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Section 1:  Project Description 
 
Disability Action Center – NW, Inc. (DAC) is requesting funding for an accessible 
mini-van to help support its purchase-of-services program that provides a 
combination of demand-response accessible van services and private vehicle 
volunteer driver services that serves people that are elderly and/or have a disability 
in the most rural parts of District 2 with connections to communities and services 
inside and outside the service region.  This service is critical to meeting the highest 
District 2 priority of maintaining existing services. It continues to be the only 
possible public transportation option for the most rural parts of the district, 
providing opportunities for people to access larger communities and connect with 
other services to do business and get the services they need to continue to live in 
their rural locations. An affordable to operate, accessible vehicle is essential to 
ensure the system, when viewed in its entirety is equally accessible to people with 
a disability that may require lift-equipped transportation. Volunteers in private 
vehicles are not able to transport people that cannot transfer into a non-lift-
equipped vehicle. The accessible support vehicles are critically important. 
 
Contracted demand-response services have been provided through community-
based ADA accessible vehicles stationed in rural communities and operated by a 
combination of paid and volunteer drivers.  Volunteer driver services in private 
vehicles have been provided throughout the service region with drivers receiving 
mileage reimbursements for use of their private vehicles.  An accessible minivan 
has been operated from Moscow to serve the rural areas surrounding that 
community; however, that minivan belongs to the subcontractor, is aging, and may 
soon be needing replacement. This new vehicle will be available for those ADA 
accessibility services on an “as needed” basis. 
 
The current contractor, COAST Transportation, would be continuing to operate the 
volunteer drivers program including utilizing this vehicle as it is needed for that 
program. DAC will recruit volunteers that can be available as operators to support 
those services and to provide the additional trips that will periodically be provided.  
COAST has been providing services in Idaho and Washington for many years and 
is highly respected in the area. COAST services are managed by Craig VanTine 
(509-397-2935). They are located at South 210 Main St, Colfax, WA 99111.  
 
The primary purpose of this vehicle procurement is in line with the supported 
services that currently exist and are supported by area providers and others in 
previous applications. Support letters from the current contractor, COAST, and 
area city officials are enclosed with this application. 
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Section 2: Demonstration of Need 
 
DAC’s 5310 purchase-of-service funds combined with meager Area Agency on 
Aging funding have supported the only services for people with a disability and 
older residents throughout the district other than in Moscow or along Appaloosa 
Express’s fixed routes.   
 
Maintaining the minimal services provided through DAC’s 5310 project is in line 
with the highest priority in the Local Coordinated Plan and serving all those 
possible with available funding without regard to disability is a legal requirement. 
 
Demand continues to exceed the level of services that can be supported with the 
5310 funds received by Disability Action Center – NW, Inc. alone.  The service 
providing contractor, COAST Transportation, has been able to support the project 
beyond its basic level with other funding to help support additional service. 
 
The number of trips and the number of miles is trending upwards, and as more 
highest priority medical trips are provided, there is less and less room for other trip 
purposes. In FY2021, COAST provided 2,637 trips covering a total of 81,157 
miles. With the ARP and CRSSA funds, service has grown slightly. 
 
Information about the transportation service is published on the DAC website 
(https://dacnw.org/programs-services/transportation-services/) and shared on social 
media. COAST also promotes the services on their website 
(https://www.coacolfax.org/transportation). With more robust advertising and 
promotion, there is little doubt that demand would far exceed the current capacity, 
and, unfortunately, funding capabilities of local governments are very limited at 
this time.  
 
The volunteer services in private vehicles continue to be a major part of the 
program, as that is the only relatively affordable way to reach people in the most 
rural parts of the district. There is always concern that there may be potential riders 
that are not able access typical private vehicle due to their use of a mobility device 
or an inability to transfer for some other disability-related reason. In these 
situations, there will be a need to be able to respond with accessible services, both 
from a moral and legal standpoint to avoid ADA violations. 
 
As mentioned above in terms of asset need, the only vehicle that has been available 
is an older minivan that had reverted several years ago as part of our 
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subcontractor’s fleet. While the vehicle has continued to operate periodically, it is 
not nearly as reliable as would be desired for traveling in very rural parts of the 
district on potentially lengthy trips and it is not available for ancillary services that 
would expand options. 
 
Section 3: Project Planning 
 
DAC’s 5310 POS project is in line with the state plan and local coordinated plan 
goals of maintaining current service levels. It works in cooperation with the other 
district providers, at times connecting riders with those other more localized 
systems. The addition of a new vehicle that can help support that system and add 
additional periodic service for public access to special events, etc. will help support 
the full system and beyond. 
 
The 5310 POS program involving paid drivers operating accessible van services 
combined with a robust system of volunteer drives driving their own private 
vehicles and/or agency vehicles has been in operation for some time and has been 
shown to work effectively.  It has been the only model that has allowed for 
expansion of public transportation services beyond localized communities where 
vans are located to impact virtually the entire district.  This continues to be true, as 
service with vans has become ever more expensive and simply does not allow for 
the long trips that are sometimes necessary for a person to access services in a 
larger, more urban location. The addition of a new minivan will help offer more 
affordable options for accessible transport throughout the district as staffing and 
funding allows. 
 
Conversations with the current operator of the purchase-of-service project have 
already taken place to work on a process by which the contractor may utilize the 
new vehicle on an as needed basis to fulfill accessibility obligations and to expand 
transit opportunities in rural areas. Further outreach for vehicle utilization will 
focus on connecting with other area providers to see if potential temporary 
“leasing” options can be implemented to ensure equal access for people outside the 
hours of operation of other local transit options. This will offer services that are 
beyond the scope of ADA requirements of the local transportation provider(s). At 
the same time, agreement with hotels and motels may allow for a way to ensure 
that guests needing accessible transportation have access to it while donations from 
those entities can help support additional services. The partnerships will be an 
important step to recruiting more involvement in growing transportation options 
and coordination. 
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DAC will work to recruit volunteer drivers to support the services and will follow 
the same vetting process established and steadily provided by our contractor.  DAC 
staff will include the Executive Director and such other staff as may be needed, 
with all staff time being donated to the project as in-kind support. 
 
Title VI Requirements and marginalized community involvement: 
DAC works closely with the Nimiipuu (Nez Perce) Tribe on many projects. This 
past fall we collaborated with the Tribal Vocational Rehabilitation program to host 
an independent living conference on native land. Accessible transportation was 
arranged through another agency, dependent on availability and schedules. This 
project would add a level of access to future cooperative efforts. 
 
With respect to supported existing services, DAC requires that its contractor 
operate in full compliance with all civil rights laws.  DAC receives other federal 
funds that add an external requirement for compliance with all civil rights laws that 
meshes with DAC’s own policies on fair and equal treatment for all fully in 
keeping with federal, state, and local regulations.  DAC is posting a new website 
within the next couple of months that will have all civil rights information and 
complaint processes listed. The contractor has information on its website about its 
obligations with respect to service provision (see: 
https://docs.wixstatic.com/ugd/794b6d_d6c22f841dc84bd68d230f3c922b5ec4.pdf) 
 
Section 4: Project Benefits/Evaluation 
 
Project Benefits: 
 
The project benefits are the same as mentioned in prior grant documents and are 
resubmitted below. The new vehicle will add to the capacity of those services and 
offer an expansion through potential partnerships directly through DAC. 
 
As mentioned in other sections, the services purchased under this project are the 
only public transportation services available to a large portion of the district.  
Because of these services, people in remote areas are able to access the services 
they need and they are able to obtain the products they need to continue to live in 
their home locations without having to move to a larger community where housing 
costs, etc. may be overwhelming.  The larger community businesses and services 
benefit, while the smaller communities are able to retain population and remain 
robust.  Without this connection of people to businesses and services, economics 
and quality of life suffer. 
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Safety is enhanced simply through a reduction in vehicles on the road and through 
less people driving that may not be as comfortable driving long distances, in poor 
light, or in winter weather conditions.  It allows for an alternative for someone that 
probably shouldn’t be driving to do shopping or to access medical and other 
services.  As public transportation becomes more available, people that must 
commute for work may be able to do so, increasing their quality-of-life and 
providing economic support to the region. Having a new, accessible vehicle to help 
with transport of people that need accessible transportation will increase options 
for this population to connect with community and services in a newer, safer 
vehicle that meets their needs. 
 
The new vehicle will help ensure that no otherwise eligible rider will face 
unreasonable barriers to accessing transportation that meets their needs with 
respect to accessibility. They will enjoy the same level of access and the same 
limitations due to overall capacity as everyone else. Communities will benefit in a 
couple of ways. First, every additional visitor to a community has an economic 
impact. Second, usage of the vehicle for accessible trips within communities will 
help consumers access goods and services and may encourage additional public 
support of future accessible services. Usage of the vehicle to meet the requirement 
of hotels and motels to offer equal services to people with a disability will be of 
direct benefit to those businesses in meeting their obligations under the ADA and 
again may encourage some to consider greater investment in the future. 
 
Project Evaluation: 
 
The 5310 POS project in District will continue to collect data related to trips for 
elderly and people with a disability, hours of both paid and volunteer drivers, and 
mileage of all vehicles, private and agency. They will do the same for this vehicle 
when they utilize it, but it will be submitted to DAC for DAC’s tracking. Mileage 
on this vehicle will be individually tracked and reported along with all trip data. 
 
 
DAC staff inspects all documentation to match the bill to the data each month. 
DAC will provide in-kind services, value of volunteer driver time, and non-
medical Medicaid travel services as match.  Staff time spent on the project is 
recorded on PARs and includes time spent doing billings, generating payables, 
promoting the project, and meeting with ITD, contractor staff, and others as 
necessary.  All in-kind match is recorded and maintained electronically, with 
appropriate amounts being deducted and remaining balances being carried forward.  
DAC has steadily generated match that exceeds requirements. 
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Both DAC and the contractor will collect feedback from both riders and 
community members to ensure services are effective and efficient.  DAC will 
request input via its extensive social media network and include transportation 
questions on its annual consumer satisfaction survey. Specific data will be tracked 
and kept related to the number and type of new trips. The current POS program 
focuses on necessary trips for medial and other services that cannot be supported in 
other ways. As capacity allows, additional trips are scheduled. The new vehicle 
will allow for additional specialized trips to enable those that need accessible 
transportation to attend community events such a s educational programs, 
conference, etc. DAC will solicit consumer satisfaction surveys from each such 
rider to determine the expressed value of such a service. These additional services 
over and above what are currently supported through the POS program will 
provide a good measure of the value of this new vehicle acquisition. 
 
An ongoing effort will be made to connect with area policy makers and others to 
educate about the project and request increased local funding support to expand 
and continue services in rural District 2.  DAC will also continue to seek additional 
funding from other sources to ensure long term viability.  DAC will work closely 
with the contractor and other area providers to maximize community involvement 
and build increased public support. Overall, evidence of increased knowledge of 
and attention to public transportation options will demonstrate the value of this 
addition to District 2 public transportation services. 
 
DAC Preventative Maintenance Program 
DAC has automobiles available for staff use for business activities according to the 
DAC travel policy. DAC also will have a vehicle available for approved public 
transportation according to procedures established for that program that will 
operate with a great degree of cooperation with COAST Transportation, with 
which DAC contracts for other transportation services. 
 
The administrative staff are responsible for all vehicle maintenance, with 
assistance from staff members that utilize the vehicles and volunteer drivers that 
are instructed on basic vehicle checks to communicate to DAC staff.  DAC 
emphasizes preventative maintenance over reactive maintenance by emphasizing 
and following through on the following: 
 

• Strict time-line service schedules (based, at a minimum, on manufacturer’s 
recommendations) 

• Training for drivers who conduct pre and post trip inspections and report on 
outcome 
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• Effective communication and established relationships with service facilities 
• Comprehensive documentation of service and repairs 

An annual safety inspection is done on each vehicle based on the Commercial 
Vehicle Safety Alliance Program and standards developed by federal and state 
agencies. 
 
A comprehensive file is kept for each vehicle and information pertaining to 
maintenance and repair activities are kept for the lifetime of the vehicle. 
Maintenance intervals meet or exceed manufacturer recommendations, with 
emphasis on utilized the highest quality products, particularly with respect to 
lubricants. 
 
Vehicles in use are washed and cleaned regularly and as practical under severe 
weather conditions. 
 
Service from dealers and shops 
DAC works with a small number of shops, with which it has developed a positive 
relationship.  Shop personnel become familiar with vehicles and the types of 
services they may routinely need.  Information about needed repairs is clearly 
listed on work orders that are reviewed after service is complete. 
 
Service Data 
Service data is entered into vehicle files.  The files include date, shop name, work 
order number, mileage, work completed, and cost.  Each vehicle has its own file. 
 
Warranty Work 
Most of DAC’s automobiles are off-warranty, so repairs are done and paid for by 
DAC. For any new vehicle, including modified accessible transit vehicle, and 
warranty work will be performed according to either the vehicle manufacture or 
the modifying/conversion company.  All warranty work is noted and carefully 
tracked.  If the repairs involve the vehicle modifier, that entity is contacted to 
secure authority for service.  A DAC representative will negotiate between the 
OEM vehicle manufacturer’s parameters and the bus-body manufacturer and/or 
vehicle modifier to secure appropriate payment for warranty issues. 
 
Local Conditions 
Local conditions have a direct impact on the level of preventative maintenance 
needed.  DAC contracts with COAST that provides service throughout a nine-
county area on the Washington – Idaho border.  Most of DAC’s direct services that 
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are not done by COAST will be done in the same locations. The following 
conditions are considered for a preventative maintenance program for a vehicle: 
 

• Service Design 
o In-town service – Flexible route and paratransit-type services, due to 

the frequency of the stops, require a higher level of maintenance. 
o Rural Service – Route deviated and demand-response services utilize 

infrequent stops in long distance corridors. 
• Topography – DAC’s and COAST’s service area varies between the rolling 

hills of the Palouse farming areas to the mountainous areas of north-central 
Idaho.   

• Weather – COAST’s service area experiences wide variances in weather.  
Temperatures can vary from over 100 degrees in the summer to below zero 
in the winter.  Precipitation varies from rain, to snow to hail, to sleet 
depending on the time of year, and there may be significant dust events in 
the summer. These all require attention whether simply with washing or with 
ensuring items such as washer blades and fluids are kept in good shape. 

Forms 
DAC has created forms for tracking maintenance. All forms are kept on file for 
review. 
 
 
 
 
The DAC Organizational Chart is included on the next page. 
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DAC Organizational Chart: 
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Section 5: Budget 
 
The budget includes full price of a new fully accessible minivan. This is an 
estimate that allows for possible increases in pricing given the current scarcity of 
vehicle stock. Current quotes have been in the $70,000.00 to $80,000 range and 
prices are expected to increase. The budget request includes an increase to ensure 
ability to acquire the vehicle when the final procurement process is undertaken. 
 
DAC is in an excellent financial positon and is easily able to provide the necessary 
match and fund the operation of the vehicle both wihin and outside of the scope of 
the current 5310POS project. The first page of the latest 990 is attached. 
 
 
Attachment A (with signature); Excel file is included separately:  
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FFY 2024 One-Time Capital Application 
Attachment B:  Milestone Reporting 

 
Agency Name Disability Action Center - Northwest, Inc. 
Agency Contact Mark Leeper 
Phone # 208-883-0523 Email mark@dacnw.org 
Grant Program 5310 Rural One Time 
Federal Award 
Amount 

80000 

Scope of Work:  
Acquisition and deployment of a new vehicle to enhance and improve existing services 
Milestone Progress Report: Target of major tasks to be achieved by specific dates.  
The report should include information such as: data for each activity line item within the approved project; a 
discussion of all  

• budget or schedule changes; original, estimated and actual estimated completion date 
• description of projects, status, specification preparation, bid solicitation, resolution of protests, and contract 

awards;  
• breakout of the costs incurred and those costs required to complete the project; reasons why any scheduled 

milestone or completion dates were not met, identifying problem areas and discussing how the problems will be 
solved; and discuss the expected impacts of delays and the steps planned to minimize these impacts. 

Add additional milestones to the table below as needed. 
 

Name Estimated 
Completion Date Description 

RFP/RFQ Issue Date July 1, 2023 Request quotes on price of new 
accessible minivan 

Award Date July 31, 2023 Select appropriate quote 

Start Date or Order Date 
for Rolling Stock, 
Equipment, and 
Technology Purchases 

August 1, 2023 Begin order processes 

Construction Completion 
Date or Delivery Date for 
Rolling Stock, 
Equipment, or 
Technology Purchases 

Oct. 1, 2023 Add new vehicle to the system 

Contract Completion Date Ongoing  
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Application Information Form 
 

Applicant:              

Authorized Representative:            

Address:              

Phone:              

Email Address:             

DUNS #:              

 

Architect/Engineer/Planner if applicable: (Contact Name):        

Phone:               

Address:              

 

PROJECT TYPE (MARK ONE) 

___ Facility Construction  

___ Infrastructure Construction 

___ Facility Renovations 

___ ADA Accessibility 

___ Planning 

___ Marketing 

___ Replacement Vehicle Purchase 

___ Expansion Vehicle Purchase 

___ Vehicle Rehabilitation 

___ Transit Related Technology 

___ Transit Related Equipment 

___ Other (specify) __________________________ 

 

TOTAL PROJECT COST: ____________ 

FEDERAL SHARE: ____________ LOCAL MATCH: _________ 
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FFY 2024 VIP One-Time Capital Application 

Living Independence Network Corporation 

Accessible Vehicle Project 

Sections 1-5 

 

Section 1: Project Description 

Living Independence Network Corporation (LINC) is requesting funding for an accessible mini-

van to help support its 5310 transportation voucher program that provides demand-response 

accessible van services that serves people that are elderly and/or have a disability in the most 

rural parts of District 4 with connections to communities and services inside and outside the 

service region. This service is critical to meeting the highest District 4 priority of maintaining 

existing services. It continues to be the only possible public transportation option for the most 

rural parts of the district, providing opportunities for people to access larger communities and 

connect with other services to do business and get the services they need to continue to live in 

their rural locations. An affordable to operate, accessible vehicle is essential to ensure the 

system, when viewed in its entirety is equally accessible to people with a disability that may 

require ramp-equipped transportation.  

Contracted demand-response services have historically been provided by a single transportation 

provider with vehicles funded by ITD. That provider is no longer in business and those vehicles 

are no longer in service. While we contract with a number of smaller transportation providers 

(taxi and cab businesses) no business has an accessible vehicle. Furthermore, if LINC owns the 

accessible vehicle, it can be put into service under contract with one of our transportation 

providers, and that if that provider stops operating, the accessible vehicle can quickly be 

recirculated with another provider, maintaining accessible transportation services to the 

community.  

Section 2: Demonstration of Need 

LINC’s 5310 purchase-of-service funds combined with limited Office on Aging funding have 

supported the only services for people with a disability and older residents throughout the 

district, with the exception of volunteer rides through Interlink. 

Maintaining the minimal services provided through LINC’s 5310 project is in line with the 

highest priority in the Local Coordinated Plan and serving all those possible with available 

funding without regard to disability is a legal requirement. 

Information about the transportation service is published on LINC’s website 

(https://www.lincidaho.org/transportation) and shared on social media. With more robust 

advertising and promotion, there is little doubt that demand will far exceed the current capacity, 

and, unfortunately, funding capabilities of local governments are very limited at this time. 

This project would meet a “Critical Need” in the State of Idaho. Currently, there are no 

wheelchair accessible vehicles in service by any of our local transportation providers, and 

57



Page 2 of 4 
 

purchasing a new accessible vehicle by a single business is cost prohibitive. Furthermore, if a 

single business operates an accessible vehicle they own, and they go out of business, we will find 

ourselves in the same position with no accessible transportation in District 4. Therefore, a 

publicly funded vehicle, managed by LINC and operated by a provider agency is the best way to 

ensure accessible transportation, no matter which providers are in operation. 

Section 3: Project Planning 

The 5310 program in ITD’s District 4 is designed to provide transportation services in rural 

communities to seniors and individuals with disabilities. To be in compliance with the goal of the 

program, and with the Americans with Disabilities Act, a wheelchair accessible vehicle must be 

available and in use to transport riders who have mobility-related disabilities. In the past, Trans 

IV used ITD funded accessible vans to meet this need. Trans IV is no longer in business and the 

vans used by Trans IV are no longer in service. Additionally, our on-demand service fits better 

with a smaller, minivan type vehicle rather than large passenger vans. 

We will include Disadvantage Business Enterprises in this project by ensuring we extend the 

opportunity to contract with LINC as a transportation provider to DBEs. 

You will find included with this application a letter of support from a person with a disability, as 

well as a letter from Interlink, a nonprofit volunteer transportation organization that we partner 

with in our service area. 

We will promote both our 5310 program and the availability of a wheelchair accessible vehicle 

through the following: 

• LINC website and social media channels (website is in English and Spanish) 

• Community partners (Interlink, Community Council of Idaho, South Central Community 

Action Partnership, senior centers, Veteran organizations, etc.) 

• Providing information at Vocational Rehabilitation and other agency offices 

• Medical community (hospitals, clinics, specialty services, etc.) 

Information will be available in English and Spanish, including all application materials, Title VI 

and ADA complaint forms, and general feedback forms. 

Section 4: Project Benefits/Evaluation 

Project Benefits 

The project benefits are the same as mentioned in prior grant documents and are resubmitted 

below. The new vehicle will add to the capacity of those services and offer an expansion through 

potential partnerships directly through LINC. 

As mentioned in other sections, the services purchased under this project are the only public 

transportation services available to a large portion of the district. Because of these services, 

people in remote areas are able to access the services they need and they are able to obtain the 

products they need to continue to live in their home locations without having to move to a larger 

community where housing costs, etc. may be overwhelming. The larger community businesses 
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and services benefit, while the smaller communities are able to retain population and remain 

robust. Without this connection of people to businesses and services, economics and quality of 

life suffer. 

Safety is enhanced simply through a reduction in vehicles on the road and through less people 

driving that may not be as comfortable driving long distances, in poor light, or in winter weather 

conditions. It allows for an alternative for someone that probably shouldn’t be driving to do 

shopping or to access medical and other services. As public transportation becomes more 

available, people that must commute for work may be able to do so, increasing their quality-of-

life and providing economic support to the region. Having a new, accessible vehicle to help with 

transport of people that need accessible transportation will increase options for this population to 

connect with community and services in a newer, safer vehicle that meets their needs. 

The new vehicle will help ensure that no otherwise eligible rider will face unreasonable barriers 

to accessing transportation that meets their needs with respect to accessibility. They will enjoy 

the same level of access and the same limitations due to overall capacity as everyone else. 

Communities will benefit in a couple of ways. First, every additional visitor to a community has 

an economic impact. Second, usage of the vehicle for accessible trips within communities will 

help consumers access goods and services and may encourage additional public support of future 

accessible services. Usage of the vehicle to meet the requirement of hotels and motels to offer 

equal services to people with a disability will be of direct benefit to those businesses in meeting 

their obligations under the ADA and again may encourage some to consider greater investment 

in the future. 

Project Evaluation 

The 5310 project in district will continue to collect data related to trips for elderly and people 

with a disability, hours of paid drivers, and mileage of all vehicles, private and agency. Mileage 

on this vehicle will be individually tracked and reported along with all trip data. 

Both LINC and our transportation providers will collect feedback from both riders and 

community members to ensure services are effective and efficient. LINC will request input via 

its extensive social media network and include transportation questions on its annual consumer 

satisfaction survey. 

An ongoing effort will be made to connect with area policy makers and others to educate about 

the project and request increased local funding support to expand and continue services in rural 

District 4.  LINC will also continue to seek additional funding from other sources to ensure long 

term viability. LINC will work closely with our providers to maximize community involvement 

and build increased public support. 

LINC has the organizational experience and capacity to carry out this project and manage grant 

funding. We have managed a 5310 grant in ITD District 4 for several years. Our organization is 

financially sound with internal financial controls and a leadership team with the experience 

necessary to manage this project.  
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Section 5: Project Budget 

This project budget is limited to purchasing a new wheelchair accessible van to be put into 

circulation by a contracted transportation provider in ITD’s District 4 under LINC’s 5310 

program. Currently, there are no accessible vehicles available to provide rides to consumer who 

use a wheelchair. The lack of a wheelchair accessible vehicle in service under our 5310 program 

creates a violation under the Americans with Disabilities Act. This project will remedy that 

violation. 

Based on a total cost of $80k for the accessible vehicle, we have the match of $16,000. This 

funding is in hand. 

Major milestones include: 

• ITD funding approval 

• Initiate procurement process for vehicle 

• Select vendor and order vehicle 

• Receive vehicle (register and insure) 

• Contract with existing transportation providers to use accessible vehicle 

We have the financial capability to operate on a reimbursement basis, as we currently do under 

our existing 5310 grant. 

A broken-down cost estimate is included as an attachment. 
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FTA Grant

Total Federal Match

80,000.00$     64,000.00$     16,000.00$  

LINC can provide the 20% match using general funds.

5310

Jeremy Maxand

Subrecipient Printed Name

Subrecipient Signature

13-Jan-23

Date

Work involves the purchase of a wheelchair accessible van for use by a local private 

transportation provider under our 5310 transportation voucher program in ITD's District 4.

Local Match Source(s) for Project:

80,000.00$                          64,000.00$                                   16,000.00$                                 

Total Project Cost Total Federal Request Total Match Needed

Address 1878 West Overland Road, Boise, idaho 83705

Phone Number (208) 391-8988 

Capital (CP)

80/20
Scope of Work

Contact Name Jeremy Maxand

Fiscal Year 2024 - 2025 Project Budget Request

Subrecipient Living Independence Network Corporation

Agreement Term October 1, 2023 - September 30, 2025
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FFY 2024 One-Time Capital Application 

Attachment B:  Milestone Reporting 
 

Agency Name Living Independence Network Corporation 

Agency Contact Jeremy Maxand 

Phone # (208) 391-8988 Email jmaxand@lincidaho.org 

Grant Program VIP Rural One Time 

Federal Award Amount $64,000 

Scope of Work: Purchase of an accessible vehicle for use in LINC’s 5310 transportation voucher program in ITD District 

4. 

 

Milestone Progress Report: Target of major tasks to be achieved by specific dates.  

The report should include information such as: data for each activity line item within the approved project; a discussion 

of all  

• budget or schedule changes; original, estimated and actual estimated completion date 

• description of projects, status, specification preparation, bid solicitation, resolution of protests, and contract 

awards;  

• breakout of the costs incurred and those costs required to complete the project; reasons why any scheduled 

milestone or completion dates were not met, identifying problem areas and discussing how the problems will be 

solved; and discuss the expected impacts of delays and the steps planned to minimize these impacts. 

Add additional milestones to the table below as needed. 

 

Name 
Estimated Completion 

Date 
Description 

RFP/RFQ Issue Date October 15, 2023 Begin vehicle procurement process. 

Award Date November 15, 2023 Bid selection and award. 

Start Date or Order Date for 

Rolling Stock, Equipment, and 

Technology Purchases 

December 1, 2023 Initiate procurement of vehicle. 

Construction Completion Date or 

Delivery Date for Rolling Stock, 

Equipment, or Technology 

Purchases 

March 1, 2024 Vehicle modification complete. 

