Evaluation Summary
April, 2010

In March of 2010, a Zoomerang survey was sent via e-mail to 131 participants in
the Gogebic Range Nex¢ Generation Initiacive (NGI). A total of 52 responses were
received, from a good cross-section of program participants.

Overall Satisfacton

Eighty-eight percent of the respondents staced chat their involvement in the NGI
gave them a betcer understanding of how to create a communicy more attractive to
young people.

Ninecy-seven percent agreed that the NGl had a positive impact on the community.
These opinions were shared equally among natives, boomerangs and transplants to
the community.

It Ies baaa a great startng poiat for people to express positive axagy acd
attittckes ieguding our conmuanty.

Changes m Understanding
A clear majority of respondents stated that as a resul¢ of cheir participation in the
NGI, cthey have a better understanding of:

« The nature-based outdoor recreation niche - 74 %

« The economic benefits of strengthening the niche - 83 %

+ The strengths of the community - 76 %

« The economic benefits of promoting the community’s strengths - 79 %
« How to better connect students to the community - 64 %

Most respondents also believed that the NGI provided the public wich a becter
understanding of the same factors (slightly less than half agreed that the general



public has a better underscanding of how to better connect its scudents to the
community).

o The nature-based outdoor recreation niche - 75%

The economic benefits of strengthening the niche - 66 %

The strengths of the community - 67 %

The economic benefits of promoting the community’s strengths - 64 %
« How to better connect scudents to the communicy - 47%

In general, respondents were less optimistic about changes in ¢he public’s
understanding of these factors than changes in their own understanding.

Changes in Perceptions

Seventy-nine percent of the respondents stated that because of their involvement in
the NG, their perceptions of the communicy have improved. Eighty-eight percent
of natives and 71% of boomerangs said that cheir perception of their hometown

improved. One native said: “We really do have a lot to offer!” and a boomerang
said “Good things are happening and finally change is coming”.

A common theme expressed by people growing up in the community was that they
perceived their home town more favorably after hearing from new people moving
to the community:

Hanmgahays ayoyal the bearty of dhe auea Ilene baanable to vievie
area franaditterat poit of view, Previody 1 hed nytavorite plaaes to
vist ot iever thoudhit dey aoukd also persiexde people to Iive hae ardd
ayit tor harsdves. I also Ieve bear saprisac by hownmylocils do
1o ayoy the maual bearty of the aiex.

Myopinian abneys was positive, bt 1 appediate our aies csa nnoie 1w
that I've lookad at it widh a stznger's oyes.

Even transplants improved their perception of their new home as a resule of the
NGI, with 77 % saying that their perceptions have improved:



1t is goad to Iene facts to badk up nyassertion dhat welive i the best
Pace aneuty!

Only one person (a transplant) scated that their perception of the community
became more negative as a result of cheir involvement in the N G, stating that they
became exposed to negatives atcicudes in the area.

Skill Development

Only 30% of the respondents agreed their involvement in the NG taught them
valuable skills (e.g. leadership, presencation, organizational skills). Most of the
respondents were neutral on this question (65%). However, all six of the work-
group leaders who responded agreed that chey learned valuable skills as a result of
their leadership experience.

Inte pust, I Iene isally tkaron' Syport ' woles, badkgroond wok
anohvad manmxnty axdbusiness plaxaing Myleaderdup role in \NGI
s pudhad neaut of nycantort zaneito de arax of nkng public
presaatias...saredmng I'rmot canfortable ndomg, Bit, as with
nost dhingss, ane grons die noe axis exposal to differant dines.

Sixty-seven percent of the respondents who participated in the “Promoting Our
Strengths™ work-group scated that their involvement provided them with a greater
awareness of marketing resources and tools to promote the communicy.

Attraction and Retention

Seventy-eight percent agreed that the N Gl will be successful in attracting more
young people to the community. A slightly higher percentage of transplants (88 %)
agreed with this statement compared ¢o natives (75%) and boomerangs (71%).

I bdieve dhat the people direcdy inolved will Iene i ayict anour
target daogiytuc -1 dunk they will aliexdy hene the tnge to Iive hae,
axdwejust maad to howthandat it’s possible.

Sixty-nine percent agreed that the N G1 will be successful in retaining young
people in the community. Again, more transplants (77 %) agreed with this
statement than natives (63 %) and boomerangs (57%).



1 bdieve the noxe weaaxaanteate an the positive assets of the area de
noxe wewill camiae our young poople to sty

While a clear majority agreed with this scatement, the respondents were generally
less optimistic about recaining young people ¢than about attracting young people
from outside the area.

Respondents were asked if their involvement in the NGI has made them more
likely to stay in the communicty. Half of the respondents agreed that they are now
more likely to stay in the communicy, while 39 % were neutral. Sixty-three percent
of natives agreed with this statement, compared with 43% of boomerangs and 53 %
of transplants.

