING FOR CLIMATE VIDEO, $2,000 FOR V.O., FUTURE MODIFICATIONS)

Polls/Surveys
• For major planning efforts and future climate legislation efforts
• Electronic surveys via web - Typeform is the survey tool currently used by the SCTA and RCPA
• Printed surveys distributed at meetings, transit hubs, on-board transit vehicles, etc.
• Use telephone surveys as necessary
• Act as sponsor for partner organization surveys (Sonoma Clean Power Brand Awareness)

2023 BUDGET: NO ADDITIONAL FUNDS BEYOND TYPEFORM SUBSCRIPTION
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Equity Engagement

Engaging Low-Literacy Populations

• Simplify technical language (this applies to the public in general), make materials and messaging more 
accessible for the public in general.

• Use visualization techniques to illustrate trends, choices being debated, etc.
• Reduce text in presentations and materials.  In-depth content will be available by request
• Personal interviews or use of audio recording devices to obtain oral comments

Involving Low Income Communities

• Work with community-based organizations to co-host meetings and remove barriers to participation 
with flexible hours and live language translation if necessary

• Consider stipends or other direct incentives for part pants, depending on budget
• Engagement in the community (such as pop-up meetings at events, libraries, health centers, etc.)
• Use of community and minority media outlets to announce participation opportunities (i.e., KBBF, La 

Voz)
• Seek out existing community-based organizations or agencies that organize vulnerable populations, to 

be able to reach out and form collaborative relationships.
• “Take One” flyers on transit vehicles and at transit hubs
• Collaborate with vulnerable communities to design and implement programs, plans and policies. Robust 

engagement of vulnerable communities in significant agency decisions brings about better decisions 
through increased input from different perspectives, increases buy-in and acceptance of decisions and 
support for their implementation.

• Make opportunities for input accessible in terms of formats (online, in public meetings, one on one, by 
mail, etc.), venues (at school and community events, community centers, libraries, transit hubs, etc.), 
hours (evening or weekend), and language (accessible to lay people and translated into the principal 
languages of the relevant communities, including accessible media such as caption videos).

• Establish an advisory group of representatives of vulnerable communities, including community leaders 
and give them worthwhile roles to design the public engagement process, so that community capacity is 
built during the collaboration process.
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Equity Engagement

Communicating with Limited-English Proficient Populations

• Live translation on Zoom when conducting virtual meetings/workshops
• If necessary, conduct relevant meetings entirely in alternative language (e.g., Spanish)
• Train staff to be alert to, and to anticipate the needs of Limited-English- Proficient participants at meet-

ings and workshops
• Personal interviews or use of audio recording devices to obtain oral comments in languages other than 

English
• Translated documents and web content on key initiatives
• Translate materials; have translators available at meetings as requested
• Include information on meeting notices on how to request translation assistance
• Translated news releases and communcations to alternative language media, such as radio, television, 

newspapers and social media
• When conducting statistically valid polls, surveys or focus groups, offer the information in other languag-

es such as Spanish
• Guidance can also be found in MTC’s Final Revised Plan for Special Language Services to Limited English 

Proficient (LEP) Populations, which can be found on MTC’s website at https://mtc.ca.gov/about-mtc/pub-
lic- participation/get- language-assistance.

Engaging the Disability Community

• Online materials including the SCTA/RCPA websites are optimized for maximum readability by members 
of the public using screen readers or other tools.  

• Meeting agendas are checked for ADA compliance so text is fully readable for all.
• Ensure in-person meetings are accessible for wheelchair users and those with limited mobility. 
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2022 Past Communications Activities
Annual Report 2022

The annual report provides board members, elected officials and the public with a high-level overview of 
SCTA and RCPA activities and accomplishments during the previous year.

In 2022, promotion to the public will include a 2-sided mailer, social media and newsletter promotion.  The 
goal is to build familiarity with SCTA/RCPA and transportation and climate work that the agencies are in-
volved with. Alerting local media and pitching them stories will also help increase public awareness.

SR37 Partner Communications Activity

SCTA staff has worked alongside public information officers and teams from Caltrans, MTC and other agen-
cies involved in improving State Route 37.  This has included coordinating materials, helping to amplify 
messaging on social media and making regular website updates for Resilient 37 and Baylands RCIS.

Additional communications and engagement tasks related to SR 37 will continue for the foreseeable future, 
and will include outreach and coordination with multiple bay area counties and agencies.

SCTA 2021 Funding Program

SCTA Staff conducted engagement efforts, as detailed in the Public Engagement Plan presented to the Board 
in July, to gather community feedback on the 2021 Funding Program selections and local transportation pri-
orities for future funding opportunities. SCTA sent physical letters to all Sonoma County Tribes and a selec-
tion of Community-Based Organizations, with an emphasis on under-represented communities and areas. 
These letters offered to provide more information or to set up events to explain SCTA project selection to the 
organization’s members.

The goal was to make sure recipients were aware of SCTA’s funding program and to open a communication 
channel for future Sonoma County transportation project discussion. A record of the outreach response 
posted on the SCTA website and will continue to be updated as additional responses arrive. This community 
feedback has given insight into local sentiment surrounding project selection choices and generated valu-
able conversation with the public regarding future transportation funding in Sonoma County. 
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2023 Planned Communications Activities
CAT Plan

The Countywide Active Transportation Plan will be a major update to the SCTA Countywide Bicycle and Pe-
destrian Master Plan adopted in 2014. Elements of the CAT Plan will include anaysis of active transportation 
funding, improving biclye and pedestrian infrastructure and coordinating new and existing plans between 
jurisdictions.  This efforts will involve engaging local community members to gain insight into current active 
transportation issues and priorities.  The tools described in the previous pages will be utilized for CAT plan 
engagement.

Funding for Climate Change

SCTA staff has supported the Funding for Climate Ad Hoc Committee efforts to develop and build support 
for a potential tax measure in 2024.  This campaign has been supported with a combination of live presen-
tations, online polling, social media, tabling with physical materials and video creation.  This is an ongoing 
project that will continue over the next two years.
The Funding for Climate communications are also an ideal application for the equity engagement tactics 
mentioned in the preceding pages.  Reaching historically underserved, non-English speaking communities 
will be achieved using local consultants, community events, live translation and translated materials. 

Countywide Transportation Plan Update

The CTP is a long-range transportation document, last updated in 2021. The update process will begin in 
2023 and will require extensive local engagement.  SCTA staff will utilize the tools mentioned earlier in this 
document to conduct online and in-person engagement efforts that seek to get feedback from previously 
marginalized communities in Sonoma County. The CTP updates will address existing conditions including 
demographics and travel behavior; forecasts; review of the transportation system, including new projects 
and trends; and performance results.

Integrated Transit Service Planning Study

The Sonoma County Integrated Transit Service Planning Study (Service Planning Study) is part of a larger 
effort to create consistent and integrated public transit services throughout Sonoma County that share a 
unified public-facing identity and prioritize ease of use, low cost, and quality service. The overarching goal of 
the Service Planning Study is to increase the efficiency of delivering high-quality transit service and maxi-
mize the use of limited resources through integrated multi-agency service planning. As part of a market anal-
ysis and public engagement process, SCTA will survey transit users and non-transit users on routes, transfer 
points, schedules, route numbering schemes, multi-operator pass products, and will conduct further public 
and stakeholder engagement as necessary.