Contract Completion Date April 1, 2024 Purchase complete. 
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FEDERAL TRANSIT ADMINISTRATION 

REGION 10 
(covering Alaska, Idaho, Oregon, and Washington) 

 

CATEGORICAL EXCLUSION / DOCUMENTED CATEGORICAL EXCLUSION WORKSHEET 
 

The purpose of this worksheet is to assist project sponsoring transit agencies in the states of Alaska, Idaho, 

Oregon, and Washington in gathering and organizing materials for environmental analysis required under the 

National Environmental Policy Act (NEPA) – particularly for projects that may qualify as a Categorical Exclusion 

(CE) or Documented Categorical Exclusion (DCE) under 23 Code of Federal Regulations (CFR) Part 771.118 – to 

support a recommendation. The use and submission of this worksheet is NOT required. The worksheet is 

provided as a helpful tool for assembling information needed by the Federal Transit Administration (FTA) to 

determine the likelihood and magnitude of potential project impacts to the environment. 

 

NOTE: Worksheet fields are expandable. Feel free to use more than a line or two, if needed. You may also 

reference and attach additional information such as technical memoranda, maps, or photographs for the 

project. 

 

Submission of this worksheet does not satisfy NEPA requirements. FTA must concur in writing in the 

sponsoring agency's NEPA recommendation, as appropriate. Project activities may not begin until this process 

is complete and FTA has provided written concurrence. FTA encourages you to review the document 

“Guidance for Implementation of FTA's Categorical Exclusions (23 CFR 771.118)” available online here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/guidance-implementation-ftas-

categorical-exclusions.  

 

Please contact the FTA Region 10 office at (206) 220-7954 if you have any questions or require assistance. For 

submittal procedures, please see information at the end of this document. For links to other agencies or for 

further topical guidance, please go to FTA’s website on Environmental Programs, 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/environmental-programs. 

 

DISCLAIMER: The contents of this document do not have the force and effect of law and are not meant to bind 

the public in any way. This document is intended only to provide clarity to the public regarding existing 

requirements under the law or agency policies. Grantees should refer to applicable regulations and statutes 

referenced in this document. 

 

I. Project Description 

Sponsoring Agency 

Living Independence Network Corporation 

Date Submitted 

January 13, 2023 

FTA Grant Number(s) (if known) 

      

Project Title 

Accessible Vehicle Project 

Project Description (brief, 1-2 sentences) 

This project involves the purchase of a wheelchair accessible vehicle to be put into circulation by a 

private transportation provider in ITD District 4. 

Purpose and Need for Project (Please provide a brief statement. You may include this information 

as an attachment if the statement is lengthy.) 

LINC currently operates a voucher-based, on-demand 5310 program in ITD’s District 4. We contract 

with local private transportation providers. In the past, Trans IV, a transportation provider, operated 

several wheelchair accessible vans to transport riders with disabilities. Trans IV is no longer in business, 

and as a result, there are no wheelchair accessible vehicles in use by current providers in ITD’s District 

4. To comply with our requirements under the ADA, we need to secure and put into use an accessible 

vehicle. 
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Project Location (Please include street address, city, and state of the project location.) 

ITD District 4 

Project Contact (Please include the name, phone number, email address, and mailing address for 

the submitter of this worksheet.) 

Jeremy Maxand 

(208) 391-8988 mobile 

jmaxand@lincidaho.org 

1878 West Overland Road 

Boise, Idaho 83705 

If your project involves construction, please include the following as appropriate: 

• Project vicinity map 

• Project site plan(s) showing project features, access points, and project boundaries 
• Other useful maps as appropriate (topographic maps, aerial photographs, Environmental 

Protection Agency [EPA] NEPAssist maps, etc.) 
• Photographs of the site if useful to illustrate important features 
• Details on the depth and extent of soil excavation proposed for the project 
• Additional information if the soil has been previously disturbed by prior construction or other 

activity 
• List of parks or recreation areas within the project vicinity 
• List of any previous consultations that might be relevant (e.g., with other federal, state, or local 

agencies) 

 

II. NEPA Class of Action 

Please answer the following questions to determine the project’s potential NEPA Class of 

Action. If the answer to any of the questions in Part II.A, questions A.1 through A.4 below 

is “Yes”, contact your assigned FTA Region 10 Grant Representative to discuss whether 

the project requires preparation of a NEPA Environmental Assessment (EA) or 

Environmental Impact Statement (EIS). 

 

A.1 

 
 

 

 

 

A.2 

 
 

 

 

 

A.3 

 
 

 

 

 

A.4 

 

 

Will the project significantly impact the natural, social, and/or economic 

environment? 

  Yes (If selected, please contact your assigned FTA Region 10 Grant Representative.) 

  No 

 

Is the significance of the project’s social, economic, or environmental impacts 

unknown? 

  Yes (If selected, please contact your assigned FTA Region 10 Grant Representative.) 

  No 
 

Is the project likely to require detailed evaluation of more than a few potential 

impacts? 

  Yes (If selected, please contact your assigned FTA Region 10 Grant Representative.) 

  No 
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Is the project likely to generate intense public discussion, concern, or 

controversy, even though it may be limited to a relatively small subset of the 

community? 

  Yes (If selected, please contact your assigned FTA Region 10 Grant Representative.) 

  No 

 

B. 
 

 

 

Does the project type fall into any of the following Categorical Exclusions (CEs)? 
 

  Yes (If selected AND there are no unusual circumstances, please check the applicable 

CE box below and continue to Part III. Project Information Required for CEs and DCEs of 

this form.) 

  No (If selected, please continue to Part II.C Does the project type appear similar to 

any of the following Documented Categorical Exclusion (DCE) examples? of this form.) 

 

The types of activities listed below describe actions which, when the corresponding 

conditions are met, are categorically excluded from further NEPA analysis under 23 CFR 

Part 771.118(c). Unusual circumstances may prevent the use of these CEs, and may 

include, but are not limited to, the presence of wetlands, historic buildings and 

structures, parklands, or floodplains in the project area, or the potential for the project to 

impact other resources. (You may look up detailed descriptions of each type of activity, 

and corresponding conditions at the guidance document here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/guidance-

implementation-ftas-categorical-exclusions.) 

 

23 CFR Part 771.118(c)(1 through 16) 

 (1) Utilities and Similar Appurtenances 

 (2) Recreation, Pedestrian, or Bicycle Facilities 

 (3) Environmental Mitigation or Maintenance of Environmental Quality and Site 

Aesthetics 

 (4) Planning and Administrative Activities (No construction activities) 

 (5) Activities Promoting Transportation Safety, Security, Accessibility, and 

Communication 

 (6) Acquisition or Transfer of Real Property Interest 

 (7) Acquisition, Rehabilitation, Maintenance of Vehicles or Equipment 

 (8) Maintenance, Rehabilitation, Reconstruction of Facilities 

 (9) Assembly or Construction of Facilities 

 (10) Development of Facilities Adjacent to Existing Transit Facilities 

 (11) Emergency Recovery Activities 

(Several conditions are attached to this type of CE. Please consult with FTA 

Region 10 Office if you think this CE may apply to your project.) 

 (12) Projects Entirely within the Existing Operational Right-of-Way 

 (13) Projects with Limited Federal Funding 

(Must be less than $5 million in federal funding, or having a total estimated cost 

of not more than $30,000,000 and federal funds comprising less than 15 percent 
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of the total estimated project cost. Please consult with FTA if you think this CE 

may apply to your project.) 

 (14) Bridge Removal and Related Activities 

 (15) Preventative Maintenance to Certain Culverts and Channels 

 (16) Geotechnical and Similar Investigations 

 

 

C. 
 

 

 

Does the project type appear similar to any of the following Documented 

Categorical Exclusion (DCE) examples? 
 

  Yes (If selected, please check the applicable DCE example box below and continue to 

Part III. Project Information Required for CEs and DCEs of this form.) 

  No (If selected, please contact your assigned FTA Region 10 Grant Representative, as 

further discussion about the project may be necessary prior to initiating NEPA review.) 

 

Projects that are categorical exclusions under 23 CFR Part 771.118(d) require additional 

documentation demonstrating that the specific conditions or criteria for the categorical 

exclusions are satisfied and that significant effects will not result. 

 

23 CFR Part 771.118(d)(1 through 8) 

 (1) Modernization of a highway by resurfacing, restoring, rehabilitating, or 

reconstructing shoulders or auxiliary lanes. 

 (2) Bridge replacement or the construction of grade separation to replace existing 

at-grade railroad crossings. 

 (3) Acquisition of land for hardship or protective purposes. 

(Hardship and protective buying will be permitted only for one or a limited 

number of parcels, and only where it will not limit the evaluation of alternatives 

(including alignments) for planned construction projects.) 

 (4) Acquisition of right-of-way. 

(No project development such as final design or construction activities on the 

acquired right-of-way may begin until the NEPA review process for such project 

development, including the consideration of alternatives, where appropriate, has 

been completed.) 

 (5) [Reserved] 

 (6) Facility modernization through construction or replacement of existing 

components. 

 (7) Minor transportation facility realignment for rail safety reasons. 

 (8) Facility or structure modernization or minor expansion outside existing right-of-

way. 

 “Other” actions which meet the criteria for a CE in the CEQ regulations (40 CFR part 

1508.4) and will not result in significant environmental effects. Actions must not: 

induce significant impacts to planned growth or land use; require the relocation of 

significant numbers of people; have a significant impact on any natural, cultural, 

recreational, historic or other resource; cause significant air, noise, or water quality 
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impacts; have significant impacts on travel patterns; or otherwise have significant 

environmental impacts (either individually or cumulatively). 

 

III. Project Information Required for CEs and DCEs 

1. If you selected “Yes” in Part II.B Does the project type fall into any of the following 

Categorical Exclusions (CEs)? above, and checked any of the CE options under 23 CFR 

Part 771.118(c)(1 through 16): 

a) Complete Part III.A Detailed Project Description below. 

b) Review the remaining subject areas (Part III.B Location and Zoning - Part III.AA 

Related Federal and State/Local Actions). If any of these subject areas is relevant 

to demonstrating your project has no significant impacts or unusual 

circumstances, please enter a brief description within the box for that subject 

area, otherwise enter “N/A”. 

c) Complete the “Submitted By” and “Date” boxes at the end of the form and 

submit electronically to your assigned FTA Region 10 Grant Representative 

according to the instructions at the end of this form. 

2. If you selected “Yes” in Part II.C Does the project type appear similar to any of the 

following Documented Categorical Exclusion (DCE) examples? above, and checked 

any of the DCE examples under 23 CFR Part 771.118(d)(1 through 8): 

a) Complete Part III.A Detailed Project Description below. 

b) Complete each of the remaining subject areas (Part III.B Location and Zoning - 

Part III.AA Related Federal and State/Local Actions) that are relevant to your 

project. Depending on the details of your project, some of the subject areas may 

not be applicable. In such cases, no discussion is needed, simply enter “N/A”. 

You may reference and attach documents prepared for other purposes (e.g., 

public meetings) if they are helpful. 

c) Complete the “Submitted By” and “Date” boxes at the end of the form and 

submit electronically to your assigned FTA Region 10 Grant Representative 

according to the instructions at the end of this form. 

NOTE: The subject areas list below is not all-inclusive. If your project has the potential to 

cause impacts to resources which are not listed below, please provide supplemental 

information about those potential impacts. 

A. Detailed Project Description 

Please describe the project and explain how it satisfies the “Purpose and Need for 

Project”, as provided in Part I. Project Description. 

This project involves the purchase of a wheelchair accessible vehicle to be put into circulation by a 

private transportation provider in ITD District 4. LINC currently operates a voucher-based, on-

demand 5310 program in ITD’s District 4. We contract with local private transportation providers. 

In the past, Trans IV, a transportation provider, operated several wheelchair accessible vans to 

transport riders with disabilities. Trans IV is no longer in business, and as a result, there are no 

wheelchair accessible vehicles in use by current providers in ITD’s District 4. To comply with our 

requirements under the ADA, we need to secure and put into use an accessible vehicle. 
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B. Location and Zoning 

Attach a map identifying the project’s location and surrounding land uses. Identify any 

critical resource areas (historic, cultural, or environmental) or sensitive noise or vibration 

receptors (schools, hospitals, churches, residences, hotels, etc.). Briefly describe the 

project area’s zoning and indicate whether the proposed project is consistent with it. 

Briefly describe the community (geographic, demographic, economic, and population 

characteristics) in the project vicinity. 

N/A 

C. Traffic 
Describe potential traffic and parking impacts, including whether the existing roadways 

have adequate capacity to handle increased bus or other vehicular traffic. Include a map 

or diagram if the project will modify existing roadway configurations. Describe 

connectivity to other transportation facilities and modes, and coordination with relevant 

agencies, if applicable. 

N/A 

D. Aesthetics 
Will the project have an adverse effect on scenic views, or scenic viewpoints? 

  No 

  Yes 

If Yes, please describe. 

      

Will the project substantially degrade the existing visual character or quality of the site 

and its surroundings? 

  No 

  Yes 

If Yes, please describe. 

      

Will the project create a new source of substantial light or glare which would adversely 

affect day or nighttime views in the area? 

  No 

  Yes 

If Yes, please describe. 
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E. Air Quality 
Does the project have the potential to have a negative impact on air quality? 

  No 

  Yes 

If Yes, please describe. 

      

Is the project located in an EPA-designated non-attainment or maintenance area? (For 

additional information, see the EPA webpage “Nonattainment Areas for Criteria 

Pollutants” here: https://www.epa.gov/green-book.) 

  No 

  Yes 

If Yes, please indicate the criteria pollutant and contact your assigned FTA Region 10 

Grant Representative to determine if a “hot spot analysis” is necessary. 

   Carbon Monoxide (CO) 

   Ozone (O3) 

   Particulate Matter (PM10 or PM2.5) 

If the non-attainment area is also in a metropolitan area, was the project included in the 

MPO’s Transportation Improvement Program (TIP) air quality conformity analysis? 

  No 

  Yes 

If Yes, please provide the date of U.S. Department of Transportation conformity finding. 

      

F. Coastal Zone 
Is the proposed project located in a designated coastal zone management area? (For 

additional information on Coastal Zones, see the Water Resources Standard Operating 

Procedures on FTA’s website here: https://www.transit.dot.gov/regulations-and-

guidance/environmental-programs/water-resources-0. Also, see the National Oceanic and 

Atmospheric Administration [NOAA] webpage “The National Coastal Zone Management 

Program” here: https://coast.noaa.gov/czm/.) 

  No 

  Yes 

If Yes, please describe coordination with your appropriate State agency regarding 

consistency with the coastal zone management plan and attach the State finding, if 

available. 

      

69

https://www.epa.gov/green-book
https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/water-resources-0
https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/water-resources-0
https://coast.noaa.gov/czm/


Form Revised: October 2020 8 

G. Environmental Justice 
Determine the presence of minority and low-income populations (business owners, land 

owners, and residents) within a quarter-mile of the project area. Indicate whether the 

project will have disproportionately high and adverse effects on minority or low-income 

populations. Describe any potential adverse effects. Describe outreach efforts targeted 

specifically at minority or low-income populations. Please see Environmental Justice 

Policy Guidance for Federal Transit Administration Recipients here: 

https://www.transit.dot.gov/regulations-and-guidance/fta-circulars/environmental-justice-

policy-guidance-federal-transit. 

N/A 

H. Floodplains 
Is the proposed project located within the Federal Emergency Management Agency 

(FEMA) 100-year floodplain? (For additional information on Floodplains, see the Water 

Resources Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/water-

resources-0. Also, see the FEMA Flood Mapping Products webpage here: 

https://www.fema.gov/flood-mapping-products.) 

  No 

  Yes 

If Yes, please describe potential impacts, indicate if the project will impact the base flood 

elevation, and include or link to the FEMA Flood Insurance Rate Map (FIRM) with the 

project location identified. 

N/A 
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I. Hazardous Materials 
Is there any known or potential contamination at the project site? This may include, but is 

not limited to, lead/asbestos in existing facilities or building materials; above or below 

ground fuel storage tanks; or a history of industrial uses of the site. 

  No 

If No, please describe steps taken to determine the absence of hazardous materials on 

the site. 

      

  Yes 

If Yes, please describe steps taken to determine the presence of hazardous materials on 

the site. Please also describe any mitigation and clean-up measures that will be taken to 

remove hazardous materials from the project site. If the project includes property 

acquisition, identify if a Phase I Environmental Site Assessment for the land to be 

acquired has been completed and the results. (For additional information on Hazardous 

Materials, see the Consideration of Contaminated Properties including Brownfields 

Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-

programs/consideration-contaminated-properties-including. Also, for additional 

information on Phase I Environmental Site Assessments, see the ASTM International 

webpage “Standard Practice for Environmental Site Assessments: Phase I Environmental 

Site Assessment Process” here: https://www.astm.org/Standards/E1527.htm.) 

N/A 

J. Navigable Waterways 
Does the proposed project cross or have the potential to impact a potentially navigable 

waterway? (Waterway navigability can be defined by the U.S. Army Corps of Engineers, 

the U.S. Coast Guard, Congress, or the federal courts. For additional information on 

Navigable Waterways, see the Water Resources Standard Operating Procedures on FTA’s 

website here: https://www.transit.dot.gov/regulations-and-guidance/environmental-

programs/water-resources-0.) 

  No 

  Yes 

If Yes, please describe potential impacts and any coordination with the U.S. Army Corps 

of Engineers or the U.S. Coast Guard. 
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K. Noise and Vibration 
Does the project have the potential to increase noise or vibration? 

  No 

  Yes, please describe the impact(s) and provide map(s) identifying sensitive receptors 

such as schools, hospitals, parks, residences, and hotels. If the project will result in a 

change in noise and/or vibration sources, you must conduct an analysis following the 

guidance in FTA’s Transit Noise and Vibration Impact Assessment Manual here: 

https://www.transit.dot.gov/research-innovation/transit-noise-and-vibration-impact-

assessment-manual-report-0123. 

      

L. Prime and Unique Farmlands 
Does the project involve the use of any prime or unique farmlands, as defined by the U.S. 

Department of Agriculture (USDA)? (For additional information, see the document "Prime 

and Unique Farmlands" at the USDA webpage here: 

https://efotg.sc.egov.usda.gov/references/public/VA/PrimeandUniqueFarmlands.pdf.) 

  No 

  Yes 

If Yes, please describe potential impacts and any coordination with the Natural Resources 

Conservation Service of the USDA. 

N/A 
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M.  Historic and Cultural Resources 
Impacts to cultural, historic, or recreational properties may trigger Section 106 

consultation, tribal consultations, and/or a Section 4(f) evaluation, requiring 

consideration of avoidance alternatives. (For additional information on Section 106, see 

the Section 106 Process Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/section-

106-process-standard-operating-procedures. For additional information on Section 4(f), 

see the Section 4(f) Evaluations Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/section-

4f-evaluations.) 

 

Does the project involve any ground disturbing activities? 

  No 

  Yes 

If Yes, please provide the approximate maximum ground disturbance depth and extent. 

Also, please provide information on any previous ground disturbance at the project site. 

      

Are there any historic resources at the project site or in the vicinity of the project? 

  No 

  Yes 

If Yes, please attach photographs of structures more than 45 years old that are within or 

adjacent to the project site and describe any direct or indirect impacts the project may 

cause. 

N/A 

N. Biological Resources 
Are there any species located within the project vicinity that are listed as threatened or 

endangered under the Endangered Species Act? Determine this by obtaining lists of 

threatened and endangered species and critical habitat from the U.S. Fish and Wildlife 

Service and the National Marine Fisheries Service. (For additional information on 

Biological Resources, see the Biological Resources Standard Operating Procedures on 

FTA’s website here: https://www.transit.dot.gov/regulations-and-

programs/environmental-programs/biological-resources-standard-operating-procedures.) 

  No 

  Yes 

If Yes, please identify the species, and also describe any critical habitat, essential fish 

habitat, or other ecologically sensitive areas within or near the project area. 

N/A 
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O. Recreational Resources 
Is the project located in or adjacent to a park or recreation area? (For additional 

information on Recreational Resources, see the Section 4(f) Evaluations Standard 

Operating Procedures on FTA’s website here: https://www.transit.dot.gov/regulations-

and-guidance/environmental-programs/section-4f-evaluations.) 

  No 

  Yes 

If Yes, please provide information on potential impacts to the park or recreation area. 

Please also indicate if the park involved Land and Water Conservation Fund Act funding 

(Section 6(f)) (For additional information on the Land and Water Conservation Fund Act, 

see the National Park Service’s Land and Water Conservation Fund webpage here: 

https://www.nps.gov/subjects/lwcf/index.htm.) 

N/A 

P. Seismic and Soils 
Are there any unusual seismic or unstable soil conditions in the project vicinity?  If so, 

indicate on a project map and describe the seismic standards to which the project will be 

designed. 

  No 

  Yes 

If Yes, please describe the conditions. 

N/A 
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Q. Water Quality 
Does the project have the potential to impact water quality, including during 

construction? (For additional information on Water Quality, see the Water Resources 

Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/water-

resources-0.) 

  No 

  Yes 

If Yes, please describe potential impacts as a result of the project and your agency’s Best 

Management Practices to manage/mitigate these impacts. 

N/A 

Will there be an increase in new impervious surface or restored impervious surface? 

  No 

  Yes 

If Yes, please describe potential impacts and proposed treatment for stormwater runoff. 

N/A 

Is the project located within the vicinity of an EPA-designated Sole Source Aquifer (SSA)? 

(For additional information on Sole Source Aquifers including an interactive map, see the 

EPA’s Sole Source Aquifers for Drinking Water webpage here: 

https://www.epa.gov/dwssa.) 

  No 

  Yes 

If Yes, please provide the name of the aquifer for which the project is located and 

describe any potential impacts to the aquifer. Also, please provide the approximate 

amount of new impervious surface created by the project. (Attach a completed FTA 

Region 10 SSA Worksheet and submit it along with this CE worksheet, if applicable.) 

N/A 

R. Wetlands 
Will the project temporarily or permanently impact wetlands or require alterations to 

streams or waterways? (For additional information on Wetlands, see the Water 

Resources Standard Operating Procedures on FTA’s website here: 

https://www.transit.dot.gov/regulations-and-guidance/environmental-programs/water-

resources-0.) 

  No 

  Yes 

If Yes, please describe potential impacts. 

N/A 
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S. Construction Impacts 
Describe the construction plans, and identify impacts due to construction noise, utility 

disruption, debris and spoil disposal, and staging areas. Address air and water quality 

impacts, safety and security issues, and disruptions to traffic and access to property. 

N/A 

T. Cumulative and Indirect Impacts 
Are cumulative and indirect impacts likely? 

  No 

  Yes,  

If Yes, please describe the reasonably foreseeable impacts: 

a)  Cumulative impacts (which result from the incremental impact of the action when 

added to other past, present, and reasonably foreseeable future actions regardless of 

what agency – Federal or non-Federal – or person undertakes them. Cumulative impacts 

can result from individually minor but collectively significant actions taking place over a 

time period.) 

      

b)  Indirect impacts (which are caused by the action but are later in time or farther 

removed in distance, yet are still reasonably foreseeable. Indirect impacts may include 

growth-inducing effects and other effects related to induced changes in the pattern of 

land use, population density or growth rate, and related effects on air, water, and other 

natural systems, including ecosystems.) 

      

U. Property Acquisition 
Will the project acquire any real properties? 

 

  No 

  Yes 

If Yes, please indicate whether the property acquisition will result in relocation of 

businesses or individuals.  (Note: For real property acquisitions valued over $1,000,000, 

FTA concurrence in the property’s appraisal/valuation is required. Please contact your 

assigned FTA Region 10 Grant Representative if you have any questions.) 

      

V. Energy 
Does the project include construction or reconstruction of a building, identify measures 

to conserve energy which will be employed? (This includes building materials and 

techniques used for construction; special innovative conservation features; fuel use for 

heating, cooling, and operations; and alternative renewable energy sources.) 

  No 

  Yes 

If Yes, please describe. 
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W. Public Involvement 
Please describe public outreach efforts undertaken on behalf of the project. Indicate 

opportunities for public meetings (e.g., board meetings, open houses, special hearings). 

Indicate any significant concerns expressed by agencies or the public regarding the 

project. 

We have been in contract with private and public organizations and agencies to assess 

community need and to identify existing potential resources to meet this need. It has been 

determined that a need exists and that there are currently no resources in the state appropriate to 

meet the need. 

X. Mitigation Measures 
Please describe all measures to be taken to mitigate project impacts, both during 

construction and operation. 

N/A 

Y. Other Federal Actions 
Please provide a list of other federal NEPA actions related to the proposed project or in 

the vicinity, if applicable. 

N/A 

Z. State and Local Policies and Ordinances 
Is the project in compliance with all applicable state and local policies and ordinances? 

  No 

If No, please describe the non-compliance. 

      

  Yes 
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AA. Related Federal and State/Local Actions 

Check all that apply below. 

 Corps of Engineers Permit (e.g., Section 10 of the Rivers and Harbors Act of 1899, 
Section 404 of the Clean Water Act) 

 Coastal Zone Management Certification 

 Critical Area Ordinance Permit 

 Endangered Species Act and Magnuson-Stevens Fishery Conservation and 
Management Act Consultation 

 Floodplain Development Permit 

 Forest Practices Act Permit 

 Hydraulic Project Approval 

 Local Building or Site Development Permits 

 Local Clearing and Grubbing Permit 

 National Pollutant Discharge Elimination System General Construction Permit 

 Shoreline Permit 

 Solid Waste Discharge Permit 

 Sole Source Aquifer Consultation (Safe Drinking Water Act of 1974) 

 Section 4(f) (Historic or Recreational Properties; Wildlife Refuges) 

 Section 6(f) (Recreational Properties with Land and Water Conservation Fund Act 
funding) 

 Section 106 Consultation (National Historic Preservation Act) 

 Stormwater Site Plan (SSP) 

 Temporary Erosion and Sediment Control Plan (TESC) 

 U.S. Coast Guard Permit 

 Water Rights Permit 

 Water Quality Certification - Section 401 of the Clean Water Act 

 Tribal Consultation or Permits (if any, describe below) 

 Other 

Others (Please describe, if applicable): 
      

 

Please submit this completed form and any attachments electronically to fta.tro10mail@dot.gov and 

cc: your assigned FTA Region 10 Grant Representative. Please contact the FTA Region 10 Office if 

you are unsure about these procedures or have any questions. 

Federal Transit Administration, Region 10 

915 2nd Avenue, Suite 3142 

Seattle, WA 98174-1002 

Phone:  (206) 220-7954 
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Email:  fta.tro10mail@dot.gov 
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Sole Source Aquifer Checklist 

 

PROJECT NAME: Accessible Vehicle Project 

 

NAME OF SOLE SOURCE AQUIFER OR SOURCE AREA: 

 

1. Location of project: ITD District 4 

 

 

2. Project description: Project involves the purchase of an accessible vehicle to be 

used in circulation under LINC’s 5310 transportation voucher program in ITD’s 

District 4 (Southern Idaho). 