GoIn Forward Next Generation Group

Five additional questions were asked of participants in the 6o-In Forward Next
Generation social and networking group. A clear majority agreed that their
participation in the group’s social activities met with the following positive
outcomes:

- Made them more aware that there are other young people in the community
that share their interests - 87 %

« Made them feel more “at home” - 80%

« Helped them meet new friends - 60%

« Made them feel more connected to the communicy - 73 %
« Made them more likely to stay in the community - 87 %

There were significant differences in these outcomes between natives, boomerangs
and transplants:



Natives Boamerangs Transplant

S
Aware of other
le with
young people Wi 87 % 50 % 100% 89 %
similar interests
Feel more “at
h "
ome 80 % 0% 100% 78%
Meet new
friends 60 % 0% 100 % 50 %
Feel more
connected to the
community
13% 50% 100 % 67%
More likely to
stay 87% 0% 100 % 89 %

Notes: INeto the idatvely sl 1ixnber of 1espaxdants after bieaking the reults downby sller
groups of GodinnFomend prtiapants, the iesults —while dpiul — dhoukd 1o ieaessily be
conscerad a iepresantative snyle

The more often the respondent participaced in these social events, the more likely
they were to offer positive outcomes. The following shows the percent that agreed
with the following statements among participants in a¢ least five social outings:
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T ’ Attended
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Four
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Aware of other
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Meet new
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Impacts
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86 %

51%

29 %

51%
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A number of positive impacts of the NGl were cited by the respondents. The most¢
common responses centered on enhanced awareness regarding the messages of the
NGI and the actribuces of the communicy (11 out of the 20 responses), including:

Novamaraxss to all die positives i dis regan

Pranotng sane positive fedings and attitickes about our anca

The NG s ievivad an exatarant m possibilities for the Gogebicdion
R that Ies L domxnt for along tine. Thaeis nidhopanyanaxd

tfomend nmuomimstieanme duondh oo conmartics!

Another common beneficial impact of the NGl was the number of positive
people working together to improve the area (eight responses), including:

Putting positive pooye together

People dnkang noxe positivdly about our conma ity ard exposing dis

posavity to odrs



That a group of poople Iene tkardhe mxtiative to hdp die auea
Outcomes

A number of specific outcomes that have occurred in the communicy as a
result of the NGl were noted by the respondents, including:

. Promotional efforts/website - % responses

. New leaders/community involvement - 3 responses

. Increased cooperation in the communicy - 2 responses

. The Go-In Forward Next Generation Group - 2 responses

NG et the anea on dhe nypas a gieat place to Iive ad rise a
family, ieferming to dhe anea as a whole ard 1ot foasng an ane partialar
aty or tonn, dengng the overall perspective as ane unitad aomaniy:

Ve are acatng mowlcaders, who aie willing to give iyt axd conscer
solutianss to problais. We are aigiging a ganecation ol resdants who
Dactofor wae ot oftar heaud fran.

How'Io Improve

Respondents offered a number of ways in which the NGI could be improved to
fulfill its mission of attracting and retaining young people. The most often cited
suggestions included:

« More outreach/media exposure - 3 responses

« More “big group™ gatherings - 2 responses

« More people need to become involved - 2 responses
Summary and Gondlusions

Afcer 15 months, this evaluation of the Nex¢ Generation Initiative’s short-term
outcomes has been largely positive. According to the survey:

« 88% had a better understanding of how to create a community more
actractive to young people



« 97% believed the NGl had a positive impact on the community

A clear majority believed that they (and the community) had a beccer
understanding of the community’s assets and the importance of promoting
these assets

« 19% of all respondents - and 88 % of natives - had a more positive
perception of the communicy

« All six work-group leaders indicated that they learned new valuable skills

In addition, participants in the 6o-In Forward Nex¢ Generation Group
overwhelmingly agreed that they:

« Were more aware of other young people in the community with similar
interests

« Felt more “at home™

« Met new friends

« Felt more connected to the community

« Were more likely to stay in the community

Several questions were specifically asked to help determine if the NGl was
meeting its specific goals of attracting and retaining young people. Seventy-eight
percent of the respondents believed that the NGl would be successful in attracting
more young people to the communicy and 69 % believed it would be successful in
retaining young people in the communicy.

Fifcy percent of the respondents said they would be more likely to stay in the
community as a resule of the NGI.

And 87 % of participants in the Go-In Forward group said they would be more
likely to stay in the community as a result of the group’s social and necworking
opportunities. In fact, for participants who attended five or more of these social
events, 100 % staced that they were now more likely to stay in the community.



It is too early to determine whether or not the N 61 will be successful in fulfilling
its mission to attract and retain young people on the range. However, the above
indicators show that many of the pieces are falling into place to make this happen.

Collectively, these positive short-term outcomes will better position the Gogebic
Range to attract and retain young people to reverse its decades-long population
decline.



Characteristics of Respondents
N=52
Attended Rebecca Ryan’s Presentation - 27 (64 % of respondents)
Attended One or More “Big-Group” Gacherings - 28 (67 % of respondents)
Member of a Work-group - 19 (45% of respondents)
Leader of a Work-group - 6 (14 % of respondents)
Heard About the NGI Through Other Sources - 13 (36 % of respondents)
Other - 4 (10% of respondents)
Work Groups Involved With
Strengthening Our Niche - 1% (30% of respondents)
Promoting Our Strengths - 6 (13 % of respondents)
Retaining Our Students - 3 (7% of respondents)
Go-In Forward - 16 (35% of respondents)
None - 16 (35% of respondents)
Location Background
Natives - Il (24% of respondents)
Boomerangs - 9 (20% of respondents)
Transplants - 22 (48 % of respondents)

Don’t Currently Live on the Gogebic Range - 4 (9% of respondents)

20- 29 Years - 3 (1% of respondents)



30-39 Years - 17 (37% of respondents)

kO Years and Over - 26 (57% of respondents)
Field of Fmployment

Local Government- 4 (11% of respondents)

Education - 7 (19% of respondents)

Health Care - 2 (6% of respondents)

Business - 15 (42% of respondents)

Other/Retired - 8 (22% of respondents)