 

 

3. Is there any increase of impervious surface? If so, what is the area? No 

 

 

4. Describe how storm water is currently treated on the site? N/A 

 

 

5. How will storm water be treated on this site during construction and after 

the project is complete? N/A 

 

 

6. Are there any underground storage tanks present or to be installed? Include 

details of such tanks. No 

 

 

7. Will there be any liquid or solid waste generated? If so, how will it be 

disposed of? No 

 

 

8. What is the depth of excavation? N/A 

 

 

9. Are there any wells in the area that may provide direct routes for 

contaminates to access the aquifer and how close are they to the project? N/A 

 

 

10. Are there any hazardous waste sites in the project area, especially if the 

waste site has an underground plume with monitoring wells that may be 

disturbed? Include details. N/A 

 

 

11. Are there any deep pilings that may provide access to the aquifer? N/A 
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12. Are Best Management Practices planned to address any possible risks or 

concerns? N/A 

 

 

13. Is there any other information that could be helpful in determining if this 

project may have an effect on the aquifer? No 

 

 

14. Does this Project include any improvements that may be beneficial to the 

aquifer, such as improvements to the wastewater treatment plan? No 

 

 

 

 

The EPA Sole Source Aquifer Program may request additional information if 

impacts to the aquifer are questionable after this information is submitted for 

review. 
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Congressional Application Attachment D: Demonstration of Need 

1. Type of Service (Check all that apply): 

☐ Fixed Route 

☐ Deviated Route 

☒ Demand/Response 

 

2. Service Area (Check one) 

☐  City 

☐  County 

☒  Multi-County 

☐  Other (Please Specify):  

 

3. Connectivity: 

Do you connect with other modes of transportation? Check all that apply. 

☐  Urban Public Systems 

☒  Intercity Carriers 

☐  Airports/Trains 

☐  Other transit operators in your region (please list below): 

 

4. Ridership: 

Estimate the average number of rides: Per Day __4.3___   Per Year __1,570__ 

Briefly describe your ridership over the last two years: During the pandemic there was a slight 

reduction in rides, initially, but we are trending upward, and with increased promotion will see 

our numbers begin to rise. 

 

5. Days/Hours of Service: 

List days of the week and hours transit provider is in service: Service is on-demand, 24/7. 
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Print/Download

Freedom Motors USA 
740 Watkins Rd. 

Battle Creek, MI 49015
(800)-625-6335 

Brian Schultz  
2693654165 

brian.schultz@freedommotors.com 

Deal #: DL-12651
Deal Date: 11-02-2022
Deal Type:  Commercial

Buyer Information
Company Name
  
770 S 13th St, 
Boise, Idaho 83708 

Co-Buyer Information
  
 
,  
 

Vehicle Information
Stock No:  28848
Year:  2022
Make:  Toyota
Model:   Sienna
Trim: LE 8-Passenger
VIN:  5TDKRKEC5NS131121

Exterior Color:  Celestial Silver Metallic -
1J9

Interior Color:  Gray - FA10
Interior Fabric:   Cloth
Miles:   4
Number of
Keys:

2

N/U/O: Used

Conversion Information
Conversion:  Ramp Size:   Ramp Operation: 
Freedom Motors 40" Manual

Type of Pan: Flooring: Tie-Downs: 
Rear Entry Half-Cut  Commercial Grade Flooring,

Lowered Floor Area
QRT Deluxe L-Track, Set of 4
(Q-8100-A-L)

First Row Driver:  Mid Row Driver:   Back Row:
OEM Remount, Sienna Half
Cut

First Row Passenger: Mid Row Passenger: Conversion Warranty:
OEM Remount, Sienna Half
Cut

36 months / 36000 miles

Extra Options:  
No items to show...

Notes

**Quotes are good for 14 days

Pricing Information    

Description: Price:

2022 Toyota Sienna LE
8-Passenger

$55,500.00

Manual Freedom
Motors Rear Entry Half-
Cut 

$16,000.00

40" Ramp $2,000.00
Driver side OEM
Remount, Sienna Half
Cut

$275.00

Passenger side OEM
Remount, Sienna Half
Cut

$275.00

QRT Deluxe L-Track, Set
of 4 (Q-8100-A-L)

$385.00

Commercial Grade
Flooring, Lowered Floor
Area

$330.00

Conversion Retail: $19,265.00
Conversion Tax (0%): $0.00

Conversion Total: $19,265.00

Chassis Retail: $55,500.00
Taxable Doc Fee: $230.00

Plate and Title Fee: $0.00
Doc Fee Tax (0%): $0.00
Chassis Tax (0%): $0.00

Chassis Total: $55,730.00

Transportation: $2,100.00
Down Payment: ($1,000.00)

Total Due Today: $76,095.00

Purchaser Signature:_____________________________________________________      Date:______________

FMI Authorized Representave:___________________________________________      Date:______________
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FREEDOM MOTORS USA, INC. 
Confirmation of Order Agreement 

PLEASE READ CAREFULLY. BY SIGNING THIS CONFIRMATION ORDER YOU AGREE TO ALL THE ITEMS BELOW:  

PARTIES INVOLVED. This confirmation of order is between Freedom Motors USA, Inc. (FMI) and end user, hereinafter referred to as "final
client." "Conversion" indicates the parts and labor supplied by FMI to the vehicle described on the order form.  
SHIPPING AND DELIVERY. Shipping and delivery times are approximations only and cannot be guaranteed. FMI makes no claims as to
delivery time, date or type of transport. Final client agrees not to hold FMI liable for loss of wage, time, expense, appointment or any other loss
due to late or lack of delivery. Final client agrees not to hold FMI liable or responsible for shipping damage or delivery time and cannot void
this order in any way due to shipping disagreements. 
REFUNDS.Due to the highly customized nature of the business, all sales, charges and fees are final and non-refundable except where
prohibited. Shipping charges are non-refundable once vehicle has been shipped. 
ENTIRE AGREEMENT. This order is the only binding agreement between FMI and the final client. FMI does not recognize or honor any verbal
agreements, and FMI or any employee thereof does not amend this agreement by any verbal statements made. Any change, addition or
deletion to the form must be made on a new order or addendum form. FMI retains the right to accept or reject the changes. 
RELEASE OF LIABILITY. FMI is engaged in a highly specialized field in specialized products. The final client agrees that they will not be entitled
to recover from FMI any profits, damages to property, damages for loss of use, loss of time, loss of income, incurred expenses, rental car or any
other incurred damages and expenses. Final client hereby holds FMI not liable and indemnifies FMI from all claims litigation, obligations, debts
and attorney fees for any act or omission. Local, state and federal tax, title, license and other fees are not included in this order and are the
responsibility of the vehicle owner.  
PAYMENT POLICY. Final payment is due when the vehicle is ready for shipment at our facility. Payment is considered past due 14 days from
the completion. For stock units, FMI reserves the right to sell the vehicle to another client if not paid timely. Final client will pay all legal fees,
Court costs and other associated expenses incurred by FMI in the collection of past due balances. Final client hereby promises to pay the full
amount described in this agreement and any other additional cost described herein. Final client hereby agrees that FMI may place a lien, either
mechanics or title, on the vehicle to which the described work was performed. 
REASONABLENESS OF TERMS.Final client agrees that all terms in this agreement are reasonable and accepts all terms of this agreement. In
the event a Court determines that any of the terms or provisions of this Agreement are unreasonable, the Court may limit the application of
any provision or term, or modify any provision or term, and proceed to enforce this Agreement as so limited or modified. It is not the intent of
the Parties, in such an instance, that the entire Agreement be stricken or voided but rather it be amended by the Court and consistent with the
law in such a case. 
LEMON LAWS.Whereas FMI is involved in supplying parts and labor to customer, final client agrees that FMI does not sell, manufacture or re-
manufacture new vehicles or automotive chassis. Whereas FMI has only agreed to provide the parts specified by the customer on the vehicle
described in this order. Whereas FMI is not a "manufacturer," "retailer" or "new car dealer" for purposes of any "lemon law," and those laws do
not apply to the parts and labor provided by FMI. The "lemon laws" in the State of Michigan do not pertain to the parts and labor provided by
FMI, which initial customer and final client have agreed apply in lieu of any other law from another jurisdiction. 
NO CLAIMS. FMI can vary designs, specifications, dimensions, etc. from time to time. FMI makes no claims as to availability, design
specifications, interior and exterior color, fitness for use, comfort, usability or any other claim as to its parts and labor it supplies. Any items not
specifically listed or mentioned on the pages of this document are deemed to be not included in this order. Any verbal or written amendments
to this document are not honored and recognized by FMI. FMI and its employees do not amend this agreement by any verbal statements
made. 
TURNAROUND TIME.Turnaround times are approximations and start at the time the vehicle, signed order and the down payment are all
received by FMI. FMI is engaged in a highly specialized and customized enterprise and cannot guarantee dates, times and delivery schedules.
Times are meant as a guide only and do not constitute an obligation by FMI to supply a finished product in the stated estimated time. Any
other verbal turnaround and delivery time are strictly estimates and shall not be construed as amending this order form in any way and are not
deemed binding by FMI. 
SEATING.Vans and SUV’s will not have the back two seating rows returned. 
ACCEPTANCE.FMI retains the right to reject this offer to do business with final client for any reason. This order form is not deemed binding
unless accepted by FMI. 
WARRANTY CLAIMS.Final client agrees to notify FMI in writing of any problem, in order to resolve the problem under warranty. FMI will make
a determination to a) send final client to an approved service facility, (b) send out one of its technicians to final client or (c) ship the vehicle to
FMI's facility to fix the problem. Final client agrees not to take any legal action against FMI until FMI has had three (3) attempts to fix the
problem in an approved facility or with one of its technicians in the field. FMI is not responsible for any lost time, expenses, rental cars,
appointments or any other damage or loss due to in-operation of the parts and labor supplied in this agreement. 
JURISDICTION.Final client agrees that this agreement is deemed to have been executed in the State of Michigan, under Michigan law. This
agreement is governed by and construed in accordance with the laws of the State of Michigan. Final client agrees that if any action is brought
against FMI, they shall do so in the Calhoun County Superior Court in the State of Michigan under Michigan law and not in any other Court.  
Form BP0612 
By signing here you agree to all terms listed above.  

Purchaser Signature:_____________________________________________________      Date:______________
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Confirmation of Vehicle Information
Title Information:

Company Name: Company Name
First Name:
Last Name:

Address 1: 770 S 13th St,
Address 2:
City: Boise
State: Idaho
Zip: 83708
Phone:

Transportation Information:

Shpping Method: FMI Transport
Delivery Address: Same as Buyer Address
Delivery City:
Delivery State:
Delivery Zip:
Delivery Phone
Number:
Delivery Notes:

Other Information:

Payment Method: Cash Copy of Driver
License:

No

Lienholder Name: Proof of
Insurance:

No

Lienholder
Address:
Plate: Transfer Plate
Transfer Plate #:

Purchaser Signature:_____________________________________________________            Date:______________
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Living Independence Network Corporation 

Transit Vehicle Maintenance Program 

The goals of the transit vehicle maintenance program at LINC are to support safe, reliable, and 

high-quality transit services while being good stewards of our limited resources, including our 

vehicles. The purpose of the maintenance plan is to provide consistent, systematic, and 

integrated program guidance that will enable LINC to properly maintain and service its transit 

vehicles in support of program goals. An effective maintenance plan ensures safe, clean, and 

comfortable transit vehicles on the road and maximizes vehicle life. 

Service Provider 

LINC is the operator of a 5310 transit program in the Idaho Transportation Department’s 

District 4. The headquarters for the transit operation is in Twin Falls, with administrative 

support located in Boise. 

Agency Policies and Procedures 

LINC operates under the guidance of a Transportation Program Manual, which includes the 

policies and procedures guiding transportation services provided by LINC. All staff involved in 

managing the transportation program are familiar with this program manual, as well as the 

rights and responsibilities of both LINC, program participants, and transportation providers 

themselves. LINC’s policies and procedures reflect compliance with all applicable regulatory 

requirements as provided by the Federal Transportation Administration and the Idaho 

Transportation Department. 

Inventory of Assets 

LINC maintains an accurate and current inventory of all transit assets. While LINC sets its own 

asset replacement schedule, ITD establishes minimum useful life parameters for transit 

vehicles. Occasionally, transit vehicles remain on the asset list and are used as backup transit 

vehicles or in transit operations (if mechanically sound and presentable) even though they may 

have passed their required useful life. 

Preventative Maintenance (PM) 

Regular maintenance is performed to OEM standards specific to all transit vehicles in inventory 

to ensure optical performance, efficiency, safety, and reliability. Drivers will document defects 

and provide a list of identified defects to LINC staff and the entity conducting the service. If a 

defect needs immediate attention, the driver will notify LINC and maintenance will be 

performed as soon as possible. LINC will utilize the PM checklist provided by the manufacturer 

of both the transit vehicle, and the wheelchair lift or ramp manufacturer. 
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Individual Maintenance Records 

Individual maintenance records will be kept for each transit vehicle. All maintenance performed 

on the transit vehicle will be recorded and maintained for as long as the transit vehicle is owned 

and operated by LINC. 

Pre-Trip Inspections 

Specific procedures are outlined and monitored to ensure that all transit vehicles are inspected 

to the transit vehicle being put into service each day. Drivers perform a comprehensive 

checklist of essential maintenance elements and record the results on the designated Pre-Trip 

Inspection form. LINC uses the Pre-Trip Inspection form provided by ITD: 

https://apps.itd.idaho.gov/apps/pt/Compliance/VehicleInspection.pdf.  

Wheelchair Ramp Inspection and Maintenance 

The Pre-Trip Inspection form includes inspection of wheelchair lifts or ramps. In compliance 

with the requirements of the Americans with Disabilities Act (ADA), monitoring of all wheelchair 

lifts or ramps is included as part of the Pre-Trip Inspection and the Preventative Maintenance 

process. The lift or ramp is cycled as part of the Pre-Trip Inspection, and maintenance will 

include replacement of worn components and all adjustments as necessary for safe 

performance.  

Vehicle Breakdown 

In the event of a transit vehicle break down, a spare unit will be provided to replace the 

wheelchair accessible as soon as possible. Backup transit vehicles are not always immediately 

available. 

Warranty Recovery 

Transit vehicle and parts warranties will be monitored to make sure that vehicle equipment and 

parts are repaired and maintained under the manufacturer’s warranty. Warranties are 

monitored for expiration and where the item should be serviced, so that problems can be 

addressed by the appropriate source and any concerns can be taken care of before warranties 

expire. 

Vehicle Servicing 

Transit vehicles will be monitored for interior and exterior cleanliness. This will include daily 

cleaning if needed as well as periodic thorough cleaning. Exterior washing will be completed as 

weather conditions permit. 

Vehicle Storage 

Efforts will be made to ensure that vehicles are stored in as safe and secure a location as 

possible.  
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Operator Training 

LINC requires drivers who operate wheelchair accessible vehicles to complete training on 

proper and safe use of all equipment, including wheelchair lifts or ramps, wheelchair tie-downs, 

and how to safely load and unload passengers who use wheelchairs. 

Emergency Equipment on Vehicles 

Emergency equipment is located on all agency transit vehicles and is inspected as part of the 

Pre-Trip Inspection. Fire extinguishers with an ABC rating are located within easy reach of the 

driver and are tested yearly. Additional emergency equipment on board each transit vehicle 

includes: a first aid kit, reflective triangles, a biohazard kit, a seat belt cutter, and a space tire 

with jack and lug wrench. 

Accident/Incident Reporting 

LINC employees are required to report all accidents and incidents. Report forms are available 

for this purpose. Notification procedures have been established so that transit vehicle drivers 

are aware of whom to contact in the event of an emergency or accident. LINC staff are also 

aware of the drug testing requirements in certain accident situations. LINC and all drivers will 

use the accident/incident report form provided by ITD: 

https://apps.itd.idaho.gov/apps/pt/compliance/SampleAccidentReportKit.pdf.  

Responsibility for Vehicle Maintenance Program 

The LINC Deputy Director is responsible for the administration of the Transit Vehicle 

Maintenance Program. 

Contact: LeAnn Naillon 

Living Independence Network Corporation 

1878 West Overland Road 

Boise, Idaho 83705 

(208) 336-3335 ext. 214 
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Interlink Volunteer Caregivers, Inc. 
650 Addison Ave. W., Suite 201, Twin Falls, ID 83301 | 208.733.6333  

interlinkidaho@gmail.com | www.IVCIdaho.com 

 
February 16, 2023 

 

 

Idaho Transportation Department 

11331 West Chinden Blvd 

Boise, ID 83714 

 

RE: Letter of Support for 5310 Capital Grant Application 

 

Dear Review Committee, 

 

Please accept this letter of support on behalf of Interlink Volunteer Caregivers (IVC) for the Living 

Independence Network Corporation’s grant application to purchase a new wheelchair accessible minivan. 

IVC is a 501(c)nonprofit based in Twin Falls.  IVC provides FREE rides to healthcare appointments and 

other essential errands for the elderly, non-wheelchair disabled, and chronically ill citizens living in the 

eight counties of the Magic Valley. Our “workforce” of volunteer drivers, use their personal vehicles while 

only receiving a minimal monthly mileage reimbursement. 

 

As a long-standing community nonprofit providing transportation services, we see a growing critical need 

for a wheelchair accessible vehicle to be placed into service in our area.  Providing safe, comfortable, and 

accessible transportation must include all passengers especially those who use wheelchairs.  Trans IV was 

previously available to transport wheelchair passengers; however, since they stopped operations in 

September 2022,  there are very few, if any, accessible vehicles currently serving our area.  Access barriers 

is ranked one of the most significate issues preventing individuals from receiving timely medical care.   

Isolation and loneliness continue to be so detrimental to our vulnerable aging population, as they 

try to remain  independent and self-reliant at home for as long as possible.  Being able to access 

their community’s services is critical! 

 

IVC would work closely with LINC’s transportation staff to ensure riders who request wheelchair 

accessible transportation are connected to LINC’s 5310 program if funding is awarded. 

 

If you need additional information, comments or have any follow-up questions, please contact me directly. 

 

Respectfully submitted,  

 

Jeanette Roe 

Jeanette Roe, Executive Director 
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Selkirks Pend Oreille Transit Authority (SPOT)  
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Selkirks Pend Oreille Transit Authority (SPOT)  
FFY 2024 VIP Funding Source One-Time Capital Application – Vehicle Rehabilitation 
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Section 1: Project Description  
 
Concise project description  
 
For this project we request $36,692.64 to fund the cost to put two buses into service in Bonner 
County. We have secured the match of $9,173.16. We will receive two buses that were used for 
Transit services in South Idaho. After speaking with the mechanic, who said the buses are in 
great shape, we anticipate that they run well. We plan to remove the existing decals and stripes 
and then paint one white (if needed) and the other grey to match our fleet and for passenger 
recognition purposes. Given their mileage, they may need front brakes and suspension or 
steering work. They may also need rear brakes, seals, and shocks.   
  
a. FTA Program Eligibility  

According to the FFY 2024 5339 Rural One-Time Capital Application: Relevant Information - 
Federal program details and related Federal Circulars (https://www.transit.dot.gov/bus-program), 
Selkirks Pend Oreille Transit Authority (SPOT) is eligible to apply for The Grants for Buses and 
Bus Facilities Competitive Program (49 U.S.C. 5339(b)) which makes federal resources 
available to states and direct recipients to replace, rehabilitate and purchase buses and related 
equipment, and to construct bus-related facilities, including technological changes or innovations 
to modify low or no emission vehicles or facilities. SPOT qualifies as a public transportation 
service and is a sub-jurisdiction of six Idaho government entities. 
 
This project provides replacement equipment to continue operations that support the FTA Goals 
listed below with additional information about SPOT’s efforts to meet each goal. This response 
is built directly off the program goals as printed in the FTA Circular C 9040.IG. PROGRAM 
GOALS. Pursuant to 49 U.S.C. 5311, FTA apportions or awards funds to states, Indian tribes, or 
other eligible recipients located in rural areas for planning, public transportation capital projects, 
operating costs, job access reverse commute projects, and the acquisition of public transportation 
service. 
 
The Section 5311 program supports both the maintenance of existing public transportation 
services and the expansion of those services through the following program goals:  
 
a. Enhancing access in rural areas to health care, shopping, education, employment, public 
services, and recreation: SPOT has fixed and demand routes servicing all the above categories. 
 
b. Assisting in the maintenance, development, improvement, and use of public transportation 
systems in rural areas: SPOT uses the FTA funding for these exact purposes. In addition to the 
work of the Board and Executive Director, SPOT utilizes service development committees to 
help assess transportation needs in the area and recommend service changes and improvements 
to the SPOT Board. 
 
c. Encouraging and facilitating the most efficient use of all transportation funds used to provide 
passenger transportation in rural areas through the coordination of programs and services: 

93



Selkirks Pend Oreille Transit Authority (SPOT)  
FFY 2024 VIP Funding Source One-Time Capital Application – Vehicle Rehabilitation 

Page 4 of 34 
 

SPOT diligently looks for ways to increase ridership and increase our operational efficiencies. 
SPOT is a member of the Bonner County Area Transportation Team (BCATT) and participated 
in the development of a Multi-Modal Transportation Plan for the city of Sandpoint, which 
included public transit elements. 
 
d. Providing financial assistance to help carry out national goals related to mobility for all, 
including seniors, individuals with disabilities, and low-income individuals: SPOT has taken 
steps to serve the above categories of riders. The Idaho Area Agency on Aging approves and 
financially supports SPOT’s services in both Bonner and Boundary Counties. In December 2022, 
SPOT buses provided 5,516 rides for seniors and 369 rides for riders with disabilities.  
 
e. Increasing availability of transportation options through investments in intercity bus services: 
SPOT does not provide service in this area. However, Intercity Service is in our Master Plan. 
SPOT has met with Citylink and Spokane Transit to discuss the future connectivity. All three 
agencies support the concept. SPOT provides transportation between Bonners Ferry and 
Sandpoint with its demand service. 
 
f. Assisting in the development and support of intercity bus transportation: Same response at 
given to item e above. SPOT continues working with Kootenai County Public Transportation 
gaining information with our involvement in the regional mobility platform. 
 
g. Encourage mobility management, employment-related transportation alternatives, joint 
development practices, and transit-oriented development: We currently partner with Schweitzer 
Mountain Resort to provide public transportation from the local communities to the base of the 
mountain and service from the base to the village, serving both customers of the ski resort and 
their employees. SPOT is a member of the Bonner County Area Transportation Team (BCATT). 
Agencies involved in transportation at all levels meet monthly to provide updates about area 
transportation projects. SPOT participated in the development of a Multi-Modal Transportation 
Plan for the city of Sandpoint, which included public transit elements. SPOT works with the City 
of Ponderay to include transit facilities in new developments in Ponderay. SPOT has worked 
with the cities of Dover and Kootenai to install bus shelters in their cities. Property developers 
now use the availability of our services in the traffic impact analyses that are required when new 
developments are planned and permitted, demonstrating the positive impact of our services to the 
overall transportation system. 
 
h. Providing for the participation of private transportation providers in rural public 
transportation: We currently partner with Schweitzer Mountain Resort in providing public 
transportation. SPOT contracts with Schweitzer Mountain Resort to provide the mountain route 
services. SPOT provides service from the communities to the base of the mountain and the bulk 
of service from the base to the village. 
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b. ITD Call for Project Priorities 
 
This project meets the ITD-PT call for project priorities.  
Program Priorities:  
1. Existing 5339 Services (Capital, Preventative Maintenance)  
 
With this application, SPOT is applying for funds in ITD’s number 1 priority.  The funds will be 
used to rehabilitate two buses and to ensure that brakes, tires, shocks, seals, lifts, and other 
components function well or are replaced before we put the buses into service for SPOT. The 
vehicles will arrive January 27, 2023.  

This project funding provides money to paint two buses granted to us. We will also ensure that 
the buses are mechanically sound and able to provide uninterrupted service.  These buses will  
allow us to continue operations that support the ITD priorities. 
 
SPOT is an eligible recipient. SPOT is created and operated under a joint powers agreement of 
six local government authorities. SPOT serves both Bonner and Boundary Counties with transit 
service. 
 
SPOT has strong support in raising the required match from the six partner municipalities. 
 
SPOT endeavors to comply with all required regulations: SPOT gathers community input with 
appointed Board Members from each joint powers partner; SPOT has a Service Development 
Committee in each county with members from social service agencies, economic development 
corporations, municipalities, businesses and the general public; SPOT adheres to all 
administration requirements; SPOT applies for NEPA determination when required; SPOT 
follows ADA regulations.                                                                                                                                                       
 

c. Application Scope of Work  

The scope of work entails rehabilitating two buses so we can transport riders worry free, with no 
breaks in service. Our ridership across the board, continues to increase. We currently must add a 
third Paratransit bus several times each week. We will place a bike rack on one, allowing us to 
use it on fixed routes or on demand runs. The other will replace a Paratransit bus that operates in 
Bonner County.  
 
Because the newer buses have 50,700 miles and 63,700 miles on them respectively, we may need 
to repair or replace mechanical items. Some items may include brakes, tires, bushings, front end 
items such as steering or suspension. Both will require exterior body work such as removing 
existing decals and stripes, and more than likely, paint. These newer buses will provide greater 
reliability and lower maintenance costs. 
 
We currently use bus 107 (a 2007 year) with 235,502 miles and Bus 110 (a 2010 year) has 
240,220 miles for Bonner County Paratransit and Boundary County Demand service. The 
frequency of mechanical issues and maintenance costs for these buses continue to increase.  We 
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continue maintaining our vehicles at a high standard for passenger comfort and dependability. 
Our drivers have a vested interest in helping with vehicle reliability by reporting mechanical 
issues before they become problems. They must report deficiencies immediately and shall not 
use a vehicle unless authorized by our mechanic. Our mechanic responds promptly to issues by 
either fixing them (sometimes immediately) or directing staff have another authorized 
mechanical repair provider fix the problem. Please see our Daily Vehicle Inspection form 
attached as well as our Vehicle Maintenance Plan attached.  
 

d. Contractor Information 

 This project will not use third party contractors.   

• Name of Third-Party Contractor  - Does not apply 

• Physical Address – Does not apply 

• Contact Information  - Does not apply 
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Section 2: Demonstration of Need  
 
a. Service Area Level of Need:  
 
SPOT is unaware of any official situations in its service area that would put the public in danger 
or violate any local or federal health and safety regulations. SPOT does have agreements in place 
with local municipalities to provide service in the times of emergencies.  There has only been 
one occasion where emergency service was provided to protect the public. 
 
Fortunately for the communities we serve, the Area Service Level of the SPOT must be 
classified as General.  However, this includes the potential loss of service due to the lack of 
drivers caused by low pay.  The riders use SPOT for all transportation needs including access to 
employment and health care.   
 
In the counties we serve, our increasing numbers of riders have come to expect a high level of 
service. In this respect we have a high level of need. Rehabilitating these vehicles and replacing 
vehicles as planned under this application will help with reliable, timely transportation for our 
riders. We can further avoid circumstances where developing mechanical issues could result in 
unsafe operations or requiring that older /high mileage buses be removed from service before 
replacements are secured. 
 
b. Sustaining existing services or expansion need:  
 
This application supports sustaining the existing and growing demand service in Boundary 
County. We are looking at options to add Monday service (and additional day every week). With 
these vehicles we will also sustain fixed routes and paratransit services in Bonner County. Based 
on increased ridership, we added an additional Paratransit route as needed and are exploring the 
cost to add a fixed route in Bonner County to accommodate growth and demand in those areas of 
expansion. Last quarter, October 2022 through December 2022 our fleet covered 64,335 miles 
(10,662 demand miles and 53,673 fixed route miles). The timing for acquiring these buses and 
putting them into service will work perfect. These vehicles will allow us to continue reliable 
service. We need to repair and/or replace some vehicles in our existing fleet. Our schedule for 
replacing vehicles is based on safety guidelines and SPOT’s experience. It is important to replace 
vehicles before the maintenance costs and reliability become unacceptable.  We get every mile 
out of every vehicle in our fleet through a comprehensive vehicle maintenance schedule. Please 
see our Vehicle Maintenance Plan attached.  
 
Our vehicles and facilities meet or exceed ADA requirements. All of our buses are equipped with 
lifts. Our shelters provide protection from the elements and are ADA accessible.  A staff member 
cleans shelters and clears snow around shelters and bus stops to allow all guests safe ingress and 
egress to shelters, benches and buses. 
 
SPOT keeps in touch with the needs of the communities through our Service Development 
Committees and through the Bonner County Area Transit Team (BCATT).  We are constantly 
asked for service by the public and elected officials to expand service to other cities such as 
Clark Fork, Priest River, Sagle, Coeur d’Alene, and the Spokane Airport. Current financial 
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restrictions prohibit the additional of new service areas. However, we are currently focusing on 
improving timeliness on existing routes (taking into account increased traffic and crowding due 
to growth) and making adjustments in service to allow for driver’s comfort (namely bathroom 
and water breaks). We also are addressing vehicle maintenance and cleanliness at a high level for 
driver and passenger comfort and for view in the communities we serve. We have picked up our 
public outreach and started on a marketing campaign with a recent grant. Please see our 
Marketing and Public Outreach Plan attached. This will pick up more when we institute 
adjustments to our fixed routes. We have shifted service days. We are providing service for high 
demand events based on business and community requests.  The Festival at Sandpoint and the 
Fall Fest service changes have produced 5,800 rides for only a combined total of 12 days of 
service. In December 2022 fixed route buses in Bonner County drove 12,349 miles. Paratransit 
buses drove 2,180 miles and the Boundary County Demand bus drove 1,190 miles for a total  of 
15,719 miles. The mountain route (fixed) drove 13,080 miles. We serve a large geographical 
area.  
 
c. Ridership:  
 
SPOT ridership continues to increase.  Please see the attached ridership report.  Our numbers 
surpassed 2019 (pre-covid) by more than 36,000 rides in 2022. With area growth and knowledge 
of the SPOT service, we expect SPOT ridership to increase in 2023. We provided 136,0253 rides 
in calendar year 2022.  In December 2022 alone, SPOT buses provided 5,516 rides for seniors 
and 369 rides for riders with disabilities, and 19,815 rides for youth and the general public. 
Please see the attached SPOT Ridership document. We will reach a milestone of providing one 
million rides, probably in the first week of February 2023. We currently utilize TRANSLOC 
which allows patrons to track locations of the  fixed routes in Bonner County. This allows them 
to schedule their time and meet the bus as it arrives. This proves very helpful during inclement 
weather. They can track the bus location on their phone in the event of traffic delays and poor 
road conditions.  

 
 
d. Applying for a Vehicle:  
 
My understanding is that the condition of the two 2017 buses will rank in the excellent category. 

With the new (to us) buses we can confidently continue to provide Paratransit and fixed route 
Service for Bonner County residents and expand our stops. We also provide Demand service for 
Boundary County residents transporting them to Sandpoint two days each week and service to 
Bonners Ferry two days each week. We may add service on Mondays (starting April 15) for 
Boundary County residents who need transportation to Bonners Ferry.  
 
The two buses will replace high mileage vehicles. SPOT currently operates vehicles daily with 
many miles on them. We have a 2010 Paratransit bus that operates daily with 240,220 miles on it 
and a 2007 Paratransit bus with 235,502 miles on it. We also operate a 2014 bus with 274,412 
miles and a 2015 bus with 288,911 miles. The wheels continue to need a lot of attention and 
work to keep them from falling off. A rear wheel on bus 115 sheared off while on route. We 
have had to replace hubs, wheels, and studs on them as well as tires on the rear ends. They 
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continue to break loose. We plan to keep these as spares for the short-term. We will work within 
ITD and FTA parameters when we decide to sell them. We rate them as poor to marginal 
condition. We also removed two vehicles from service that will be sold as soon as possible. We 
took a 2006 bus (Bus # 106) out of service in  Dec 2016  which has a cracked frame and 311,797 
miles on it and a 2011 bus (Bus # 111) out of service in May 2019 that has 343,366 miles on it. 

In summary, we will sell buses 106 and 111 as soon as we can. We plan to sell the other three 
when we can no longer use them and possibly soon after rehabilitating these two buses and 
putting them into service.   
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Section 3: Project Planning 
 
a. Ties to Specific Goals in the ITD Statewide Transportation Plan 
 
Goal: Ensure the Safety and Security of Public Transportation  
1. SPOT strives to ensure the safety and security of the public.  
2. SPOT holds regular training meetings with the staff to review procedures and policies. Guest 
speakers are sometimes brought in. The police have spoken to review the gun policies and give 
the drivers direction on how to handle situations involving guns.  
3. SPOT is now ordering all buses with multiple cameras on both the inside and outside.  
4. SPOT is up to date in training drivers on the safe operation of the lifts. 
5. SPOT strives to transport all passengers safely in a timely manner. 
 
Goal: Encourage Public Transportation as an Important Element of an Effective Multi-Modal 
Transportation System in Idaho  
1. SPOT equips all our buses with bike racks and posts training videos on the website instructing 
on their use.  
2. SPOT participated in the development of Sandpoint’s Multi Modal Transportation 
Plan in 2020-2021.  
3. SPOT is installing bike racks at bus stops to encourage bicycle riding to the 
stops.  
4. Property developers use the availability of our services in the traffic impact analyses that are 
required when new developments are planned and permitted, demonstrating the positive impact 
of our services to the overall transportation system. 
 
Goal: Preserve the Existing Public Transportation Network  
1. SPOT continues to look to the future. Growth is our goal. SPOT has no intention of 
maintaining the status quo.  
2. SPOT plans on being in operation for the benefit of the public indefinitely. 
 
Goal: Provide a Transportation System that Drives Economic Opportunity  
1. The economy of the service area of SPOT is largely based on tourism. SPOT has a financial 
partnership with Schweitzer Mountain Resort driven by the desire to move both locals and 
tourists between the resort and the communities below. The hotels, restaurants, and shops are 
major benefactors of this partnership.  
2. SPOT is the sole transportation for many riders. It provides them daily access to employment. 
City planning departments repot that developers have chosen to invest in the Sandpoint area 
because it has public transportation. The Chamber of Commerce reports people visit our area 
because there is public transportation. 
3. Project planning and coordination is a continuous ongoing effort. SPOT provides public 
transportation services in two counties and is a sub-jurisdiction of six Idaho government entities. 
In addition to the work of the Board and Executive Director, SPOT utilizes service development 
committees to help assess transportation needs in the area and recommend service changes and 
improvements to the SPOT Board. Vehicles are tools of the operating program.  SPOT requires 
vehicles to achieve our operational benefits stated below: 
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Improve Efficiency and Increase Ridership 
We expect this grant to accomplish both improved efficiency and increases in ridership. The 
continuation of reliable fixed route and demand route service will continue to increase SPOT’s 
ridership and lower our overall cost per ride.  
 
Improve Safety 
As with any public transportation system, the roads are always safer with less vehicles on them. 
More so when those vehicles are reliable. The new buses will require less repairs. We will 
maintain them at a high standard to maximize their useful life. We have attached or Vehicle 
Maintenance Plan which details daily, weekly, monthly, and annual schedules. Due to the 
newness and quality of these vehicles, putting them on the road will improve the safety of other 
vehicles and our riders.  
 
Improve Mobility 
SPOT continues to explore new avenues of service to and between the communities in which we 
operate. We always have the attitude of “come join us”.  Whenever someone suggests new 
service options, the response of SPOT to have them help us work out how that idea can become a 
reality.   Growth does not happen by just responding “We can’t do that”. There are a lot of 
creative people that can help SPOT provide new and better service to Bonner and Boundary 
Counties. 
 
b. Project Development Process 
 
1) Describe coordination with local stakeholders 
A primary source of our project development process is relying on our Strategic Plan. The 
Strategic Plan was developed with a broad range of community input. The Strategic Plan outlines 
the goals of SPOT. Our Strategic Plan is included as an attachment.   
 

SPOT Mission Statement 
 

A COOPERATIVE EFFORT OF AREA MUNICIPALITIES TO PROVIDE 
CONVENIENT, SAFE AND RELIABLE PUBLIC TRANSPORTATION FOR RESIDENTS 
AND VISITORS TO EMPLOYMENT, RECREATION AND SERVICE DESTINATIONS. 

 
This mission statement is the result of a community visioning process which resulted in the 
following vision statement:  

SPOT Vision Statement 
 

SPOT is the people’s choice for travel throughout North Idaho. 
We will continue to help preserve North Idaho’s human and natural environments 

for generations to come. 
We are innovative, taking advantage of new technology to stay cost effective and 

affordable. 
SPOT is recognized and leveraged as a valuable asset for economic development 

and community vitality. 
Our partnerships and strategies for self-reliance are a national model. 
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Our Marketing and Public Outreach Plan outlines a clear path towards growing ridership and 
building community support. SPOT continues to grow its awareness, usage, and impact Bonner 
and Boundary Counties in a positive manner. We included our Marketing and Public Outreach 
Plan as an attachment.   
 
SPOT also commissioned Shift Community Solutions to produce “See SPOT Run, A 
Comprehensive Success Guide”. This guide included a survey of riders to help guide route 
development, service improvements, and marketing efforts. 
“See SPOT Run, A Comprehensive Success Guide” is included as an attachment. 
 
The SPOT board is made up of representatives from the cities of Dover, Sandpoint, Kootenai, 
Ponderay, Bonners Ferry, and Boundary County. This ensures that the needs of each community 
are represented in the decision-making process. SPOT also utilizes local service development 
advisory committees that include a range of community stakeholders. Based on input from our 
Boundary County service development committee and the Boundary County Commissioners, 
SPOT has expanded its service area in Boundary County over the last three years to include the 
City of Moyie Springs, the Three Mile area and the Paradise Valley area. 
 
SPOT enjoys enormous and continued support in the communities that we serve. Due to the 
support, we secured the match required to uphold our end of the deal. Our riders and 
communities eagerly await the arrival of these new buses. This vehicle rehabilitation project is 
ready to implement if funded.  
 
2) Describe efforts undertaken to coordinate and include minority and low-income 
populations 
 
North Idaho is an area of the state with very few minorities. There is minority representation on 
the Service Development Committees. 
 
There is representation from social service agencies that work with low-income populations on 
the community development committees. Input on service needs have been given by the Bonner 
Community Food Bank, the Sandpoint Senior Center, the Bonners Ferry Senior Center, the 
Bonners Ferry Food Bank, riders from low-income housing, and local elected officials regarding 
their constituents. This input represents the low-income population. 
 
3) What is your plan to include Disadvantaged Business Enterprises (DBS’s) in this 
project?  
SPOT utilizes ITD’s DBE program and submits reports to ITD as requested. 
 
4) Identify any local Labor Unions (if applicable) as identified by the Department of Labor 
There are no local labor unions covering workers employed under this grant application. 
 
SPOT Authority does not discriminate in anyway and provides transportation services to all of 
those who need it. We provide transportation to various stops that allow riders to access many 
businesses for personal care, shopping, and work.  
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c. Public Participation Efforts 
 
This project is supported by the governmental entities included in our Joint Powers Agreement, 
including the Cities of Dover, Sandpoint, Ponderay, Kootenai, Bonners Ferry, and Boundary 
County. The SPOT Director periodically presents information about SPOT at local public 
governing board meetings. This grant application process has been discussed at past SPOT board 
meetings and SPOT Finance Committee meetings. Our SPOT Board with support of  the 
Boundary County SPOT Advisory Committee and the SPOT Finance Committee unanimously 
approved acquisition of these buses at the October 15, 2022, SPOT Board Meeting.  Please see 
minutes attached and note c. under Action Items.  
 
d. Provide Attachment B: Milestone Reporting 
Attachment B is attached. 
 
e. Provide Attachment C (if applicable): NEPA Worksheet if applying for a project 
that moves dirt.  
 
We will not be moving dirt for this particular acquisition, hopefully! We did attach a NEPA 
Worksheet. 
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Section 4: Project Benefits/Evaluation 
 
Vehicles are tools of the operating program. SPOT requires vehicles to achieve our operational 
benefits as stated below: 
 
a. Improve safety 
As with any public transportation system, the roads are always safer with fewer vehicles on them 
and more so, when the vehicles on the roadways are reliable. Our Paratransit and Demand route 
ridership continue to grow the fastest and we require safe vehicles to accommodate the increased 
ridership. The newer 2017 buses will require less maintenance, improving the safety of other 
road users and our riders.  
 
SPOT consciously included safety considerations in all our decisions, including operations and 
vehicle procurement. This project budget includes funds for driver safety training. SPOT utilizes 
RTAP funding for first aid and CPR training for the drivers. Our new buses include on-demand 
chains to increase safety in the winter. We also have included funds in the budget to remove 
snow at bus stops to increase safety. SPOT also includes instructional videos on our website to 
increase rider safety. 
 
b. Improve mobility 
SPOT continues to explore new avenues service to the community.   We always have the attitude 
of “come join us”.   Whenever someone suggests new service options, the response of SPOT to 
have them help us work out how that idea can become a reality.   Growth does not happen with a 
response of  “We can’t do that”. There are a lot of creative people that help SPOT provide new 
and better service to Bonner and Boundary County. SPOT participated in Sandpoint’s multi-
modal transportation plan in 2020-2021. As a member of the Bonner County Area Transit Team 
(BCATT), we receive the first word on all area transportation projects. We have the opportunity 
to share our perspective and request inclusion - that they accommodate public transit in the 
projects. 
 
We also expect this grant to accomplish both improved efficiency and increases in ridership to 
increase mobility. The continuation of reliable fixed route and demand route service will 
continue to increase SPOT’s ridership and lower our overall cost per ride.  
 
c. Support local economic development and expand economic opportunity 
SPOT strives to increase economic opportunity in its service area. SPOT strives to increase 
economic opportunity in its service area. First, we shop locally and employ local citizens. We 
buy our supplies and parts from local vendors as practical. We utilize local services such as local 
repair shops, our attorney, and our CPA. Routes such as the Festival at Sandpoint service and the 
Schweitzer service support tourism and recreation in our area. These services have had high 
ridership counts and a very positive effect on our local economy while increasing convenience 
for riders and reducing vehicle and parking congestion. 
 
In Bonner County, both our fixed route service and our paratransit service are used by employees 
to get to work. Riders use public transportation services to get to shopping and medical 
appointments. Property developers use the availability of our services in the traffic impact 
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analyses as required when new developments are planned and permitted, demonstrating the 
positive impact of our services to the overall transportation system. 
 
Project Evaluation: 
 
a. SPOT bus will continually evaluate success of the project.   
The following data will be collected and evaluated specifically for the vehicles included in this 
project: 
 

SPOT will maintain and sustain the vehicles through our high standard of 
upkeep and maintenance. Our buses and equipment continuously have a long 
productive life as shown by the vehicles we strive to replace. Maintenance 
costs for each bus are evaluated monthly. Changes to the maintenance 
program will occur based on evaluations to ensure the safety of the vehicles 
and to extend the life of the vehicles. We also receive daily reports if 
something malfunctions on each vehicle. This allows us to address concerns 
and fix problems immediately. Please see our Vehicle Inspection Form.  

 
b. The following data will be also collected and evaluated: 
 Ridership is collected and tabulated weekly and evaluated monthly by our Board and 

Committees. Ridership data includes general boardings, youth, senior and disabled. Stop 
utilization is also recorded and regularly evaluated. In calendar year 2022, SPOT’s total 
ridership was 136,253. The pandemic reduced ridership in 2020 to 90,609. 

 Ridership by Youth and Young Adults. SPOT has identified these two groups of riders as 
having large growth potential. We have targeted a 20% growth in this ridership. Much of 
our ridership on the Mountain Route, up and down Schweitzer Mountain Road fall in 
these categories 

 Vehicle mileage and tire wear/replacement 
 

c. The following data will also be collected and evaluated regularly as follows: 
 

 Cost “Dashboard”. SPOT has developed a cost “dashboard” to monitor the cost per ride 
and cost per mile for our fixed route and paratransit routes. This enables us to monitor 
and increase our operating efficiencies on a monthly basis 

 Website and Social Media Use. SPOT monitors its website traffic and social media reach 
 We collect and tabulate mileage sheets weekly 
 Budgets are evaluated weekly or more by staff and monthly by the Finance Committee 

and the SPOT Board. We expect a downturn in maintenance and fuel costs when we add 
the new vehicles to our fleet. 

 
SPOT will sustain  and maintain the equipment after the end of the grant period 

The maintenance of the asset purchased under this grant will be covered by the operating budget, 
and the bus will have a useful life beyond the end of the grant period. Future 5311 grants will 
fund continued maintenance and operation costs for the bus. 
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SPOT has the capacity to carry out the project as proposed 
The reorganization of the SPOT administration team has brought a higher level of management 
capability to the organization. The creation of a Finance Committee provides excellent financial 
oversight. The SPOT CPA provides detailed monthly financial statements. Copies of the latest 
income statement and balance statement are attached. 
 
SPOT has demonstrated its ability to manage the grant funding by having a technical rating of 
“Low” by ITD’s Public Transportation Division. 
 
While the governmental agencies that provide match cannot commit to match amounts beyond 
the current fiscal year, all are strongly supportive of the system and are expected to continue to 
financially support SPOT. The match money for this project will come from the SPOT Capital 
Purchase Match Fund. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

106



Selkirks Pend Oreille Transit Authority (SPOT)  
FFY 2024 VIP Funding Source One-Time Capital Application – Vehicle Rehabilitation 

Page 17 of 34 
 

Section 5: Project Budget 

a.  Budget Narrative: 

The amount of $ 45,865.80.00 will fund cost associated with bringing to 2017 buses to North 
Idaho and have them mechanically ready to roll with possibly a new coat of paint if deemed 
necessary. We are requesting grant funding in the amount of $ 36,692.64 and we have secured 
local match in the amount of  $9,173.16. SPOT staff will drive the buses from southern Idaho to 
North Idaho on Saturday January 28, 2023. 
 
1. We cannot scale down the project. However, the cost estimate is high because we do not know 
what these buses will need . The actual cost for each vehicle should be lower than the maximum. 

2. This is not a construction project. Davis Bacon wages will not apply to our portion of the 
purchase.  

3. SPOT has the financial capability to make the purchases on a reimbursement basis with 
careful planning on the delivery and reimbursement schedule. See the Balance Sheet in the 
attached current financial statement.  
 
b. Itemized Project Budget Vehicle Rehabilitation – two 2017 buses 

This project request will fund costs for parts, supplies and labor to rehabilitate two 2017 buses 
allowing us to use them for demand and fixed route services. A quote for exterior work is 
included in this application.   

The project budget for THIS request = $ 45,865.80  

Description Grant amount requested 
to fund cost increase 
Purchase Price    
 Increase                 

Our Match 
To fund cost 
increase 

Quantity Total cost 

Mechanical 
item – tires,  
brakes, steering, 
suspension 

$4,400.00                   
 

$8,800.00 

$1,100.00 
 
$2,200.00 

2 
 

$11,000.00 

Exterior body 
work and 
maybe paint 

$11,306.32    
 

$22,612.64 

$2,826.58 
 
$5,653.16 

2 28,265.80 

Other additional 
costs** 

$2,640.00          
 

$5,280.00 

$660.00  
 
$1,320.00 

2 $6,600.00 

Total = $36,692.64       = $9,173.16           = $45,865.80 
Additional Costs** - Lift inspection, registration, DOT Inspection, decals, communication 
equipment. 
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ATTACHMENTS 

 Attachment A: Project Budget Request Form  
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Attachment B: Milestone Reporting  

FFY 2024 One-Time Capital Application 
Attachment B:  Milestone Reporting 

 

Agency Name Selkirks Pend Oreille Transit Authority 
Agency Contact Donna Griffin 
Phone # 208-263-3774 Email dgriffin@spotbus.org 
Grant Program 5339 Rural One Time 
Federal Award Amount $36,692.64 
Scope of Work:  Fund the cost to put two buses into service in Bonner County, one or both for Paratransit, or one on 
Paratransit and one on fixed route.  
 
Milestone Progress Report: Target of major tasks to be achieved by specific dates.  
The report should include information such as: data for each activity line item within the approved project; a discussion 
of all  

 budget or schedule changes; original, estimated and actual estimated completion date 
 description of projects, status, specification preparation, bid solicitation, resolution of protests, and contract 

awards;  
 breakout of the costs incurred and those costs required to complete the project; reasons why any scheduled 

milestone or completion dates were not met, identifying problem areas and discussing how the problems will be 
solved; and discuss the expected impacts of delays and the steps planned to minimize these impacts. 

Add additional milestones to the table below as needed. 
 

Name 
Estimated 

Completion Date 
Description 

Notified that SPOT will take 
ownership of the buses 

Complete October 2022 ITD 

SPOT to transport buses to 
Sandpoint. Insure and 
register.  

January 27-28, 2023   

Mechanical repairs, tires, 
brakes, etc., vehicle and lift 
inspections 

February – July 2023 Estimated at $8,800.00 each  

Remove striping and residue 
from old decals = detail and 
new paint and new decals 

May – August 2023  

Contract Completion Date September 30, 2023 Close out grant 
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Attachment C: NEPA Worksheet 

I completed it to the best of my ability considering this project, but it does not apply to this 
project. Thank you for your consideration.  
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Attachment D: Demonstration of Need 
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Back-Up Documentation 

A. SPOT Strategic Plan, SHIFT Marketing and Outreach Plan for SPOT, See SPOT Run 
Guide, and Selkirk Pend Oreille Transit Vehicle Maintenance Program documents are 
separate attachments in the email.  

 
B.  Ridership Report 
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C. Board Meeting Minutes from October 20,2022. Please see Board Action item C 
authorizing SPOT to take possession of the vehicles.  
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115



Selkirks Pend Oreille Transit Authority (SPOT)  
FFY 2024 VIP Funding Source One-Time Capital Application – Vehicle Rehabilitation 

Page 26 of 34 
 

D. Price quote for bus exterior.  Remove red and blue striping and paint if needed.  
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Price quote to remove decals, detail and pain white 
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E. Latest Income and Balance Sheet 

 

 

 

 

 

 

 

 

 

 

 

 

 

120



Selkirks Pend Oreille Transit Authority (SPOT)  
FFY 2024 VIP Funding Source One-Time Capital Application – Vehicle Rehabilitation 

Page 31 of 34 
 

F. Vehicle Inspection form 
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Letters of Support 
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Rd 

 

 

OVERVIEW 
The goal of this SPOT Marketing and Public Outreach Plan is to provide a clear path 
towards continuing to grow ridership and build community support. SPOT has a solid 
foundation on which to build increased marketing and public outreach efforts. It has a 
strong brand, solid ridership, enthusiastic community support, and positive political 
momentum. This plan will leverage all of these assets in a thoughtful and strategic way.  
 
The Marketing and Public Outreach Plan addresses the following: 
 

• Current marketing efforts  
 

• Who is riding today, why they ride, and how to get them to ride more 
 

• Who isn’t riding much today and how to get them onboard 
 

• A toolkit of strategies, rated by cost and complexity, and mapped to target 
audiences 

 
• A three-year approach to implementation 

 
• Partnerships required to successfully implement this plan 

 

Informing this plan are stakeholder interviews, two community surveys – from riders and 
stakeholders, and market research performed by SHIFT. This plan uses industry best 
practices, opportunities unique to SPOT and the communities it serves, and successful 
efforts from other communities. 
 
Implementation of this plan will result in a stronger SPOT that continues to weave itself 
more tightly into the fabric of the community. In several of our community interviews, the 
idea of making SPOT “just the way you get around” and “what our community does” and “a 
community institution” were expressed and embody exactly what a good marketing and 
public outreach plan can do for SPOT, along with strategic implementation. 
 

 

 

 

See SPOT Engage 
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SPOT MARKETING EFFORTS TO DATE 
The SPOT brand is very strong for a small transit system. SPOT’s brand reflects the 
community and is easily identifiable. The logo, bus graphics and generally positive 
community perception of SPOT are tremendous assets that can be leveraged towards a new 
infusion of energy, excitement, and growth. 
 
As SPOT moves forward with 
the marketing and outreach 
efforts of this plan, the brand 
and what it represents should 
be infused into all the various 
outputs. The brand should 
remain the same and be 
adapted and leveraged to 
connect more people to the 
bus and get more people on 
board. The main goal of this 
plan is for the community to 
view the SPOT brand 
synonymously with economic 
vitality and development.  
 
SPOT has gone through a common cycle for new services in rural areas with a limited 
budget. Initially, SPOT had a lot of buzz, the awareness of SPOT grew quickly, there was 
initial money to market the service, and ridership grew quickly. Now, SPOT has hit a 5-year 
plateau where ridership is steady but not growing, awareness among non-riders has 
dropped, money for marketing is very limited, and customer information needs 
improvement. SPOT must invest more in marketing in order to reverse this trend. The 
baseline budget for marketing is very small: 
 

The current SPOT marketing and advertising budget  
is only $1500-$2000 per year. 

 

This current spend consists of limited print advertising, printed brochures, and website 
costs. Bus graphics and bus stop signage are not included in this total, but are included as 
part of the Capital Improvement Plan (bus graphics are included in the cost of a new bus 
and bus stop signage project already funded and slated for 2017). The advertising budget is 
so limited that SPOT is not able to build awareness or grow ridership through marketing or 
outreach. 
 
SPOT should start planning for how to grow funding for these marketing investments. This 
is a challenge that will be addressed later in this plan with ideas on how to partner and 
trade for market exposure. The good news is that SPOT has strong brand fundamentals and 
is ready to build on this foundation to renew itself and look for more support and use in the 
coming three years. 

The SPOT Brand = fun, interesting, community-oriented 
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COMMUNITY SURVEYS 
SHIFT conducted two similar surveys, from two distinct community groups – existing 
riders and community stakeholders. The goal of the surveys was to understand a variety of 
aspects including the markets and identify marketing opportunities, service improvement 
needs and perceptions of SPOT.  Only a portion of the questions from each survey were 
asked of both groups, the rest were tailored specifically to either existing riders or 
community stakeholders.  
 
This plan focuses only on the survey responses that inform the markets and marketing 
opportunities. The existing riders group responded to marketing questions about how they 
use SPOT and why, how they plan their trip, and where they get their SPOT and other 
community information. The stakeholder group represented key decision makers and 
responded to some rider questions, such as why they ride or don’t ride and what could get 
them to ride or ride more frequently, as well as marketing ideas for increasing ridership.  
 

Existing Riders Survey - Results 

SHIFT conducted a survey of existing riders to understand who is using SPOT, why they are 
riding, and how they use the bus. 45 riders responded to the survey, which represents 
approximately 3% of the average weekly ridership, and 21% of the average daily ridership. 
 
They survey shows 25% of respondents use SPOT 10 or more times a week, while 50% of  
respondents use it between 1-5 times a week. All respondents ride on weekdays and  
almost all ride on weekends too. The large majority live in Sandpoint, and most are 
employed, followed closely by retirees (retirees includes those no longer working, not 
necessarily retirement age). 
 

Rider Residency     Employment Status 
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In terms of age, SPOT riders tend be either younger riders, with 44% of riders aged 25 or 
younger, or older riders, with 28% of riders aged 56 or older. Middle-aged riders make up 
the smallest percentage of riders. 

 
Rider Age 

 
 

 
 

When asked about trip purpose, SHIFT found that most SPOT riders were using the bus for 
shopping, followed closely by work, but the results show that SPOT is being used for a wide 
variety of trip purposes. The data show that SPOT has a diverse ridership that counts on 
the service for all types of trips: 

 
Reason for Trip 
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Another goal of the survey was to find out how riders are doing their trip planning, how 
they originally found out about the bus, and why they ride: 

 
How Did You Plan Your Trip Today? 

 

 
The “other” responses were predominately that the rider knows the schedule and doesn’t need to pre-plan 
their trip. The two additional responses received as “other” are: 1) schedule on phone; 2) called paratransit. 

 
 

How Did You Hear about SPOT? 
 

 
 

Why Do You Ride SPOT? 
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Existing Riders Survey - Discussion 

SPOT is used by a diverse group of 
people, representing many age 
groups with varying reasons for 
using SPOT. There were a few 
patterns identified in the responses 
received that lead to assumptions 
regarding who the majority of 
riders are today and what groups 
of riders are not as prevalent.  The  
survey results highlight three 
target market opportunities: 
 

1) Youth/young adults 
 

2) Seniors 
 

3) Employees (middle ages) 

 
The youth/young adult segment of SPOT respondents can be summarized as follows: 
 

 They form the majority of riders responding to the survey 
 

 They don’t drive or have access to a vehicle  
 

 They are almost solely use SPOT for shopping and work trips 
 

 70% live in Sandpoint 
 

 They use both routes equally 
 

 They predominately get their information from the SPOT website   

The survey was conducted in August; therefore, youth respondents were not in school and 
no responses were collected reflecting that this age demographic is using SPOT for school 
transportation. Additional information or survey data would need to be collected to 
identify whether they are using SPOT for transportation to and from school. Without 
knowing the results, assumptions can be made that this is likely occurring during the 
school year. Gaining more youth ridership during the school year is certainly a marketing 
opportunity through outreach and promotion at the schools. 
 
Riders greater than 65 in age made up 16% of respondents. This group’s responses can be 
summarized as follows: 
 

 They use SPOT primarily for shopping and leisure trips 
 

 50% live in Ponderay 
 

 They get their SPOT information from a variety of places – website, brochures 
around town, newspaper, and at community centers 
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 Their trips tend to be longer in miles, which might be because 50% of the 
respondents from this demographic reported to live in Ponderay and are likely 
traveling to Sandpoint or another location outside of Ponderay for their 
shopping and leisure trips 

 

 They ride SPOT predominately because they would rather not drive and because 
it’s easy and convenient 

 
Almost 56% of all respondents heard about SPOT from someone (word of mouth), with 
about 30% finding out about SPOT by seeing the bus. This leaves about 14% of 
respondents learning about SPOT from other forms of marketing. This is an indicator that 
either SPOT has invested little in advertising or riders are not receptive to the types of 
advertising that SPOT has pursued. The former is likely the primary reason, but 
strategically selecting the type of advertising is also an important consideration.  

 

Stakeholder Survey (Riders and Non-Riders) – Results and Discussion 

SHIFT polled community stakeholders by designing an online survey and distributing it 
electronically through a variety of means including the Sandpoint Chamber, city and county 
electronic mailing lists, a link on the SPOT website, a feature in the Bonner County Bee, and 
a feature on Sandpoint Online.  Here are the results of 49 respondents who took the survey. 
 
Rider Residency 
 

 
 
 

131



See SPOT Engage: Marketing and Public Outreach Plan                                                                                          E. 8 
 

SHIFT Community Solutions 
 

43.5% have never taken SPOT before. Of these respondents, the following reasons for not 
riding were received: 
 

 
 
When this group was asked what could get them to ride spot, they responded as follows: 
 

 
In addition to the choices provided above, the group was also given the option to write in 
their own ideas that might get them to ride SPOT. Their feedback was predominately split 
between two responses: 1) clearer information and route maps; 2) expanded service to 
Sagle, Baldy Road, and shuttle service between parking areas and City Beach/downtown 
during the weekends.  
 
56.5% of the stakeholder group has taken SPOT. When asked their reasons for riding, the 
top three responses among respondents were: 1) transportation while their car was 
repaired; 2) leisure or social activity; 3) shopping. These results are consistent with  
the results of the rider survey; few middle-age respondents are using SPOT for 
transportation to and from work. The stakeholder group likely uses SPOT for infrequent 
trips, on occasion, not for daily commuting. 
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The stakeholder group was asked to respond to what the perception of SPOT is and its role 
in the community. Here were the responses: 
 

 
These results indicate that stakeholders perceive SPOT as a necessary service for those that 
need it and as a benefit to residents to allow them more transportation options. They see 
SPOT less as helping the local economy and businesses and even less as giving visitors 
more transportation options. These are two areas where more targeted marketing can 
change the community’s perception of SPOT from offering limited, but necessary, 
transportation benefits to SPOT being “a community institution” and “just the way we get 
around,” as heard during several stakeholder interviews.  
 
The stakeholder group was asked what the most cost effective marking strategies/tools are 
to attract more riders and improve awareness of SPOT and the following responses were 
received: 
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Getting more information out about SPOT around town is a common theme in the results of 
both community surveys that could help increase ridership with the general community as 
well as visitors and establish SPOT as beneficial to the economy and businesses.   
 
There can be a relationship between increased ridership and economic and community  
vitality. SPOT riders walk or bike to and from each bus stop when they begin and end their 
trip. Walking by businesses creates opportunities for more economic activity around these 
bus stops. When parking is limited people may decide not to visit downtown areas at all, 
whereas SPOT could provide a hassle free and easy way to get people to a location without 
the stress and inconvenience of parking. 
 
 

Marketing for Boundary County, Paratransit, and Vanpool 
Much of the research, discussion, and tools in this plan are focused on riders of the fixed 
route system – Blue and Green Route riders. This market represents one of the largest 
opportunities for growth through marketing and outreach. Many of the marketing ideas in 
the toolkit section of the plan can be used for these services, but it is important to discuss 
specific marketing tactics for Boundary County, paratransit and vanpool and the 
communities they serve. These groups weren’t specifically surveyed, but SHIFT conducted 
many interviews and drew on best practices when marketing to these groups. 
 

Boundary County-Bonner’s Ferry Demand Response Service 

This service is still relatively new, running less than eighteen months, and has done a good 
job of attracting a base of riders that need the service. It routinely runs at better than two 
riders per hour, which is good for a demand response service.   
 
In a small community such as Bonner’s Ferry, word of mouth and grassroots marketing are 
the best approach. As a new service, SPOT needs to educate the community about what 
SPOT is, how it operates, and why it’s good for everyone.  
 
The first step is creating a 
simple marketing piece that can 
printed and distributed in 
several forms including as a 
rack card, a flyer, and 
electronically. The purpose of 
this would be two-fold: to 
promote the service itself and 
how to use it (hours of service, 
destinations, etc.), and to 
educate on what public 
transportation is.  
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The educational message should be: 
 

• Public transportation is a public service and is open to everyone 
 

• The city and county support and sponsor SPOT services 
 

• With more demand and use, SPOT could add more service to the Bonner’s Ferry 
area 

 

• Public transportation is good for the community – it provides vital mobility, saves 
riders money, and provides more independence to those who use SPOT 

 

 
Recommended distribution of this marketing 
piece is:  
 

 posting around town 
 city mailings 
 local businesses 
 hospital 
 assisted living facilities (e.g. Restorium) 
 visitor center 
 city hall 

 

SPOT should also consider being interviewed 
on the local radio show and presenting to as 
many community groups as possible. It should 
also be distributed electronically through 
Bonner’s Ferry online, Facebook groups, and 
city and county online resources. 

 

 

 

Bonner County Paratransit Service 

Paratransit service is a federal requirement of a fixed route service, when federally funded. 
SPOT should consider marketing this service in conjunction with marketing the fixed route 
service. There are numerous benefits to increased awareness of paratransit service:  
 

1) providing mobility to those that need it most 
 

2) increasing efficiency/productivity of paratransit service by linking multiple trips 
together instead of only single rider trips 
 

3) providing positive community perception 

 
 

SPOT strengthens the community by 
providing mobility and independence 

 

Credit: Bonner’s Ferry Herald 
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Currently, this service is marketed very little. There is a very small mention of it on the 
SPOT schedule, with no detailed information about the service, and the website doesn’t 
have any section about this service. SPOT should increase the information about 
paratransit on the SPOT printed schedule and website as a first step to better marketing 
this service. The next step would be to create a dedicated informational card on this 
service, much like the one suggested for the Bonner’s Ferry demand response service, that 
would describe hours of service, prequalification process, area of service, and other helpful 
information. This should be distributed to all social service organizations in the Sandpoint 
area, as well as at assisted living facilities, the hospital, disability organizations, and the 
senior center. 
 

Vanpool 

Based on the current lack of affordable housing and challenges that employers have in 
finding skilled workers, SHIFT anticipates that SPOT will see significant growth in this 
program. Employers will find 
that vanpool can provide 
them with skilled workers 
from outside the area, and 
employees will find that 
vanpool links affordable 
housing locations with high 
paying jobs in a cost-effective 
way.  
 
Vanpool marketing is 
straightforward: 
 
Put together an informational piece on how vanpool works 
 

 Include example pricing and commuter tax benefit information (vanpool qualifies 
for pre-tax consideration under the Commuter Benefits program) 

 Describe benefits of vanpool for employee and employer 
 Adapt for flyer/brochure and electronic dissemination  

Set-up meetings with owners and managers of local businesses and present vanpool basics 
 

 Find how vanpool can solve the employee challenges 
 Vanpool delivers happier, safer, better rested employees to the job 

Follow-up with interested employers to build interest among employees 
 

 Employee staff meetings, email communications, and drop-in coffee talks are all 
ways to build employee interest 
 

The Sandpoint area employers should be very receptive to vanpool, and SPOT could see 
this program grow quickly with some basic promotion and direct outreach. 
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Marketing to Those Who Will Never Ride 

Riders or non-rider aside, the public perception of SPOT is critical to ongoing partnerships  
and funding. SPOT is a public agency receiving local tax dollars that aren’t guaranteed year-
to-year; therefore, marketing to the community itself is a necessity. It’s not enough to have 
regular riders taking more trips, new demographics getting on the bus, and routes 
connecting to new destinations. Elected officials, business leaders, non-profit 
organizations, and the community at large must know about SPOT and understand why 
SPOT is important to the community, regardless of whether someone rides or not. SPOT 
needs the community to feel that public transportation is an important community asset 
and something worthy of supporting. 
 
SPOT can tailor the message for a particular group, but some of the resonating talking 
points that board and staff can use include: 
 

SPOT is good for quality of life 
 

 Communities with good public transportation are nicer, easier, more connected 
places to live and work 

 Public transportation makes the community more attractive – those living here 
are more likely to stay and those thinking of living here are more likely to relocate 

 Communities that rely less on single occupancy vehicles are more resilient  

SPOT is good for business 
 

 With a tight job market, employers are looking for ways to attract and retain 
employees – public transportation options make this easier 

 Consistent transportation means employees get to work safely and are often more 
rested and ready to work 

 Those people riding SPOT save money and can spend it on other things 
 Bus trips end and begin with walking or biking, which means bus riders are more 

likely to frequent businesses while enroute 

SPOT is good for housing 
 

 With limited affordable housing within walking distance to most amenities, SPOT 
can better link jobs and services with housing in outlying areas 

 Vanpool can be used as a tool to link areas of regional activity 

SPOT is good for biking and walking and community health 
 

 Public transportation can reduce depression and isolation among those who use it 
 Every bus trip on SPOT starts and end with a walk or a bike trip, which helps 

improve health 
 SPOT takes an average of 400 cars off the road per day, which improves the 

downtown experience for biking and walking 
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SPOT is good for the environment and congestion 
 

 With an average of 6 people an hour getting on the bus, that means the effective 
miles per gallon of the bus is 72MPG! 

 More people on the bus = less people in cars 
 SPOT must continually talk about the community benefits of public transportation 

and build specific outreach efforts towards building general awareness. By 
growing ridership and this community awareness, the political support and 
overall goodwill will happen naturally. 

SPOT must continually talk about the community benefits of public transportation and 
build specific outreach efforts towards building general awareness. By growing ridership 
and this community awareness, the political support and overall goodwill will happen 
naturally. 
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THE TOOLKIT 
 

TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Better bus 
stop 

amenities 

One of the top requests from the surveys 
was better bus stops with amenities like 

benches, shelters, and lighting. All of 
these improve the overall riding 

experience and make new riders more 
likely to ride again. Bus stops are also 
the most visible aspect of the service 

and impact the community perception. 

All current and 
potential 

riders; the 
community  

at-large   

Better bus 
stop signage 

Through its work on this plan, SHIFT 
heard that bus stop signage needs to 
improve to show the system map and 
the bus times at a particular stop. The 
signage should also identify the stop 

itself. In addition, larger and more 
visible signs can have an advertising 

benefit. 

Current 
riders and  

general  
community  
impression   

Invest in 
better buses 
that all have 

route 
identification 

Many of SPOT buses are in need of 
replacement and hurt the rider 

experience, especially for those buses 
that don’t have adequate air 

conditioning for cooling in the summer. 
Also, many riders requested desire to 

know what route a bus is running 
through bus identification. Although this 

is a capital improvement issue, it 
impacts marketing and ridership 

growth. Buses with better passenger 
amenities that are easier to board and 
are more comfortable will help market 

the service. 

Current riders, 
new riders, 
and general 
community 
impression   

Improve the 
service 

Although this is part of the transit 
service plan, improving the service is 

certainly a marketing tool. Especially for 
tourists who might use the service to get 

around and for skiers going to 
Schweitzer. And later night service 

might encourage 25-45 demographic 
ridership. 

New riders 
(millennials, 

young 
families), 

tourists, skiers, 
seniors, 

employees/ 
commuters 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Invest in the 
drivers as 
marketers 

Drivers are SPOT’s ambassadors. By 
keeping drivers happy and informed, 

they can be effective marketing tools for 
growing the service. Training drivers in 

how to provide the highest quality 
customer service will pay dividends 
every time someone rides the bus. 

Current riders, 
first time 

riders 
  

New website 

Redesigning and updating the SPOT 
website is recommended and is a key 
customer information tool. This effort 
would include completely overhauling 
the existing site to create a much easier 

user experience; update website content 
with more complete SPOT information; 
include real-time bus information tools; 

and have better maps and timetables. 
Once the new site is built, SPOT should 
plan to use the site for timely news and 

rider alerts, as service changes. 

Youth, tourists, 
businesses, 

existing riders 
  

Press releases 

SPOT should celebrate its successes and 
regularly update the community on 

SPOT through periodic press releases. 
SPOT should have a standard press 

release template and list of press 
contacts for distribution of press 
releases. The Bonner County Bee, 

Sandpoint Reader, Sandpoint Online 
Town Crier, and KXLY should all receive 

SPOT press releases. 

Community at 
large; those 

who may 
never ride 

  

Business 
partner 

campaign 
 “I’m on the 

SPOT”  

This idea is to create a campaign where 
supporting businesses would display a 

“I’m on the SPOT – ask me about the free 
bus” window sticker to show support of 

SPOT. The business would also have 
SPOT schedules available, preferably in 
a holder on the counter, and know the 

basics about SPOT. Also promoting it to 
specific businesses with built-in 

ridership needs like auto repair shops. 

Visitors,  
new riders, 
businesses 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

School 
partnerships 
and outreach 

Since youth are such a big part of SPOT’s 
current ridership, SPOT should work to 

encourage more students to ride the bus 
by promoting SPOT at school events, in 
youth publications (like the high school 

newspaper), and by having SPOT bus 
information at all of the schools. SPOT 
should also look for opportunities to 

partner with schools on transportation 
needs – taking a SPOT route for a field 
trip is a great way to introduce SPOT. 

Youth,  
school staff 

  

Re-do printed 
schedule and 

distribute 
more widely 

Through surveys conducted for this 
project, we know that the SPOT bus 

schedule needs to be updated for easier 
comprehension and made more readily 

available throughout the community. 
The SPOT printed schedule needs a 

better map and easier to understand 
timetable for each route, and it needs to 
include information on paratransit and 
vanpool. A separate information rack 

card should be developed for Bonner’s 
Ferry service for distribution in that 
area. SPOT should consider paying to 
have the schedule distributed in local 

brochure racks. 

Community at 
large; those 

who may 
never ride 

  

Quick 
reference 

guides and 
training of 

staff near bus 
stops 

Businesses closest to the bus stops can 
be one of the best ambassadors for the 
service. This idea involves creating a 

simple quick reference card or handout 
that shows the nearest bus stop location 
in relation to the system map (“you are 
here”) and gives the schedule for just 

that bus stop location (northbound bus 
at :45 from 6:45 until 5:45). This allows 

local businesses to know and share 
information with their customers. 

All 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Flyers and 
posters 

around town 

From market and community research, 
flyers and posters around town seem to 

be an effective communication tool. 
SPOT should develop flyers and posters 
that build awareness of the bus service, 
its benefits, and any new and interesting 
services. This tool could be particularly 
effective when SPOT grows or changes 

its service. Flyers could be placed at 
many locations around town – senior 

centers, social service offices, the 
library, non-profits, and community 
centers would all make good poster 

locations. 

Locals, seniors, 
youth, visitors,  

employees/ 
commuters 

  

SPOT as a 
vehicle for 

better health 

According to a study presented at the 
American Heart Association's Scientific 
Sessions 2015, riding the bus or train to 

work is associated with significant 
health improvements. Promoting this 
fact and partnering with public health 

organizations can be a great way to 
build ridership. The ParkRx program, a 
health initiative to get people healthier 
by exercising in parks, of the Kanisku 

Land Trust is a developing partnership 
for SPOT. By linking the SPOT bus into a 

trip to a park, SPOT can attract new 
riders. This tool is simply partnering 

with ParkRx and other healthcare 
organizations to cross-promote SPOT 

services. 

Those with 
physical or 

mental health 
problems 

  

Presentations 
to partners, 

especially city 
councils, 
business 
groups 

Making presentations is one of the most 
effective ways to educate the 

community about SPOT services and 
their importance. Although this is a time 
consuming effort, it is low cost and very 
effective. SPOT should work to develop a 

standard set of talking points, service 
highlights, and organizational statistics. 

Depending on the presentation, this 
might be a PowerPoint, a 1-2 page 

handout, or use the flyers. This tool will 
help build general community support 

for SPOT. 

Decision 
makers, 

community 
leadership 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Rider of the 
month 

spotlight 
and/or bus 
schedule in 
newspaper 

Advertising in the newspaper isn’t 
something recommended for SPOT due 

to high costs; however, SPOT may be 
able to work with the Bee or Reader to 

get free or discounted placement of 
monthly rider profiles or perhaps 

having the bus schedule in the 
newspaper. The rider profile could be a 

recurring feature that would have a 
picture and quote from a SPOT rider in 

order to highlight why SPOT is awesome 
and showcase a daily rider who’s story 

helps illustrate the paradigm, that SPOT 
is “just the way we get around.” 

All 

  

“Get on the 
SPOT” 

campaign for 
coffee sleeves 
and coasters 

Having a simple message printed on 
coffee sleeves and coasters at local 

coffee shops and restaurants could be a 
low-cost way to create exposure to 
SPOT. This tool would hopefully be 
something that the local business 

partner (restaurant or coffee shop) 
would want to help underwrite. 

New riders, 
millennials, 

choice riders 
(those who 

drive but 
might choose 

to ride 
occasionally) 

  

Employer 
outreach 

Local businesses need to know about 
SPOT and how SPOT can help solve 

employee commuting challenges. SPOT 
should meet with and present to major 
employers and their employees details 
about SPOT services. This tool will be 

particularly helpful in building vanpools. 
Attending employee staff meetings, 

dropping by with donuts for a meet and 
greet, and working with HR staff on 

flyers and emails to employees are all 
ways to implement. 

Commuters 

  

Facebook 
page, social 

media 

Facebook and select regional Facebook 
groups could be effective ways to send 

periodic updates about SPOT with 
interesting and timely content. In order 

to be effective, the SPOT social media 
account must be regularly monitored 

and actively managed. 

Youth, 
millennials, 

community at 
large 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Troubleshoot 
phone app 

and promote 
as part of all 

other 
campaigns, 
along with 

other 
technology 

SPOT has an app that shows customers 
where the bus is in real-time, but it isn’t 

working consistently and isn’t 
promoted. The DoubleMap app could be 

an excellent tool, especially for tech 
savvy riders, but it must be managed 

and promoted (i.e. included on all SPOT 
materials). This technology does take a 

lot of time to manage and keep up to 
date; SPOT doesn’t have this expertise 
or time today. If SPOT does have the 
capacity, integrating SPOT schedule 

information into Google Maps through 
the GTFS file spec could be another way 

to reach technology-savvy riders. 

Youth, 
millennials, 

visitors 
  

Targeted 
radio and 
magazine 

advertising 

Radio seems to be an effective 
advertising tool for ongoing messages to 

build awareness. SPOT should pursue 
trade or public service announcements 

(PSAs) on radio. Additionally, SPOT 
could look at ads in local magazines, 

although this is higher cost and harder 
to trade or get free submissions. SPOT 
has been in Sandpoint Magazine in the 

past and needs to evaluate the 
effectiveness of this ad and its cost 

relative to other marketing potentials. 
Cost dependent on trade or PSA. 

New riders, 
general 

community 
  

Special events 

SPOT could consider providing 
additional bus service for many special 
events throughout the year. This would 

introduce the bus to new riders and 
increase SPOT’s visibility in the 

community; however, special events can 
be challenging. SPOT will need a partner 

who will promote the extra event 
service and limit parking around the 

event venue, or the special event service 
can be underutilized and ineffective. 

New riders 

  

Links to local 
partners 

SPOT should work to integrate 
awareness into as many efforts of the 
cities and counties as possible. This 

could include SPOT on municipal 
websites or having SPOT at city or 

county sponsored events. SPOT should 
be integrated into the cities and the 
county, as the transportation arm. 

The 
community  

at-large 
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The Plan Year by Year 

For the coming three years, SPOT should begin to put into action some of the information, 
ideas, and tools presented. SPOT can take its limited budgeted and staff time and slowly 
and incrementally implement the Marketing and Outreach Plan. 
 

Year Goal and Theme Tools Resources* 

Year 1 

To improve the basic 
marketing and outreach 
building blocks, in order to 
setup SPOT for future success. 
SPOT must invest in basic 
customer information tools, 
rider amenities, PR strategies, 
and partnerships. 

 Bus stop signage and 
amenities 

 Website rebuild 
 Bus branding and ID 
 Driver training 
 Press releases 
 Update bus schedule 

format 
 Links to local partners 

$5,000-$10,000 in 
direct marketing 
spend plus in-kind 
partner support 
 
Staff, board, and in-
kind partners time 
total of 10-20 hours 
per month 

Year 2 

Continue work from Year 1 
and begin to leverage those 
efforts to: 
 
1. Get regular riders riding 
more 
2. Start attracting new 
markets. 
 
With basics in place, SPOT can 
now go to work on getting 
more people on board and 
building community 
awareness. 

 Employer outreach 
 School partnerships 
 Rider of the month spots 
 SPOT for better health 
 Flyers and posters 
 Facebook and social 

media 
 Quick reference guides 

$10,000-$15,000 in 
marketing plus in-
kind partner support 
 
Staff, board, 
contracted, and in-
kind time total of 20-
25 hours per month 

Year 3 

Years 1 and 2 create 
opportunity for Year 3 to be 
year of significant external 
marketing and ridership 
growth among new marketing. 
This is the year to make SPOT 
omnipresent in the 
community. 

 Business partner “I’m on 
the SPOT” 

 Presentations to the 
community 

 Phone app and other 
technology 

 Coffee sleeves and 
coasters 

 Targeted ads 
 Special events 

$20,000-$25,000 in 
marketing plus in-
kind 
 
Time of 25-30 hours 
per month 

 

*This is direct marketing and out expense. Capital and operating expenses that have marketing benefits, such as 
service improvements, bus stop amenities and new buses, are not included in Resources. 
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Each year builds on the next and efforts started in Year 1 must be continually developed 
through Years 2 and 3. Once an effort is started, it is recommended that it be continued 
going forward, unless it is thoroughly reviewed and there is an identified reason it is 
deemed ineffective (effectiveness often increases with time). Budgeting and staffing must 
grow to support increasing SPOT marketing and outreach efforts over the next three years. 
 

Getting This Work Done (Limitations and Need for Partnerships) 

The challenge to implementing this plan is figuring how to fund these efforts and how to 
improve marketing without impacting existing service. Every public transportation system 
faces the same challenge of finding enough funding for marketing and outreach when the 
direct costs of running bus service are a higher priority. But funding this marketing plan is 
critical to SPOT’s success; running SPOT buses without good marketing means the service 
will not reach its full potential. Acknowledging that SPOT has budget and staff limitations in 
implementing the ideas of this plan, SPOT must seek creative partnerships, cost share, 
schedule the work slowly, and use low-cost approaches. 
 
The budget constraint is one of the biggest challenges to plan implementation. SPOT should 
look to allocate more funding to marketing, but this approach will take time – SPOT has a 
fixed budget and service commitments that use almost all the current budget. It is 
recommended that SPOT also pursue a more immediate solution for accomplishing 
marketing goals – set-up an interior and exterior bus advertising program with the goal of 
trading ads on buses for SPOT ads in a variety of media. SPOT should trade bus ad space for 
radio spots, online advertising, putting the bus schedule in the newspaper, getting SPOT 
into businesses (like on coffee cups or coasters), or any other creative trades SPOT can 
establish. The goal of ads on SPOT buses wouldn’t be to generate direct revenue – the goal 
would be to generate trade dollars for SPOT marketing and outreach.  Bus ads could also be 
used as trade for staff time from partners who can help market and promote. 
 
The other biggest constraint is available staff time. Currently, SPOT is not staffed to carry 
out much of this plan. SPOT has one full-time employee whose time is consumed with day 
to day operations. Given this time constraint, SPOT must look to other ways to get this 
work completed and rely on its partners to help. 
 
Workhorse board of directors 

 The SPOT board has shown that it is willing to work and will need to give time to 
these marketing efforts 

Schweitzer Mountain Resort 
 With in-house marketing resources, Schweitzer could provide marketing staff time 

to help SPOT implement this plan, which could be done as part of a trade for bus ad 
space or as in-kind donation as part of a partnership for bus service to the mountain 
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Municipal partners 
 SPOT could reach out to its partner cities to ask for help with specific marketing and 

outreach initiatives from city staff or officials who may have expertise or access to 
helpful resources like existing city newsletters 

 
 

CONCLUSION 
SPOT has a strong, recognizable community brand with loyal and happy customers. 
Building upon this base of support, SPOT is ready to grow its awareness, usage, and 
community impact. By implementing this Marketing and Outreach Plan, SPOT will become 
a community institution that is positively viewed throughout the region. Many more 
opportunities and new ideas will result from starting down the path of better marketing 
and outreach – SPOT should plan to incorporate this evolution of marketing and outreach 
through periodic updates to this plan. 
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Rd 

 

 

OVERVIEW 
The goal of this SPOT Marketing and Public Outreach Plan is to provide a clear path 
towards continuing to grow ridership and build community support. SPOT has a solid 
foundation on which to build increased marketing and public outreach efforts. It has a 
strong brand, solid ridership, enthusiastic community support, and positive political 
momentum. This plan will leverage all of these assets in a thoughtful and strategic way.  
 
The Marketing and Public Outreach Plan addresses the following: 
 

• Current marketing efforts  
 

• Who is riding today, why they ride, and how to get them to ride more 
 

• Who isn’t riding much today and how to get them onboard 
 

• A toolkit of strategies, rated by cost and complexity, and mapped to target 
audiences 

 
• A three-year approach to implementation 

 
• Partnerships required to successfully implement this plan 

 

Informing this plan are stakeholder interviews, two community surveys – from riders and 
stakeholders, and market research performed by SHIFT. This plan uses industry best 
practices, opportunities unique to SPOT and the communities it serves, and successful 
efforts from other communities. 
 
Implementation of this plan will result in a stronger SPOT that continues to weave itself 
more tightly into the fabric of the community. In several of our community interviews, the 
idea of making SPOT “just the way you get around” and “what our community does” and “a 
community institution” were expressed and embody exactly what a good marketing and 
public outreach plan can do for SPOT, along with strategic implementation. 
 

 

 

 

See SPOT Engage 
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SPOT MARKETING EFFORTS TO DATE 
The SPOT brand is very strong for a small transit system. SPOT’s brand reflects the 
community and is easily identifiable. The logo, bus graphics and generally positive 
community perception of SPOT are tremendous assets that can be leveraged towards a new 
infusion of energy, excitement, and growth. 
 
As SPOT moves forward with 
the marketing and outreach 
efforts of this plan, the brand 
and what it represents should 
be infused into all the various 
outputs. The brand should 
remain the same and be 
adapted and leveraged to 
connect more people to the 
bus and get more people on 
board. The main goal of this 
plan is for the community to 
view the SPOT brand 
synonymously with economic 
vitality and development.  
 
SPOT has gone through a common cycle for new services in rural areas with a limited 
budget. Initially, SPOT had a lot of buzz, the awareness of SPOT grew quickly, there was 
initial money to market the service, and ridership grew quickly. Now, SPOT has hit a 5-year 
plateau where ridership is steady but not growing, awareness among non-riders has 
dropped, money for marketing is very limited, and customer information needs 
improvement. SPOT must invest more in marketing in order to reverse this trend. The 
baseline budget for marketing is very small: 
 

The current SPOT marketing and advertising budget  
is only $1500-$2000 per year. 

 

This current spend consists of limited print advertising, printed brochures, and website 
costs. Bus graphics and bus stop signage are not included in this total, but are included as 
part of the Capital Improvement Plan (bus graphics are included in the cost of a new bus 
and bus stop signage project already funded and slated for 2017). The advertising budget is 
so limited that SPOT is not able to build awareness or grow ridership through marketing or 
outreach. 
 
SPOT should start planning for how to grow funding for these marketing investments. This 
is a challenge that will be addressed later in this plan with ideas on how to partner and 
trade for market exposure. The good news is that SPOT has strong brand fundamentals and 
is ready to build on this foundation to renew itself and look for more support and use in the 
coming three years. 

The SPOT Brand = fun, interesting, community-oriented 
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COMMUNITY SURVEYS 
SHIFT conducted two similar surveys, from two distinct community groups – existing 
riders and community stakeholders. The goal of the surveys was to understand a variety of 
aspects including the markets and identify marketing opportunities, service improvement 
needs and perceptions of SPOT.  Only a portion of the questions from each survey were 
asked of both groups, the rest were tailored specifically to either existing riders or 
community stakeholders.  
 
This plan focuses only on the survey responses that inform the markets and marketing 
opportunities. The existing riders group responded to marketing questions about how they 
use SPOT and why, how they plan their trip, and where they get their SPOT and other 
community information. The stakeholder group represented key decision makers and 
responded to some rider questions, such as why they ride or don’t ride and what could get 
them to ride or ride more frequently, as well as marketing ideas for increasing ridership.  
 

Existing Riders Survey - Results 

SHIFT conducted a survey of existing riders to understand who is using SPOT, why they are 
riding, and how they use the bus. 45 riders responded to the survey, which represents 
approximately 3% of the average weekly ridership, and 21% of the average daily ridership. 
 
They survey shows 25% of respondents use SPOT 10 or more times a week, while 50% of  
respondents use it between 1-5 times a week. All respondents ride on weekdays and  
almost all ride on weekends too. The large majority live in Sandpoint, and most are 
employed, followed closely by retirees (retirees includes those no longer working, not 
necessarily retirement age). 
 

Rider Residency     Employment Status 
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In terms of age, SPOT riders tend be either younger riders, with 44% of riders aged 25 or 
younger, or older riders, with 28% of riders aged 56 or older. Middle-aged riders make up 
the smallest percentage of riders. 

 
Rider Age 

 
 

 
 

When asked about trip purpose, SHIFT found that most SPOT riders were using the bus for 
shopping, followed closely by work, but the results show that SPOT is being used for a wide 
variety of trip purposes. The data show that SPOT has a diverse ridership that counts on 
the service for all types of trips: 

 
Reason for Trip 
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Another goal of the survey was to find out how riders are doing their trip planning, how 
they originally found out about the bus, and why they ride: 

 
How Did You Plan Your Trip Today? 

 

 
The “other” responses were predominately that the rider knows the schedule and doesn’t need to pre-plan 
their trip. The two additional responses received as “other” are: 1) schedule on phone; 2) called paratransit. 

 
 

How Did You Hear about SPOT? 
 

 
 

Why Do You Ride SPOT? 
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Existing Riders Survey - Discussion 

SPOT is used by a diverse group of 
people, representing many age 
groups with varying reasons for 
using SPOT. There were a few 
patterns identified in the responses 
received that lead to assumptions 
regarding who the majority of 
riders are today and what groups 
of riders are not as prevalent.  The  
survey results highlight three 
target market opportunities: 
 

1) Youth/young adults 
 

2) Seniors 
 

3) Employees (middle ages) 

 
The youth/young adult segment of SPOT respondents can be summarized as follows: 
 

 They form the majority of riders responding to the survey 
 

 They don’t drive or have access to a vehicle  
 

 They are almost solely use SPOT for shopping and work trips 
 

 70% live in Sandpoint 
 

 They use both routes equally 
 

 They predominately get their information from the SPOT website   

The survey was conducted in August; therefore, youth respondents were not in school and 
no responses were collected reflecting that this age demographic is using SPOT for school 
transportation. Additional information or survey data would need to be collected to 
identify whether they are using SPOT for transportation to and from school. Without 
knowing the results, assumptions can be made that this is likely occurring during the 
school year. Gaining more youth ridership during the school year is certainly a marketing 
opportunity through outreach and promotion at the schools. 
 
Riders greater than 65 in age made up 16% of respondents. This group’s responses can be 
summarized as follows: 
 

 They use SPOT primarily for shopping and leisure trips 
 

 50% live in Ponderay 
 

 They get their SPOT information from a variety of places – website, brochures 
around town, newspaper, and at community centers 
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 Their trips tend to be longer in miles, which might be because 50% of the 
respondents from this demographic reported to live in Ponderay and are likely 
traveling to Sandpoint or another location outside of Ponderay for their 
shopping and leisure trips 

 

 They ride SPOT predominately because they would rather not drive and because 
it’s easy and convenient 

 
Almost 56% of all respondents heard about SPOT from someone (word of mouth), with 
about 30% finding out about SPOT by seeing the bus. This leaves about 14% of 
respondents learning about SPOT from other forms of marketing. This is an indicator that 
either SPOT has invested little in advertising or riders are not receptive to the types of 
advertising that SPOT has pursued. The former is likely the primary reason, but 
strategically selecting the type of advertising is also an important consideration.  

 

Stakeholder Survey (Riders and Non-Riders) – Results and Discussion 

SHIFT polled community stakeholders by designing an online survey and distributing it 
electronically through a variety of means including the Sandpoint Chamber, city and county 
electronic mailing lists, a link on the SPOT website, a feature in the Bonner County Bee, and 
a feature on Sandpoint Online.  Here are the results of 49 respondents who took the survey. 
 
Rider Residency 
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43.5% have never taken SPOT before. Of these respondents, the following reasons for not 
riding were received: 
 

 
 
When this group was asked what could get them to ride spot, they responded as follows: 
 

 
In addition to the choices provided above, the group was also given the option to write in 
their own ideas that might get them to ride SPOT. Their feedback was predominately split 
between two responses: 1) clearer information and route maps; 2) expanded service to 
Sagle, Baldy Road, and shuttle service between parking areas and City Beach/downtown 
during the weekends.  
 
56.5% of the stakeholder group has taken SPOT. When asked their reasons for riding, the 
top three responses among respondents were: 1) transportation while their car was 
repaired; 2) leisure or social activity; 3) shopping. These results are consistent with  
the results of the rider survey; few middle-age respondents are using SPOT for 
transportation to and from work. The stakeholder group likely uses SPOT for infrequent 
trips, on occasion, not for daily commuting. 
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The stakeholder group was asked to respond to what the perception of SPOT is and its role 
in the community. Here were the responses: 
 

 
These results indicate that stakeholders perceive SPOT as a necessary service for those that 
need it and as a benefit to residents to allow them more transportation options. They see 
SPOT less as helping the local economy and businesses and even less as giving visitors 
more transportation options. These are two areas where more targeted marketing can 
change the community’s perception of SPOT from offering limited, but necessary, 
transportation benefits to SPOT being “a community institution” and “just the way we get 
around,” as heard during several stakeholder interviews.  
 
The stakeholder group was asked what the most cost effective marking strategies/tools are 
to attract more riders and improve awareness of SPOT and the following responses were 
received: 
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Getting more information out about SPOT around town is a common theme in the results of 
both community surveys that could help increase ridership with the general community as 
well as visitors and establish SPOT as beneficial to the economy and businesses.   
 
There can be a relationship between increased ridership and economic and community  
vitality. SPOT riders walk or bike to and from each bus stop when they begin and end their 
trip. Walking by businesses creates opportunities for more economic activity around these 
bus stops. When parking is limited people may decide not to visit downtown areas at all, 
whereas SPOT could provide a hassle free and easy way to get people to a location without 
the stress and inconvenience of parking. 
 
 

Marketing for Boundary County, Paratransit, and Vanpool 
Much of the research, discussion, and tools in this plan are focused on riders of the fixed 
route system – Blue and Green Route riders. This market represents one of the largest 
opportunities for growth through marketing and outreach. Many of the marketing ideas in 
the toolkit section of the plan can be used for these services, but it is important to discuss 
specific marketing tactics for Boundary County, paratransit and vanpool and the 
communities they serve. These groups weren’t specifically surveyed, but SHIFT conducted 
many interviews and drew on best practices when marketing to these groups. 
 

Boundary County-Bonner’s Ferry Demand Response Service 

This service is still relatively new, running less than eighteen months, and has done a good 
job of attracting a base of riders that need the service. It routinely runs at better than two 
riders per hour, which is good for a demand response service.   
 
In a small community such as Bonner’s Ferry, word of mouth and grassroots marketing are 
the best approach. As a new service, SPOT needs to educate the community about what 
SPOT is, how it operates, and why it’s good for everyone.  
 
The first step is creating a 
simple marketing piece that can 
printed and distributed in 
several forms including as a 
rack card, a flyer, and 
electronically. The purpose of 
this would be two-fold: to 
promote the service itself and 
how to use it (hours of service, 
destinations, etc.), and to 
educate on what public 
transportation is.  
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The educational message should be: 
 

• Public transportation is a public service and is open to everyone 
 

• The city and county support and sponsor SPOT services 
 

• With more demand and use, SPOT could add more service to the Bonner’s Ferry 
area 

 

• Public transportation is good for the community – it provides vital mobility, saves 
riders money, and provides more independence to those who use SPOT 

 

 
Recommended distribution of this marketing 
piece is:  
 

 posting around town 
 city mailings 
 local businesses 
 hospital 
 assisted living facilities (e.g. Restorium) 
 visitor center 
 city hall 

 

SPOT should also consider being interviewed 
on the local radio show and presenting to as 
many community groups as possible. It should 
also be distributed electronically through 
Bonner’s Ferry online, Facebook groups, and 
city and county online resources. 

 

 

 

Bonner County Paratransit Service 

Paratransit service is a federal requirement of a fixed route service, when federally funded. 
SPOT should consider marketing this service in conjunction with marketing the fixed route 
service. There are numerous benefits to increased awareness of paratransit service:  
 

1) providing mobility to those that need it most 
 

2) increasing efficiency/productivity of paratransit service by linking multiple trips 
together instead of only single rider trips 
 

3) providing positive community perception 

 
 

SPOT strengthens the community by 
providing mobility and independence 

 

Credit: Bonner’s Ferry Herald 
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Currently, this service is marketed very little. There is a very small mention of it on the 
SPOT schedule, with no detailed information about the service, and the website doesn’t 
have any section about this service. SPOT should increase the information about 
paratransit on the SPOT printed schedule and website as a first step to better marketing 
this service. The next step would be to create a dedicated informational card on this 
service, much like the one suggested for the Bonner’s Ferry demand response service, that 
would describe hours of service, prequalification process, area of service, and other helpful 
information. This should be distributed to all social service organizations in the Sandpoint 
area, as well as at assisted living facilities, the hospital, disability organizations, and the 
senior center. 
 

Vanpool 

Based on the current lack of affordable housing and challenges that employers have in 
finding skilled workers, SHIFT anticipates that SPOT will see significant growth in this 
program. Employers will find 
that vanpool can provide 
them with skilled workers 
from outside the area, and 
employees will find that 
vanpool links affordable 
housing locations with high 
paying jobs in a cost-effective 
way.  
 
Vanpool marketing is 
straightforward: 
 
Put together an informational piece on how vanpool works 
 

 Include example pricing and commuter tax benefit information (vanpool qualifies 
for pre-tax consideration under the Commuter Benefits program) 

 Describe benefits of vanpool for employee and employer 
 Adapt for flyer/brochure and electronic dissemination  

Set-up meetings with owners and managers of local businesses and present vanpool basics 
 

 Find how vanpool can solve the employee challenges 
 Vanpool delivers happier, safer, better rested employees to the job 

Follow-up with interested employers to build interest among employees 
 

 Employee staff meetings, email communications, and drop-in coffee talks are all 
ways to build employee interest 
 

The Sandpoint area employers should be very receptive to vanpool, and SPOT could see 
this program grow quickly with some basic promotion and direct outreach. 
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Marketing to Those Who Will Never Ride 

Riders or non-rider aside, the public perception of SPOT is critical to ongoing partnerships  
and funding. SPOT is a public agency receiving local tax dollars that aren’t guaranteed year-
to-year; therefore, marketing to the community itself is a necessity. It’s not enough to have 
regular riders taking more trips, new demographics getting on the bus, and routes 
connecting to new destinations. Elected officials, business leaders, non-profit 
organizations, and the community at large must know about SPOT and understand why 
SPOT is important to the community, regardless of whether someone rides or not. SPOT 
needs the community to feel that public transportation is an important community asset 
and something worthy of supporting. 
 
SPOT can tailor the message for a particular group, but some of the resonating talking 
points that board and staff can use include: 
 

SPOT is good for quality of life 
 

 Communities with good public transportation are nicer, easier, more connected 
places to live and work 

 Public transportation makes the community more attractive – those living here 
are more likely to stay and those thinking of living here are more likely to relocate 

 Communities that rely less on single occupancy vehicles are more resilient  

SPOT is good for business 
 

 With a tight job market, employers are looking for ways to attract and retain 
employees – public transportation options make this easier 

 Consistent transportation means employees get to work safely and are often more 
rested and ready to work 

 Those people riding SPOT save money and can spend it on other things 
 Bus trips end and begin with walking or biking, which means bus riders are more 

likely to frequent businesses while enroute 

SPOT is good for housing 
 

 With limited affordable housing within walking distance to most amenities, SPOT 
can better link jobs and services with housing in outlying areas 

 Vanpool can be used as a tool to link areas of regional activity 

SPOT is good for biking and walking and community health 
 

 Public transportation can reduce depression and isolation among those who use it 
 Every bus trip on SPOT starts and end with a walk or a bike trip, which helps 

improve health 
 SPOT takes an average of 400 cars off the road per day, which improves the 

downtown experience for biking and walking 
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SPOT is good for the environment and congestion 
 

 With an average of 6 people an hour getting on the bus, that means the effective 
miles per gallon of the bus is 72MPG! 

 More people on the bus = less people in cars 
 SPOT must continually talk about the community benefits of public transportation 

and build specific outreach efforts towards building general awareness. By 
growing ridership and this community awareness, the political support and 
overall goodwill will happen naturally. 

SPOT must continually talk about the community benefits of public transportation and 
build specific outreach efforts towards building general awareness. By growing ridership 
and this community awareness, the political support and overall goodwill will happen 
naturally. 
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THE TOOLKIT 
 

TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Better bus 
stop 

amenities 

One of the top requests from the surveys 
was better bus stops with amenities like 

benches, shelters, and lighting. All of 
these improve the overall riding 

experience and make new riders more 
likely to ride again. Bus stops are also 
the most visible aspect of the service 

and impact the community perception. 

All current and 
potential 

riders; the 
community  

at-large   

Better bus 
stop signage 

Through its work on this plan, SHIFT 
heard that bus stop signage needs to 
improve to show the system map and 
the bus times at a particular stop. The 
signage should also identify the stop 

itself. In addition, larger and more 
visible signs can have an advertising 

benefit. 

Current 
riders and  

general  
community  
impression   

Invest in 
better buses 
that all have 

route 
identification 

Many of SPOT buses are in need of 
replacement and hurt the rider 

experience, especially for those buses 
that don’t have adequate air 

conditioning for cooling in the summer. 
Also, many riders requested desire to 

know what route a bus is running 
through bus identification. Although this 

is a capital improvement issue, it 
impacts marketing and ridership 

growth. Buses with better passenger 
amenities that are easier to board and 
are more comfortable will help market 

the service. 

Current riders, 
new riders, 
and general 
community 
impression   

Improve the 
service 

Although this is part of the transit 
service plan, improving the service is 

certainly a marketing tool. Especially for 
tourists who might use the service to get 

around and for skiers going to 
Schweitzer. And later night service 

might encourage 25-45 demographic 
ridership. 

New riders 
(millennials, 

young 
families), 

tourists, skiers, 
seniors, 

employees/ 
commuters 

  

 

165



See SPOT Engage: Marketing and Public Outreach Plan                                                                                          E. 16 
 

SHIFT Community Solutions 
 

TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Invest in the 
drivers as 
marketers 

Drivers are SPOT’s ambassadors. By 
keeping drivers happy and informed, 

they can be effective marketing tools for 
growing the service. Training drivers in 

how to provide the highest quality 
customer service will pay dividends 
every time someone rides the bus. 

Current riders, 
first time 

riders 
  

New website 

Redesigning and updating the SPOT 
website is recommended and is a key 
customer information tool. This effort 
would include completely overhauling 
the existing site to create a much easier 

user experience; update website content 
with more complete SPOT information; 
include real-time bus information tools; 

and have better maps and timetables. 
Once the new site is built, SPOT should 
plan to use the site for timely news and 

rider alerts, as service changes. 

Youth, tourists, 
businesses, 

existing riders 
  

Press releases 

SPOT should celebrate its successes and 
regularly update the community on 

SPOT through periodic press releases. 
SPOT should have a standard press 

release template and list of press 
contacts for distribution of press 
releases. The Bonner County Bee, 

Sandpoint Reader, Sandpoint Online 
Town Crier, and KXLY should all receive 

SPOT press releases. 

Community at 
large; those 

who may 
never ride 

  

Business 
partner 

campaign 
 “I’m on the 

SPOT”  

This idea is to create a campaign where 
supporting businesses would display a 

“I’m on the SPOT – ask me about the free 
bus” window sticker to show support of 

SPOT. The business would also have 
SPOT schedules available, preferably in 
a holder on the counter, and know the 

basics about SPOT. Also promoting it to 
specific businesses with built-in 

ridership needs like auto repair shops. 

Visitors,  
new riders, 
businesses 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

School 
partnerships 
and outreach 

Since youth are such a big part of SPOT’s 
current ridership, SPOT should work to 

encourage more students to ride the bus 
by promoting SPOT at school events, in 
youth publications (like the high school 

newspaper), and by having SPOT bus 
information at all of the schools. SPOT 
should also look for opportunities to 

partner with schools on transportation 
needs – taking a SPOT route for a field 
trip is a great way to introduce SPOT. 

Youth,  
school staff 

  

Re-do printed 
schedule and 

distribute 
more widely 

Through surveys conducted for this 
project, we know that the SPOT bus 

schedule needs to be updated for easier 
comprehension and made more readily 

available throughout the community. 
The SPOT printed schedule needs a 

better map and easier to understand 
timetable for each route, and it needs to 
include information on paratransit and 
vanpool. A separate information rack 

card should be developed for Bonner’s 
Ferry service for distribution in that 
area. SPOT should consider paying to 
have the schedule distributed in local 

brochure racks. 

Community at 
large; those 

who may 
never ride 

  

Quick 
reference 

guides and 
training of 

staff near bus 
stops 

Businesses closest to the bus stops can 
be one of the best ambassadors for the 
service. This idea involves creating a 

simple quick reference card or handout 
that shows the nearest bus stop location 
in relation to the system map (“you are 
here”) and gives the schedule for just 

that bus stop location (northbound bus 
at :45 from 6:45 until 5:45). This allows 

local businesses to know and share 
information with their customers. 

All 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Flyers and 
posters 

around town 

From market and community research, 
flyers and posters around town seem to 

be an effective communication tool. 
SPOT should develop flyers and posters 
that build awareness of the bus service, 
its benefits, and any new and interesting 
services. This tool could be particularly 
effective when SPOT grows or changes 

its service. Flyers could be placed at 
many locations around town – senior 

centers, social service offices, the 
library, non-profits, and community 
centers would all make good poster 

locations. 

Locals, seniors, 
youth, visitors,  

employees/ 
commuters 

  

SPOT as a 
vehicle for 

better health 

According to a study presented at the 
American Heart Association's Scientific 
Sessions 2015, riding the bus or train to 

work is associated with significant 
health improvements. Promoting this 
fact and partnering with public health 

organizations can be a great way to 
build ridership. The ParkRx program, a 
health initiative to get people healthier 
by exercising in parks, of the Kanisku 

Land Trust is a developing partnership 
for SPOT. By linking the SPOT bus into a 

trip to a park, SPOT can attract new 
riders. This tool is simply partnering 

with ParkRx and other healthcare 
organizations to cross-promote SPOT 

services. 

Those with 
physical or 

mental health 
problems 

  

Presentations 
to partners, 

especially city 
councils, 
business 
groups 

Making presentations is one of the most 
effective ways to educate the 

community about SPOT services and 
their importance. Although this is a time 
consuming effort, it is low cost and very 
effective. SPOT should work to develop a 

standard set of talking points, service 
highlights, and organizational statistics. 

Depending on the presentation, this 
might be a PowerPoint, a 1-2 page 

handout, or use the flyers. This tool will 
help build general community support 

for SPOT. 

Decision 
makers, 

community 
leadership 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Rider of the 
month 

spotlight 
and/or bus 
schedule in 
newspaper 

Advertising in the newspaper isn’t 
something recommended for SPOT due 

to high costs; however, SPOT may be 
able to work with the Bee or Reader to 

get free or discounted placement of 
monthly rider profiles or perhaps 

having the bus schedule in the 
newspaper. The rider profile could be a 

recurring feature that would have a 
picture and quote from a SPOT rider in 

order to highlight why SPOT is awesome 
and showcase a daily rider who’s story 

helps illustrate the paradigm, that SPOT 
is “just the way we get around.” 

All 

  

“Get on the 
SPOT” 

campaign for 
coffee sleeves 
and coasters 

Having a simple message printed on 
coffee sleeves and coasters at local 

coffee shops and restaurants could be a 
low-cost way to create exposure to 
SPOT. This tool would hopefully be 
something that the local business 

partner (restaurant or coffee shop) 
would want to help underwrite. 

New riders, 
millennials, 

choice riders 
(those who 

drive but 
might choose 

to ride 
occasionally) 

  

Employer 
outreach 

Local businesses need to know about 
SPOT and how SPOT can help solve 

employee commuting challenges. SPOT 
should meet with and present to major 
employers and their employees details 
about SPOT services. This tool will be 

particularly helpful in building vanpools. 
Attending employee staff meetings, 

dropping by with donuts for a meet and 
greet, and working with HR staff on 

flyers and emails to employees are all 
ways to implement. 

Commuters 

  

Facebook 
page, social 

media 

Facebook and select regional Facebook 
groups could be effective ways to send 

periodic updates about SPOT with 
interesting and timely content. In order 

to be effective, the SPOT social media 
account must be regularly monitored 

and actively managed. 

Youth, 
millennials, 

community at 
large 
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TOOL DESCRIPTION 
TARGET 

AUDIENCE 
COST 

LEVEL OF 
DIFFICULTY 

Troubleshoot 
phone app 

and promote 
as part of all 

other 
campaigns, 
along with 

other 
technology 

SPOT has an app that shows customers 
where the bus is in real-time, but it isn’t 

working consistently and isn’t 
promoted. The DoubleMap app could be 

an excellent tool, especially for tech 
savvy riders, but it must be managed 

and promoted (i.e. included on all SPOT 
materials). This technology does take a 

lot of time to manage and keep up to 
date; SPOT doesn’t have this expertise 
or time today. If SPOT does have the 
capacity, integrating SPOT schedule 

information into Google Maps through 
the GTFS file spec could be another way 

to reach technology-savvy riders. 

Youth, 
millennials, 

visitors 
  

Targeted 
radio and 
magazine 

advertising 

Radio seems to be an effective 
advertising tool for ongoing messages to 

build awareness. SPOT should pursue 
trade or public service announcements 

(PSAs) on radio. Additionally, SPOT 
could look at ads in local magazines, 

although this is higher cost and harder 
to trade or get free submissions. SPOT 
has been in Sandpoint Magazine in the 

past and needs to evaluate the 
effectiveness of this ad and its cost 

relative to other marketing potentials. 
Cost dependent on trade or PSA. 

New riders, 
general 

community 
  

Special events 

SPOT could consider providing 
additional bus service for many special 
events throughout the year. This would 

introduce the bus to new riders and 
increase SPOT’s visibility in the 

community; however, special events can 
be challenging. SPOT will need a partner 

who will promote the extra event 
service and limit parking around the 

event venue, or the special event service 
can be underutilized and ineffective. 

New riders 

  

Links to local 
partners 

SPOT should work to integrate 
awareness into as many efforts of the 
cities and counties as possible. This 

could include SPOT on municipal 
websites or having SPOT at city or 

county sponsored events. SPOT should 
be integrated into the cities and the 
county, as the transportation arm. 

The 
community  

at-large 
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The Plan Year by Year 

For the coming three years, SPOT should begin to put into action some of the information, 
ideas, and tools presented. SPOT can take its limited budgeted and staff time and slowly 
and incrementally implement the Marketing and Outreach Plan. 
 

Year Goal and Theme Tools Resources* 

Year 1 

To improve the basic 
marketing and outreach 
building blocks, in order to 
setup SPOT for future success. 
SPOT must invest in basic 
customer information tools, 
rider amenities, PR strategies, 
and partnerships. 

 Bus stop signage and 
amenities 

 Website rebuild 
 Bus branding and ID 
 Driver training 
 Press releases 
 Update bus schedule 

format 
 Links to local partners 

$5,000-$10,000 in 
direct marketing 
spend plus in-kind 
partner support 
 
Staff, board, and in-
kind partners time 
total of 10-20 hours 
per month 

Year 2 

Continue work from Year 1 
and begin to leverage those 
efforts to: 
 
1. Get regular riders riding 
more 
2. Start attracting new 
markets. 
 
With basics in place, SPOT can 
now go to work on getting 
more people on board and 
building community 
awareness. 

 Employer outreach 
 School partnerships 
 Rider of the month spots 
 SPOT for better health 
 Flyers and posters 
 Facebook and social 

media 
 Quick reference guides 

$10,000-$15,000 in 
marketing plus in-
kind partner support 
 
Staff, board, 
contracted, and in-
kind time total of 20-
25 hours per month 

Year 3 

Years 1 and 2 create 
opportunity for Year 3 to be 
year of significant external 
marketing and ridership 
growth among new marketing. 
This is the year to make SPOT 
omnipresent in the 
community. 

 Business partner “I’m on 
the SPOT” 

 Presentations to the 
community 

 Phone app and other 
technology 

 Coffee sleeves and 
coasters 

 Targeted ads 
 Special events 

$20,000-$25,000 in 
marketing plus in-
kind 
 
Time of 25-30 hours 
per month 

 

*This is direct marketing and out expense. Capital and operating expenses that have marketing benefits, such as 
service improvements, bus stop amenities and new buses, are not included in Resources. 
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Each year builds on the next and efforts started in Year 1 must be continually developed 
through Years 2 and 3. Once an effort is started, it is recommended that it be continued 
going forward, unless it is thoroughly reviewed and there is an identified reason it is 
deemed ineffective (effectiveness often increases with time). Budgeting and staffing must 
grow to support increasing SPOT marketing and outreach efforts over the next three years. 
 

Getting This Work Done (Limitations and Need for Partnerships) 

The challenge to implementing this plan is figuring how to fund these efforts and how to 
improve marketing without impacting existing service. Every public transportation system 
faces the same challenge of finding enough funding for marketing and outreach when the 
direct costs of running bus service are a higher priority. But funding this marketing plan is 
critical to SPOT’s success; running SPOT buses without good marketing means the service 
will not reach its full potential. Acknowledging that SPOT has budget and staff limitations in 
implementing the ideas of this plan, SPOT must seek creative partnerships, cost share, 
schedule the work slowly, and use low-cost approaches. 
 
The budget constraint is one of the biggest challenges to plan implementation. SPOT should 
look to allocate more funding to marketing, but this approach will take time – SPOT has a 
fixed budget and service commitments that use almost all the current budget. It is 
recommended that SPOT also pursue a more immediate solution for accomplishing 
marketing goals – set-up an interior and exterior bus advertising program with the goal of 
trading ads on buses for SPOT ads in a variety of media. SPOT should trade bus ad space for 
radio spots, online advertising, putting the bus schedule in the newspaper, getting SPOT 
into businesses (like on coffee cups or coasters), or any other creative trades SPOT can 
establish. The goal of ads on SPOT buses wouldn’t be to generate direct revenue – the goal 
would be to generate trade dollars for SPOT marketing and outreach.  Bus ads could also be 
used as trade for staff time from partners who can help market and promote. 
 
The other biggest constraint is available staff time. Currently, SPOT is not staffed to carry 
out much of this plan. SPOT has one full-time employee whose time is consumed with day 
to day operations. Given this time constraint, SPOT must look to other ways to get this 
work completed and rely on its partners to help. 
 
Workhorse board of directors 

 The SPOT board has shown that it is willing to work and will need to give time to 
these marketing efforts 

Schweitzer Mountain Resort 
 With in-house marketing resources, Schweitzer could provide marketing staff time 

to help SPOT implement this plan, which could be done as part of a trade for bus ad 
space or as in-kind donation as part of a partnership for bus service to the mountain 
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Municipal partners 
 SPOT could reach out to its partner cities to ask for help with specific marketing and 

outreach initiatives from city staff or officials who may have expertise or access to 
helpful resources like existing city newsletters 

 
 

CONCLUSION 
SPOT has a strong, recognizable community brand with loyal and happy customers. 
Building upon this base of support, SPOT is ready to grow its awareness, usage, and 
community impact. By implementing this Marketing and Outreach Plan, SPOT will become 
a community institution that is positively viewed throughout the region. Many more 
opportunities and new ideas will result from starting down the path of better marketing 
and outreach – SPOT should plan to incorporate this evolution of marketing and outreach 
through periodic updates to this plan. 
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OVERVIEW 
A Transit Service Development Plan is an organizational planning tool that describes how 
existing transit routes and transportation services will be analyzed, developed, and 
operated, all of which is internally valuable to SPOT staff and board. This tool is also used to 
communicate externally with SPOT stakeholders and the community about transit service 
needs. 
 
This plan will define the planning process by which the Transit Service Development Plan 
is updated annually. Included in this process is a mechanism for soliciting public comment 
on planned transit service and vet new service requests. This will allow for a transparent 
process to create more buy-in from the community. Not all the needs can be met, but SPOT 
must give an opportunity to hear from riders, the communities SPOT serves, and the 
general public about how SPOT service should grow. 
 
The core of the Transit Service Development Plan is an evaluation of how to improve and 
grow services. Ideas in the plan are based upon several factors: 
 

• The existing service operated 
 

• Interviews with key stakeholders 
 

• Survey results from riders and non-riders 
 

• Analysis of the services operated and associated statistics 
 

• Funding available now and in the future 
 

• Industry best practices 
 

The plan attempts to reconcile needs with available resources, while protecting existing 
services that are succeeding. The goal is to give SPOT a context for considering how to 
improve existing services and how to evaluate new services. 
 
Finally, the plan will address existing services, ideas for improvement, new services, and 
make recommendations for the coming three years. Included will be route statistics, 
operating costs, trade-off analysis, and growth projections. 
 
 

 

See SPOT Grow 
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FIXED ROUTE SERVICE: THE FUNDAMENTALS 
When planning a fixed route bus system, there are two ends of the service spectrum to 
consider. On the one side of the spectrum are systems designed to cover the largest amount 
of geographic area with routes that offer a relatively low level of service. These routes run 
circuitously over longer distances to many different destinations that are geographically 
dispersed with frequencies often 60 minutes or longer. These routes are designed to 
provide equity and access. On the other side of the spectrum are bus routes that run more 
like rail service, with direct connections along an efficient, linear route, that are commonly 
referred to as high frequency service. Frequency routes run with buses departing every 30 
minutes or less and often connect major destinations. Frequency routes require people to 
walk more, but people will often walk further to get more frequent service than wait for an 
hour to catch a bus closer. 
 
SPOT’s current system has aspects of both a coverage and a frequency system. Service 
between the shopping areas of Ponderay and downtown Sandpoint are direct and more 
frequent with the combined effect of coupled service on both Blue and Green Routes, but 
other areas are served with lower frequency routes of 60 minutes or more, which often 
wind around to get passengers directly in front of where they want to go.  
 
SPOT should consider what model it prefers as it adapts and changes services. Many of the 
ideas in this plan are based around trying to grow ridership and develop more frequent 
service. The reason for this is that ridership growth is an expectation for most funding 
partners, and more frequent service is more productive, in terms of ridership per hour. In 
fact, ridership grows disproportionately higher with increased frequency. In other words, 
doubling frequency from 60 minutes to 30 minutes will often grow ridership by more than 
double.  
 
In addition to considering the directness and frequency of a route, SPOT needs to ensure 
that the service provided is high quality, convenient, and consistent. Ridership doesn’t 
happen overnight. You have to invest in a new service with the mindset that you will 
operate for at least a year, preferably two. Ridership is very hard to build and very easy to 
lose. You build ridership by developing services thoughtfully and run those new service 
with the long-term in mind. Unfortunately, ridership can easily be lost a lot, if service is 
inconsistent or unreliable.  
 
The other key aspects to making a service go are: 
 

Demand 
 

 Do you have enough confidence that a new service will be successful over the long-
term? Have there been a lot of consistent requests for the service? 
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Community-driven (political will) 
 

 This is often overlooked, but for a new route to be successful, there must be 
community interest and political will. Not necessarily from elected officials, 
political will can come from a new employer who is behind the start of a new 
vanpool, or a business like Schweitzer, helping to support the expansion of Blue 
Route to connect to the mountain base. 

Funding  
 

 This one is obvious, but a service must have funding to support it. The funding 
should be predictable and sustainable, as much as possible with public 
transportation funding. SPOT should also be looking at both the operating and 
capital needs of the service. A new bus may be required to start a new route and 
SPOT needs to include the capital equipment budget impacts, both upfront and 
ongoing, and plan accordingly.  

 

THE PLANNING PROCESS: HOW TO BUILD 

In order to have a well-functioning service, SPOT needs to establish a well-functioning 
process for service development. This process should be: 
 

 
  
The committee should be made up of 3-4 board members and other stakeholders that have 
an interest in SPOT services. The existing technical advisory committees could transition 
onto this SPOT Planning Committee alongside willing SPOT board members. The 
committee should be no more than 10 people in order to keep meetings efficient. Meetings 
would be noticed and open to the public, as the Planning Committee would be making 
recommendations to the full SPOT board.  
 

Step 1 
• Form a Service Planning Committee 

Step 2 
• Set performance standards for service evaluation 

Step 3 
• Establish a process for adopting an annual service plan 

Step 4 
• Meet periodically to evaluate service requests and make 

recommendations to full board 

Step 5 
• Adopt annual service for each fiscal year 
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The first task for the SPOT Planning Committee would be to develop a set of standards for 
evaluating current services and new services. The committee would use these standards as 
a reference point for making changes to existing routes, increasing frequency of service, 
and adding new routes or services. Suggested questions to ask are: 

 
For Existing Services: 
 

1) Is a given service meeting performance goals in terms of ridership and cost?  
 

 Even if a given service isn't meeting goals, is there a reason to keep operating 
it, regardless of performance? (e.g., "life-line" services that serve at-risk 
populations without other transportation options) 
 

2) Are there improvements to the service that, on-balance, could provide more upside 
vs. downside? 
 

3) Are bus stops getting too few or too many riders? Do stops need to be added or 
taken away? 
 

4) How can SPOT continuously improve these existing services while still responding 
to unmet needs? 
 

 Don't harm existing, base-level of service 
 

5) If a service needs to be cut or changed significantly, is there a way to still have 
another option for those impacted by any change? 
 

 Perhaps fixed route is replaced by demand response to retain basic mobility? 

 

 
For New Services: 
 

1) What are the biggest unmet needs in the community?  
 

 Basis could be a missing connection, an unserved constituency, a change in 
land use or new land development, economic needs of businesses, or an 
affordable housing link 
 

2) Does it complement existing SPOT services? 
 

 Is there a way to develop a new service such that it adds value to an existing 
service? 
 

3) Does SPOT have the capacity to operate the service? 
 

 Administrative staff requirements, vehicle needs, marketing/promotional 
materials, and partnerships needed for success should all be considered 
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4) What is the funding model? 
 

 Is it sustainable? Does it have both local matching funds and federal funds? 
 

 Does it qualify for new sources of funding? 
 

5) Does it meet the definition of public transportation? 
 

 Will it be open and accessible to the general public? 
 

Federally Mandated Guidelines: 

In addition to establishing service change questions/standards, SPOT is required to set 
service policies and standards for five specific items (requirement of all Federal Transit 
Administration funding recipients):  
 

1) Vehicle load – the maximum number of people per bus type (usually set by bus 
manufacturer but SPOT can choose to be more restrictive) 
 

2) Vehicle assignment – bus sizes for each type of route 
 

3) Vehicle headway – minimum service frequency for particular routes or route types 
 

4) Distribution of transit amenities – goals for establishing bus shelters, benches, etc. 
 

5) Transit access – the proximity of a route to existing population centers or other 
measure of service distribution like bus stop spacing 

 
Once service standards are in place, the Planning Committee should establish a process for 
updating and adopting the annual service plan. In terms of timing with a fiscal year start of 
October 1st, the timeline and process for adopting an annual service plan could be: 
 
January – March: collect service requests (use a standardized form); notify funding 
partners of the process 
 

May: hold a meeting of the Planning Committee to review current services and evaluate 
requests for service changes, improvements, or new services.  
 

June: put basic service concepts into a service outline that matches a draft budget 
 

July: hold another Planning Committee meeting to develop the draft service plan that 
defines services for coming fiscal year 
 

August: solicit public input on draft plan through surveys and community distribution of 
the plan 
 

September: SPOT board adopts service plan, based on available budget and 
recommendation from Planning Committee 
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The process needs to allow for input from the leaders of the communities SPOT serves, the 
riders themselves, general public, and stakeholder organizations. As SPOT is a regional 
provider of public transportation services, there will always be more service requests than 
available resources. This process and timeline will provide context and guidance for how to 
deal with these competing requests.  
 
 

CURRENT SPOT FIXED ROUTE SERVICES: WHAT WE HEARD  
SPOT today is characterized by strong public support, satisfied riders, and solid ridership. 
As SPOT considers how to develop transit services, the current services are the best place 
to start for transit service development.  
 
The easiest and simplest way to grow ridership is to get existing riders to ride more often. 
By understanding what the existing riders like about the current services, why they ride, 
what they would like to see in improvements, SPOT will be able to make better decisions 
with regards to improving the existing routes. The rider survey, which sampled 
approximately 21% of the daily ridership, provided the following insights. 
 
Current riders would most like to see: 
 

1) More frequent service 
2) Later evening service 
3) More stops along the routes 
4) Connections to unserved places 

like Sagle and Ponder Point 
5) Easier to read schedule 

 
Trip purposes: 
 

1) Shopping 
2) Work 
3) Leisure or social activity 
4) Medical 
5) School 

What current riders love about the 
service today: 
 

1) Free! 
2) Easy and convenient 
3) Friendly drivers 
4) Reliable service, that it is 

available 

 
Who’s riding: 
 

1) Those who can’t drive 
2) Young people 
3) Those who want to save money 
4) Retirees 

 
 
All of this rider feedback is crucial to 
remember when considering service changes – 
SPOT has been successful thanks to its current 
riders and changes to service must protect the 
majority of these existing customers to the 
extent possible.  
 
 Happy riders and friendly drivers define SPOT today 
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CURRENT SPOT BUS STOPS: STATS, CONSIDERATIONS, 
ADDITIONS 
Bus stops along the Blue and Green fixed routes are a good starting point to understanding 
the current service and where the riders are boarding the buses. By looking at bus stop 
usage, SPOT can start to see where opportunities for route improvement exist. For 2015, 
SPOT looked at rider concentrations per stop, based on recorded rider boardings. The 
bigger and more green the bubble, the higher the ride boardings; yellow, orange and red 
show lower rider concentrations.  
 

 
 

  
 

Heat map of rider totals at SPOT stop (Credit: Erik Brubaker, Ponderay City Planner) 
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From this data, the top stops in the system, along with average riders per day, are: 
 

 
 
 
The data show how riders are using the 
system today – downtown Sandpoint, the 
library, Walmart, and Bonner Mall are the 
trip generators of the SPOT system. These 
stops show solid use and most are planned 
for bus stop improvements, which will help 
grow ridership even more.  
  
Conversely, there are many stops with such 
limited use that SPOT must consider 
eliminating or moving some of these stops as 
part of the service plan.  
 
The lowest performing stops in the SPOT system are: 
 

 
 
 

The Bonner Mall, one of the high-use stops 
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Considering that these stops are served many times each day, these average rider numbers 
are extremely low. A suggested benchmark would be at least 2 riders per day for any stop, 
especially if the stop requires a route to travel out of its way to serve that stop. If an 
underperforming stop is an intermediate point between two higher use stops, it is less of a 
concern and could remain as a stop. SPOT also needs to consider how planned service 
changes or improvements might affect whether or not a stop is eliminated. For example, 
the potential for Schweitzer service may be a reason to keep the Sweet Lou’s stop due to 
potential growth in hotel guest ridership. 
 
SHIFT also analyzed the distance between SPOT bus stops for Blue and Green Routes. In 
several cases, SPOT bus stop spacing is farther apart than what is typical for fixed route 
service. Within the transit industry, standards for bus stop spacing vary but are generally 
500 to 1000 feet apart for downtown areas, higher density housing, or retail areas. In the 
SPOT service area, this would be downtown Sandpoint, the Bonner Mall, and Walmart 
areas. For more suburban housing areas or areas with dispersed retail or services, stops 
should generally be 1000 to 1500 feet apart (closer to ¼ mile spacing, or 1320 feet, which 
is the industry accepted maximum distance for how far someone will walk to a bus stop). In 
the SPOT service areas, this would be the areas along North Division, Chestnut, Michigan, 
City of Kootenai, Ponderay City Hall. More rural areas could see stop distances of ½ mile to 
2 miles, depending on trip demand and safe stop placement. For SPOT, this would be 
Highway 2 to Dover, and points along Blue Route towards Schweitzer, west of Highway 
95/2.  
 
The recommended areas for adding stops are: 
 

1) Along Main St., between downtown (3rd and Oak) and Division, 1 to 2 new stops  
 

2) Along Division St, between Larch and Ontario, 2 to 3 new stops, especially at the 
High School and Middle School area 
 

3) South downtown area, near Pine and 4th St., 1 new stop 

 
There may be other areas that warrant new bus stops or adjustments to current stops, as 
services grow or land use changes. One big opportunity for adding new stops, as well as 
thinking about how to reconfigure Blue and Green routing, is the City of Sandpoint’s 
planned change to downtown street configuration. This new layout will allow both Green 
and Blue Routes to provide more direct service in the downtown core, as shown. 
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City of Sandpoint downtown street reconfiguration (Courtesy: City of Sandpoint) 

 
 
This is just one example of how Blue and Green Routes might operate after the streets of 
Sandpoint are changed. Other options may exist to more efficiently connect downtown 
destinations, including City Beach and the Library, while still serving the majority of the 
current stops. SPOT needs to be ready to adjust bus routing once the street project is 
complete.  
 
 

CURRENT SPOT SERVICES: HOW TO IMPROVE  
Given the complexities of transit service planning, there is no holy grail or silver bullet that 
can meet all goals. As mentioned previously, there are inherent trade-offs between serving 
many communities and destinations versus providing high frequency service. Each route 
and service is a reflection of the community itself and usually develops from a community-
based service planning process. SPOT service has grown up around this concept, and the 
system is generally working well. The current SPOT system: 
 
 
 

184



See SPOT Grow: Transit Service Development Plan  G. 11 
 

SHIFT Community Solutions 
 

1) Connects four different communities with consistent fixed route service, operating 
seven days a week  
 

2) Serves major community destinations including the shopping areas of Ponderay, the 
downtown core of Sandpoint, the hospital, schools, grocery stores, the library, and 
town centers of Dover and Kootenai  
 

3) Provides a base level of service within the Bonner’s Ferry area with a growing 
demand response service 
 

4) Gives those how qualify under the Americans with Disabilities Act lifeline service 
that may not exist otherwise 
 

5) Is well-used by a variety of user demographics for a variety of trip purposes 
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In suggesting improvements to current services, this plan strives to respect the current 
system and the riders that depend on it. There are always a variety of ways to improve and 
change a service, but major changes to the existing routes could be detrimental and 
counterproductive. The following are two examples, illustrating the trade-offs between 
coverage versus frequency (SHIFT does not recommend these changes, they are only 
provided as an example):  
 

1) Just one route running between the library, downtown Sandpoint, and the shopping 
areas of Ponderay. This route could achieve 20-minute frequency with two buses 
but would leave many areas unserved. This approach would prioritize frequency 
above coverage area.  
 

2) Add a third route, running every 60 minutes, to connect to more destinations. This 
would prioritize coverage over frequency of service. 

Both of these examples run contrary to what has made SPOT successful to date. 
 
What SHIFT is recommending, after analyzing all of the current routes and services, is a 
strategic approach that takes the existing routes and services and improves them 
incrementally over time, making small changes to frequency and/or coverage, where it’s 
appropriate. By implementing small tweaks and adjustments, as opposed to fully 
rebuilding routes and services, SPOT can best leverage its current system to produce 
higher ridership and more efficient, effective service with the ideas herein. The added 
benefit to this approach is it will retain the existing ridership and get existing riders using 
SPOT more often. 
 
It is worth noting that SPOT operates in a very unique area that is constrained by many 
factors including: bodies of water that require indirect road routing, railroad tracks with 
intense train activity, one-way roads, and destinations that are not along direct routes. 
SPOT has done a commendable job designing a system that account for these many unique 
factors. The goal of this plan for improvements and service additions is to build on this 
solid foundation. 
 

Blue Route 

SHIFT believes that Blue Route has the most opportunity for long-term growth due to 
potential for new Schweitzer and City Beach connections, and the fact that all of the highest 
use stops are served by Blue Route. When analyzing the route configuration (where it goes 
and how it gets there), SHIFT determined that the routing of Blue Route for points north of 
the City of Sandpoint is working well. For Blue Route within Sandpoint, SHIFT has 
identified options for SPOT to consider: 
 

Option 1 – Keep route as is in Sandpoint 
 

 Blue Route doesn’t necessarily need any adjustments, and SPOT could 
determine that the existing routing is preferred (apart from potential 
connection to City Beach that is easily added to current routing) 
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Option 2 – Use Larch to Division as route into and out of Sandpoint 
 

 Keeps current routing for neighborhood area off of Michigan 
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Option 3 – Same as Option 2 with exception of how Michigan neighborhood is served 
 

 This option gets passengers straight to downtown first and then does a one-
way loop to serve Michigan via 4th and Boyer 
 

 
 
 
Routing options 2 and 3 make sense if SPOT felt more ridership could be gained from those 
in north Sandpoint who want a more direct connection to Ponderay, versus current routing 
that requires them to loop down to Michigan St. and into downtown before going to 
Ponderay and Kootenai. SPOT would also have to believe that those getting on in Kootenai 
and Ponderay are more interested in getting to destinations on the north side of Sandpoint, 
as well as the library, before going to downtown. The downside of both Option 2 and 3 is 
that the hospital isn’t served and that getting to and from downtown isn’t as direct. 
 
Apart from potential routing adjustments that could be considered, there are service 
improvements that SPOT should evaluate to incrementally improve the Blue Route: 
 

1) Make connection to City Beach in the summer 
 

2) Add a second bus to improve frequency to every 30-minutes during winter and 
potentially summer; could start as part of Schweitzer for winter service and 
should be evaluated for eventual year-round service 
 

3) Expand late night service to Wednesday through Saturday nights until 9:30p for 
both winter and summer to start and eventually provide late night Wed-Sat for 
entire year 
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Green Route 

The southern “tail” of Green Route currently alternates between two different destinations, 
resulting in a very low frequency (120 minutes) for the Sandpoint West Athletic Club and 
Dover. SHIFT recommends that the routing of Green Route be changed such that the 
connection to the SWAC is eliminated and Dover is served every trip. This will improve 
frequency for Dover to 60-minutes and will give the Dover ridership a chance to increase. It 
also provides for a more consistent and easier to understand schedule for the public. Here 
is the suggested routing change: 
 
 

 
 
 
SHIFT looked at alternatives for changing how Green Route serves the Ponderay area, but 
the railroad tracks, lack of pedestrian infrastructure along Route 200, and needed 
connections to both the retail area and downtown Ponderay caused SHIFT to conclude that 
the routing in Ponderay should remain the same.  Kootenai routing is recommended to 
remain largely the same as well. 
 
Other opportunities for Green Route improvements include: 
 

1) Reestablishing a bus stop at Kootenai City Hall 
 

2) Make small adjustments to route timing to give drivers a longer break either in 
downtown or at the SPOT office 
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Due to timing constraints, Ponder Point isn’t a recommendation for Green Route service, 
but SHIFT is recommending that this be included in a new demand response service for 
certain areas of Sandpoint (see separate section on “New Services”). 
 

Paratransit in Sandpoint Area 

SHIFT found that the paratransit service that operates within a ¾ mile of the fixed route 
service area for those who qualify under the Americans with Disabilities Act is well used, is 
compliant with regulations, and is providing important service. Apart from more marketing 
to increase awareness of this service, there are no improvement recommendations for the 
paratransit service; however, there is a suggestion for a new demand response service that 
would utilize the existing paratransit service as its basis. 
 

Demand Response in Bonner’s Ferry Area 

Started in April of 2015, this service is one of the newest for SPOT. Ridership has grown 
from 92 in the first full month to over 200 per month recently. The service is open to the 
public and requires passengers to request trips in advance. Current service operates three 
days a week from 9am until 3pm and includes two days in and around Bonner’s Ferry, and 
one day from Bonner’s Ferry to Bonner County. 
 
Given the population size of the area, SHIFT recommends that SPOT continue to improve 
demand response service for the next few years and not implement fixed route service. 
Demand response is much more flexible and appropriate for this service area. Demand 
response should be expanded from three days a week to four days a week with slightly 
longer hours and potential for larger service area to points: 

 

Bonner’s Ferry demand response goals (implemented over three years): 
 

 Demand response service 4 days a week 
 

 Monday through Thursday from 9a until 4p 
 

 Expanded service area 

Increasing service will take increased funding from partners in Boundary County and 
Bonner’s Ferry. SPOT needs to continue to communicate about the resources required to 
grow this service, so that funding partners can plan ahead. It should be noted that the 
growth of this service is a separate goal from the new regional connection between 
Bonner’s Ferry and Ponderay and Sandpoint, as detailed in the New Service section. 
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NEW SPOT SERVICES: HOW TO GROW 

Schweitzer Connection 

The extension of Blue Route to Schweitzer Mountain Resort in the winter is a new service 
that has been discussed by SPOT and Schweitzer in detail for more than a year. This new 
service idea seems to be viable – the community appears to support this new service, 
Schweitzer is willing to subsidize the operating and capital of this service, SPOT is willing 
to operate the service, and ridership should increase significantly. The proposed route, 
previously discussed by SPOT and Schweitzer, is an extension of Blue Route: 
 

 
 

 
Schweitzer service dovetails into the existing Blue Route timing, but requires additional 
buses to operate. This timetable shows how buses would be timed for both 60-minute 
frequency, which requires 2 buses to operate, and 30-minute frequency, which requires 4 
buses. (Frequency is calculated by using the time it takes 1 bus to make a full lap and 
dividing by the number of buses.) Bus times shown are suggested to create times that are 
easy for passengers to remember going to and from Schweitzer and match relatively close 
to existing Blue Route timing. Only show major time points, as shown in the table below 
(route would serve all existing intermediate stops).  
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BLUE ROUTE TIMING 
WITH SCHWEITZER 

60-minute frequency 
2 buses 

30-minute frequency 
4 buses 

TOWARDS SANDPOINT (bus times after the hour) 

Schweitzer :30 :30, :00 

Red Barn :00 :00, :30 

Walmart :10 :10, :40 

Sandpoint downtown :20 :20, :50 

Spruce @ Boyer :30 :30, :00 

TOWARDS SCHWEITZER (bus times after the hour) 

Spruce @ Boyer :30 :30, :00 

Sandpoint downtown :40 :40, :10 

Walmart :50 :50, :20 

Red Barn :00 :00, :30 

Schweitzer :30 :30, :00 

 
In both scenarios, northbound and southbound buses are crossing paths at the Red Barn. 
This is a big advantage – if the road were closed and a bus was unable to make it down the 
hill in time, the other bus would simply turn around at the Red Barn and start running the 
schedule of the stuck bus. 
 

Demand Response Addition for Sandpoint Area 

With a dedicated bus already operating complimentary paratransit service for ADA 
passengers in the Dover, Kootenai, Ponderay, and Sandpoint area, SHIFT believes that SPOT 
should consider using this service to also offer demand response service to specific areas 
and destinations not currently served. SPOT could offer a demand response service open to 
the public to connect to the following areas: 
 

West Sandpoint, including service to SWAC 
 

 Given recommendation for rerouting the Green Route and eliminating the 
SWAC stop, this would still give connectivity to this area 
 

North Sandpoint 
 

 Foodbank and airport area – demand response could work well to connect to 
these areas, especially since railroad tracks and deviation time make this 
area difficult to serve for existing fixed routes 
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Ponder Point 
 

 As mentioned, Green Route is very time constrained and cannot afford the 
time to go to Ponder Point. Demand service could fill this gap and provide 
service for this area  
 

Sagle 
 

 The bridge is a challenge for this connection, but demand response with 1-2 
standing trips (prescheduled trips that only operate if someone requests in 
advance) per day could be a place to start for serving Sagle 

 

Vanpool 

With the first route just getting started for Quest Aircraft employees, SPOT vanpool is a 
brand new expansion of service, and SPOT’s first foray into regional commuter 
transportation. SHIFT believes that vanpool will grow very quickly for SPOT over the 
coming years. As employers understand the benefits that vanpool offers in terms off 
employee retention and attraction, vanpool ridership will follow.  
 
SHIFT believes that SPOT should grow vanpool carefully, as resources allow. With the 
current cost structure of vanpool, some administration costs are built in and SPOT must 
put that funding first into increasing the hours of an office assistant, and ultimately funding 
a vanpool coordinator position that could also be responsible for demand response 
coordination. 

 
Vanpool should be a core part of SPOT’s growth over the coming three years  

with the goal of adding 1-2 vanpool routes per year 
 
 

Regional Connections 

As SPOT is about to expand its joint powers agreement regionally, SHIFT recommends that 
SPOT start planning for regional scheduled service. Two areas are recommended: 
 

Connection between Bonner’s Ferry and Ponderay/Sandpoint 
 

Plan: transition current demand response run to scheduled fixed route one day a 
week and add Saturday service for casino goers and general public – both of these 
could start in 2017 and be expanded as funding and ridership grow. 
 

Funding: existing demand response connection already funded; casino could fund 
weekend service 
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Connection between Sandpoint area and Coeur D’Alene (CDA) 
 

Plan: start conversation with regional partners in the CDA area and start planning 
route and funding. Apply for 5311(f) funding in 2017 and start service in 2018. 
 

Funding: 5311(f) intercity funding from the Federal Transit Administration with 
local match required. Kootenai County and Bonner County partners will have to 
participate. 
 

SHIFT believes SPOT’s role in regional transportation is going to grow in terms of 
importance and influence. By planning now, SPOT will be more successful in connecting a 
broader region and delivering economic benefits to all partners.  
 
 

SUMMARY OF IMPROVEMENTS 
In considering potential improvements to existing services or additional new services, 
SPOT should be aware of the pros, cons, relative costs, and relative ridership gains. 
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Improvement 
or service 
addition 

Analysis-Recommendation Expense 
Estimated  
Ridership 

Gain 

Later night 
service for Blue 

One of the top requests from riders, but this ridership 
potential may be limited. Recommended only if resources 

allow.   

30-minute 
frequency for 

Blue 

Getting Blue Route to every half-hour will significantly 
improve ridership, but it is expensive. If resources allow, 

this is recommended (implement slowly)   

City Beach 
summer 

connection for 
Blue 

This is an easy, low-cost change to Blue Route that should 
yield strong ridership gains and is recommended. 

  

Reconfigure 
Blue to operate 

along Larch 

These options could produce more ridership. Not enough 
data to make a recommendation. 

  

Reconfigure 
Green to serve 

Dover every trip 

Having a consistent route is important. This is low cost 
and is recommended, but ridership may take time to build. 

  

Demand 
response for 
specific areas 

around 
Sandpoint 

General public demand response could work well for 
areas that aren’t practical for fixed route service but are in 

need of service. Recommended if resources allow.   

Schweitzer 
service as Blue 

extension 

This service seems to have the most energy and interest. It 
is expensive but Schweitzer is willing funding partner. 

Ridership numbers will be high, based on Schweitzer data. 
Recommended.   

Regional fixed 
route w/ limited 

service from 
Sandpoint to 

Bonner’s Ferry 

Currently the demand response service comes into 
Ponderay/Sandpoint once a week from Bonner’s Ferry. This 
service is recommended to be transitioned to a fixed route. 
Saturday service is only recommended if the casino funds it.   

Regional 
intercity route 

to CDA 

This is longer term project that is recommended for planning 
only at this point. If funding develops and partners are in place, 

service could be started in three years.   

Vanpool 
Implementing vanpool is fairly low-cost with riders paying 

costs of the van. Given employer needs and housing, vanpool 
growth of 1-2 vans per year is recommended for SPOT.   
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THREE-YEAR SERVICE PLAN 
There are many opportunities for SPOT – this chart charts illustrates a course for 
implementation. SPOT will need to determine if all of these opportunities make sense and 
whether they should happen sooner or later than recommended. As SPOT implements 
some of these opportunities, this three-year plan will need to be updated to reflect new 
information resulting from service, land use, and other changes. 
 

EXISTING 
SERVICE 

2017 2018 2019 

Blue Route 
Connect to city beach, consider 

route configuration 
Increase night service. 

Increase to 30-minute for winter 
and potentially summer service. 

Green Route 
Realign route to serve Dover 

every run, add new stops along 
existing route 

Make time adjustment to Green 
to account for more Blue 

service 

Evaluate long-term potential in 
2020 and beyond of increasing 

to 30-min. freq. 

Paratransit in 
Bonner County 

Maintain as is Maintain as is Maintain as is 

Demand response 
Boundary County 

Maintain as is 
Expand hours of service and 

look at larger service area 

Add 4th day of service and keep 
Boundary bus in Bonner’s Ferry 

for all 4 days 

NEW SERVICE 2017 2018 2019 

Schweitzer 
service 

Plan ahead for winter 2017-
2018 start. Finalize service 

details. 

Start Schweitzer service with 
60- minute service 

Expand Schweitzer service to 30-
min., evaluate peak load needs in 

partnership w/Schweitzer 

Demand response 
in Bonner County 

Add limited service areas and 
days to existing paratransit bus 

Expand to other service areas 
Add another bus for 2 hours per 

weekday 

New regional 
service to 

Bonner’s Ferry 

Start with 1 day per week 
scheduled service with 1  

round-trip 
Expand to 2 days per week 

Expand to 3 days per week with 
multiple roundtrips 

New intercity 
service 

Begin regional discussions and 
apply for funding 

Start service with 1 day per 
week with 1 roundtrip 

Expand service to 2 days per 
week 

Vanpool 3 vanpool routes by end of 2017 5 vanpool routes by end of 2018 7 vanpool routes by end of 2019 

RESOURCES 
REQUIRED 

2017 2018 2019 

Estimated 
incremental 

operating costs 
$50,000 - $75,000 $140,000 - $180,000 $220,000-$270,000 

Increased 
administrative 

staff 
Add full-time office assistant 

Add part-time vanpool and 
demand response; add driver 

trainer position 

Make vanpool and demand 
response coord. full-time; 

transition management from 
Ops Manager to Exec Director 

RESOURCES 
AVAILABLE 

2017 2018 2019 

 
Schweitzer operating funding, 

vanpool fares, funding from 
casino 

Schweitzer, vanpool, casino, 
5311(f) for intercity, additional 

local JPA contributions 

Schweitzer, vanpool, casino, 
5311(f), additional local JPA 

contributions, additional 5311 
operating funding 
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CONCLUSION 
SPOT has tremendous opportunity over the next three years to strengthen and improve 
existing services. Improving existing services should be SPOT’s top priority. New services 
should be developed as resources allow and must be implemented carefully with a long-
term, incremental approach.   
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OVERVIEW 
A performance dashboard is a monitoring and feedback tool for SPOT to use to evaluate its 
impact and performance over time. A performance dashboard tracks specific performance 
indicators and represents them in an easy to read and understand format, typically with 
graphical data, comparisons against benchmark goals, and historical trends. 

Three main performance areas of focus for this dashboard are ridership, financial, and 
safety. In these three areas, the dashboard gives 1-2 specific metrics for each that quantify 
SPOT’s performance (e.g., riders per hour). For each area an appropriate goal is suggested 
as the benchmark.  

The goal of this tool is to give SPOT insight into its performance on an ongoing basis. A 
performance dashboard is primarily used by staff and the board to understand the 
organization better, but it can be used to present information to specific stakeholders or 
the community at large. By creating a feedback loop of information, SPOT can determine if 
specific projects or initiatives are working and how they impact performance.  

It should be noted that a performance dashboard does have limitations; it cannot present 
the entire organizational performance. A dashboard can’t tell you, for example, that there 
was a big economic slowdown that impacted ridership, or that costs spiked one month due 
to a large unscheduled maintenance issue. There are so many variables in running a public 
transportation system that must be recognized. It may make sense for staff to provide 
descriptive context to the dashboard when it is presented. And there may be good reason 
to accept lower than desired benchmark performance – a new route may take longer to get 
established, SPOT’s cost structure, especially overhead, may have to increase to support 
more service growth, and a few back-to-back incidents or accidents may skew safety data 
temporarily. The key is to look at trends and patterns and use the dashboard data as 
potential indicators to help inform decisions or make adjustments appropriately. 

 

AGENCY SNAPSHOT 
In order to determine where SPOT should go, it’s important to understand where SPOT is 
today. The organization is in a great place with solid ridership, low cost structure, satisfied 
customers, and safe operations.  

 

 

 

See SPOT Know 
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A Typical Month for SPOT     

Riders boarding 6,408 

 Hours of service provided 1,074 

 Miles driven 14,526 

 Monthly expenses to run SPOT $38,790  

 Accidents and incidents Less than 1 per year 

 

12-month average for July 2015–July 2016 

 

Formed in 2011, SPOT is a relatively new organization that grew its ridership quickly from 
2012-2014. However, growth has stalled in recent years. Ridership numbers are relatively 
stable, but – in the past two years – the trend has been downward. Based on interviews 
that SHIFT conducted with SPOT board members, the goal is to reverse this trend and see 
SPOT ridership grow. 

 

Trends in Ridership for SPOT
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PERFORMANCE METRICS 
Developing performance metrics involves taking available data streams and combining 
them in ways that make sense for the organization. For SPOT, the data streams that are 
readily available and currently tracked by staff include: 

 

Use of service 

 Riders per route, riders per month 
 Riders per stop 

Quantity of service 

 Hours per route, hours per month 
 Mileage per route, mileage per month 

Costs of service      

 Expenses per month 

Safety of service  

 Number of incidents or accidents 

Historical trends 

 The data over a particular time frame 
 
 

Developing a performance metric takes combines these data streams to develop a ratio that 
can quantify performance. For example, to understand how productive a particular service 
is, you would take ridership and divide by hours of service to get ridership per hour: 

 

 

 

Riders for 
the 

month 

Hours 
operated 
for the 
month 

Riders/Hour 
aka 

Productivty 

CURRENT 
DATA 

STREAMS 
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With so much data and so many different ways to calculate and present the data in an 
understandable format, it is recommended that the SPOT dashboard track these metrics for 
each area of performance: 

 

SPOT Recommended Performance Metrics 

METRIC 
6 month average for 

SPOT actual 
performance 

Suggested SPOT 
benchmark goal for 

each metric 

    
  

Ri
de

rs
hi

p 

Riders per hour for fixed 
route service 

7.9 9 

Riders per hour for 
paratransit and demand 

response 
2.1 2.5 

        

Fin
an

ci
al

 

Cost per hour of                   
revenue service 

$38  < $45 

Cost per passenger (total 
with both paratransit and 

fixed route) 
$6.35  < $7 

      
 

Sa
fe

ty
 

Accident and incidents 
per year 

1 < 2 

  
    

 

These specific metrics were chosen because they give a picture of data driven performance 
of the organization in three key areas that are easy to calculate, readily available from 
existing data, and typical in the public transportation industry. 
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The suggested benchmarks were chosen as achievable goals for SPOT, which are applicable 
for a small rural transit agency operating a similar amount of service. Every transit agency 
is different when it comes to performance, and there is no industry standard benchmark 
for these metrics. Agency performance varies widely based on the type of service, the 
amount of service, the density of the areas served, incentives to take public transportation, 
disincentives to driving, and many other unique factors.  

Given that SPOT is serving small towns and rural areas, SPOT is performing well overall. In 
comparison to neighboring agencies, most of which are serving much larger areas with a 
much higher level of service, SPOT has a very low cost structure and has solid ridership per 
hour. 

Comparables: Ridership and Financial 

Community 
Ridership 

Total 

Hours 
of 

service 

Ridership 
per Hour  
Average 

Ridership per 
Hour  By 
Service 

Operating 
budget 

Cost       
per 

Hour 

Cost       
per 
Pass 

Spokane, WA 
(STA) 

11,811,344 580,892 20.3 
28.9 = Bus               

2.96= 
Demand 

$58,695,223  $101  $4.97  

Boise, ID 
(ValleyRide) 

1,466,139 121,563 12.1 
15.3 = Bus               

2.0 = 
Demand 

$9,624,981  $79  $6.52  

Missoula, MT 
(Mtn Line) 

922,768 54,624 16.9 
20.1 = Bus               

2.2 = 
Demand 

$5,031,414  $85  $5.02  

Billings, MT 
(MET) 

671,907 51,461 13.1 
16.1 = Bus               

4.0 = 
Demand 

$5,150,741  $100  $7.67  

SPOT              
(2015 data) 

79,170 12,931 6.2 
7.5 = Bus                

2.1 = 
Demand 

$438,601  $34.04  $5.54  

Idaho Falls, ID 
(TRPTA) 

38,660 32,114 1.2 
1.7 = Bus                

1.0 = 
Demand 

$1,118,204  $34.82  $28.92  

 

*2014 Data from the Federal Transit Administration National Transit Database.  
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THE DASHBOARD 
A good dashboard should include these metrics in an attractive presentation and be easy to 
understand at a glance. The dashboard developed for SPOT combines speedometers that 
show where SPOT is operating in the range for a particular month alongside graphs that 
show the trend over a longer period of time. The dashboard is shown in Appendix A for a 
recent month. This dashboard should be updated by staff on a monthly or quarterly basis 
and be shared with board members as part of the regular board meetings. 

 

OTHER METRICS TO CONSIDER 
The SPOT dashboard is a quantitative tool to give organizational feedback to staff and the 
board on an ongoing basis. SPOT should consider tracking other metrics on a less frequent 
basis. Other potential performance indicators could include: 

 

Customer satisfaction survey 
 The recent survey conducted by SHIFT sampling 45 riders showed that, on 

average, passengers were very happy with SPOT service, giving it an average 
of 4.7 out of 5 stars on overall experience 
 

Driver satisfaction survey 
 Happy drivers = happy customers = good community feelings about SPOT 

 

Ridership per stop 
 Looking at how many people are boarding at each stop will give SPOT an idea 

of which stops may not be effective 
 

Property values near popular bus stops 
 Are they increasing faster than other properties? 

 

These indicators could be looked at annually or as the resources allow. This could be part 
of a more in-depth annual performance report.  
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Rd 

 

 

OVERVIEW 
Capital planning is critical to the success of any public transportation provider. The SPOT 
Capital Improvement Plan (CIP) will be a valuable planning tool used to assess, predict, and 
develop capital needs of the organization over a specific time frame. This CIP uses a five-
year time horizon as its basis, planning out capital projects for fiscal years 2017-2021 
(FY2017 starts 10/1/16 and ends 9/30/17).  
 
SPOT is at a point in its evolution where there are numerous capital needs to maintain and 
grow the vehicle fleet, improve bus stops, and look to a future SPOT-owned facility. Having 
a CIP in place ensures that the SPOT board and staff will be proactive in planning for capital 
needs and investing in SPOT’s continued success. 
 
A CIP ensures that assets are always in a state of good repair, providing safe and reliable 
service to the community.  
 
 

CAPITAL IMPROVEMENT PLANNING PROCESS 
Each year SPOT staff, board, and community stakeholders should work together to update 
this CIP, moving the plan forward one year so that the plan always looks forward to the 
next five years of capital projects. Capital needs and funding opportunities are always in 
flux. This plan must be adjusted to match capital needs with capital resources, according to 
the process below. 
 

 
 
 
 
 
 
 
 
 
 

 

See SPOT Build 
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SPOT Capital Project Planning Process 
 
 

 
 

In order to provide predictions about future capital needs, a CIP is formulaic. It assumes 
that capital assets - especially vehicles – depreciate incrementally and need to be replaced 
at a certain mileage or after a certain number of years, in accordance with industry 
standards and guidance. However, actual experience will be different and will have to be 
accounted for in the annual update.  
 
It is common for a bus expected to go 250,000 miles to need replacement much sooner 
than expected (the “lemon” effect) and for some buses to go much longer than expected. 
Staff and board must assess which vehicles, and other assets, are running ahead of or 
behind the originally planned life cycle and plan accordingly. 
 
By keeping the CIP current and adapting to opportunities and challenges, SPOT can be 
nimble and responsive in maintaining, replacing, and growing its assets. 
 
 

TYPES OF CAPITAL PROJECTS 
SPOT’s CIP projects fall into five basic categories:  

 bus replacements 
 bus expansion (for new service) 
 on-street assets like bus shelters 
 facilities 
 technology 

Assess 
existing 
capital 
assets 

Establish 
replacment 

cycles 

Assess need 
for new 
capital 
assets 

Estimate 
costs and 
revenue 
sources 

Develop CIP 
with 5 year 
project list 

Execute the 
plan for a 
given year 

Update 
annually 
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Vanpool vehicles are not included in this CIP, because the leasing model SPOT is using for 
vanpool should work well going forward. By leasing vehicles and including this in the cost 
to riders, SPOT doesn’t need to include vanpool vans as owned assets in the CIP. 

 
Bus Replacements 

Currently SPOT operates light duty and 
medium duty buses that have a minimum 
useful life of 5 years/150,000 miles or 7 
years/200,000 miles, as established by the 
Federal Transit Administration (FTA).  
 
These minimum useful life estimates help a 
transit agency understand what to expect 
for minimum life cycle performance of the 
bus. Many larger transit agencies view 
these minimums as the point at which a bus should be replaced, but smaller transit 
agencies like SPOT have to plan to use buses longer than these minimum life estimates. 

 
Minimum Service-Life Categories for Buses and Vans 

 

Category 
 

Typical Characteristics 
 

Minimum Life 

 Length 
Approx. 
GVW 

Seats 
Average 

Cost 
 

Whichever comes First 

  
Years Miles 

Heavy-Duty                
Large Bus  

35-48 ft;     
60 ft 
artic. 

33,000 to  
40,000 

27-40 
$325,000       

to 
>$600,000 

 
12 500,000 

Heavy-Duty                
Small Bus  

30 ft 
26,000 to  

33,000 
26-35 

$200,000     
to      

$325,000 
 

10 350,000 

Medium-Duty and 
Purpose-Built Bus  

30 ft 
16,000 to   

26,000 
22-30 

$75,000     
to      

$175,000 
 

7 200,000 

Light-Duty                   
Mid-Sized Bus  

25-35 ft 
10,000 to 

16,000 
16-25 

$50,000        
to         

$65,000 
 

5 150,000 

Light-Duty Small 
Bus, Cutaways, 

and Modified Van 
 

16-28 ft 
6,000 to   
14,000 

10-22 
$30,000        

to          
$40,000 

 
4 100,000 

 

Source: FTA Useful Life of Transit Buses and Vans Final Report, April 2007 
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To date, the light and medium-duty buses have served SPOT well, and this vehicle type 
should continue to do so in the future. The light and medium-duty buses do have 
limitations – SPOT should be aware of the limitations and how to plan around them.  
 
The current fixed route buses in the SPOT fleet are built on the Ford E450 chassis and can 
accommodate a maximum of 16-18 passengers without the wheelchair positions occupied. 
Base price for these buses is approximately $75,000, for current model year.  
 
The current demand response, paratransit buses are also built on the Ford E450 chassis 
and can accommodate a maximum of 8 passengers without the wheelchair positions 
occupied. Base price for these demand response vehicles is approximately $60,000. All 
buses have a wheelchair lift and standard safety equipment. 

 

PROS of current buses 
 

CONS of current buses 

Cost to purchase and maintain is 
lower than most other bus options  

Expected serviceable life is 
250,000 miles or less (engines and 

transmissions may need to be 
replaced at 150,000-200,000 

miles) 

Ford chassis means local dealer 
can provide maintenance and 

warranty support 
 

Passenger capacity of 16-18 
passengers means system growth 
could be limited by bus capacity 

Gas engine has less issues than 
modern diesel engine  in stop and 

go operations 
 

Buses have wheelchairs lifts, 
which require more time and 
training to operate safely, as 

opposed to a wheelchair ramp 

Sized right for the existing routes, 
services, and ridership   

Buses don’t have proper options to 
serve Schweitzer 

Flexible and interchangeable 
among existing routes and 

services 
 

Buses have steps which are 
challenging for some riders 
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As SPOT continues to evaluate bus needs for fixed route and demand response service, it 
should consider optional add-ons to the current vehicle chassis that improve carrying 
capacity and passenger accessibility: 
  

 

 

 

 

 
 
 
 
 
 
 
 
 
Low floor bus with ramp 
(Credit: Champion Bus) 

 
 
 
 
 
If SPOT wanted to purchase heavier duty buses with longer serviceable life, the cost goes 
up dramatically – as a point of reference, a 28-32 passenger heavy-duty (12 year rated) 
diesel bus with a low floor (wheelchair ramp) is $350,000-$400,000. A 10 year-rated bus 
with a capacity of 25-30 passengers is $200,000-$300,000. 
 

Bus Expansion for New Service 

In evaluating service expansion, SPOT should carefully consider how to grow the fleet. For 
a small transit system, it’s very helpful to have one vehicle platform that is easily 
interchangeable among different routes and service. Having vehicles that only work on one 
route is too limiting for a small transit provider like SPOT. By planning around the current 
Ford vehicle chassis with small adjustments to seating capacity, add-on packages, and 
potential low-floor option, SPOT will be able to keep a cost-effective fleet that can be used 
year-round on all routes and services. 
 
With fleet consistency in mind, the biggest challenge in the next 1-2 years will be what type 
of bus to get for a potential Schweitzer service. If SPOT moves forward with this service, it 
is recommended that SPOT consider purchasing a bus that has additional passenger 
capacity but built on a similar Ford chassis as the current SPOT buses. Using the same basic 

Improvements to current fixed route bus 
configuration package with stop requests, destination 
signage, rear bike racks, and rear cameras 

 

Adds $10,000 
to cost 

 
 

 
Increasing carrying capacity of fixed route bus by 
adding 5-8 passenger capacity  

 

Adds $30,000 
to cost 

 
 

 
Eliminate entry steps and wheelchair lift and replace 
with a low-floor option (no entry steps and flip-out 
wheelchair ramp instead of wheelchair lift)  

 

Adds $40,000 
to cost 
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bus chassis will allow for interchangeability with the current fleet, current routes, and 
current needs of the service. Especially if the existing Blue Route is lengthened to connect 
to Schweitzer, SPOT must have a bus that can maneuver easily in town and not be over-
sized to the year-round usage of the route. This approach will require that Schweitzer 
retain some of its current buses in order to deal with peak skier demands from the Red 
Barn parking lot up to the resort.  
 
The buses for Schweitzer are recommended to be built on a Ford E-450 or F-550, or 
equivalent, chassis and have capacity for 22-26 passengers. They will need to be 
wheelchair accessible. Additional add-on packages for this bus must include: 
 

 Heavier duty transmission and braking package with retarder system  

(used to help slow the bus) 
 

 Auto-chains for winter conditions 
 

 Exterior ski racks 
 

 Higher gross vehicle weight to accommodate the additional passenger load 
 

Estimated per bus cost with these options: $130,000-$140,000 
 

 

 
 

Auto chain system and driveline retarder system (Credit: left: ONSPOT; right: Telma) 
 

 
In addition to the fleet expansion for the Schweitzer service, SPOT will also need to plan for 
expansion of the bus fleet for potential new services like a scheduled route between the 
Sandpoint area and Bonner’s Ferry to serve commuters or casino goers and a regional 
intercity connection from the Sandpoint area to Coeur D’Alene. Both of these connections 
require an additional bus in the fleet and are included in the 5 year CIP. These buses are 
recommended to be built around a similar specification as the SPOT fixed route buses for 
Blue and Green Routes. 
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On-Street Infrastructure (Stops, Shelters, Park-and-Ride) 

SPOT has developed a well-functioning 
fixed route bus system with over 40 
established bus stops served by the 
Green and Blue Routes within the 
communities of Dover, Sandpoint, 
Ponderay, and Kootenai. Most of these 
stops have limited passenger amenities 
for safe and comfortable accessibility.  
SPOT is aware of this need and has 
already started the capital funding 
process by applying for and receiving a 
grant of $125,000 from the Federal 
Transit Authority (FTA) for improving 
bus stops that will become active in the 
fall of 2016.  With matching funds 
included, this project will result in over 
$150,000 in bus stop improvements.  
 

 
This project will likely not start until 2017 and includes: 
 

 New bus shelters at 10 different higher volume bus stops 
 

 4 in Sandpoint 
 

 4 in Ponderay 
 

 1 in Dover 
 

 1 in Kootenai 
 

 Bus stop benches at an additional 9 stops throughout the system. 
 

 Better bus stop signage that shows departure times. 

 
SPOT has built community partnerships for this project including a creative partnership 
with the Eureka Institute. The Eureka Institute has developed a modern, attractive bus 
shelter design that fits the community aesthetic.  This design will be built by youth, as part 
of Eureka’s Construction Basics Initiative. The partnership leverages the FTA funding that 
SPOT has secured with the community support for this youth construction program. SPOT 
has correctly recognized that this effort is only the beginning and needs to be continued in 
future years, beyond this federal grant. As a result, SPOT and Eureka have started the 
conversation on ways to keep this project self-funded by looking at bus shelter sponsorship 
opportunities. This could result in sustained funding for building more shelters and adding 
more benches.  

SPOT bus shelter concept 
(Credit: Steve Holt, Eureka Institute) 
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Potential Park and Ride lot in Dover 

Another project included in this CIP is the development of a park-and-ride lot in Dover. 
This lot would become the terminal point for the Green Route in Dover. The City of Dover is 
a willing partner for acquiring and entitling the land for the park-and-ride, and SPOT would 
seek grant funding for improvements including paving the lot and building a bus shelter. 
The project in the CIP Appendix A includes the cost of these improvements, but excludes 
the cost of acquiring the land. 
 
SPOT must also work in partnership 
with the cities in which it operates to 
help support development of 
continuously improving bicycle and 
pedestrian infrastructure. SPOT most 
likely won’t manage the development 
of better bike lanes, pathways, 
crosswalks and sidewalks, but SPOT 
should support and encourage these 
efforts within the communities that it 
operates. Every bus trip begins and 
ends with a walk or bike trip; safe and 
complete pedestrian and bicycle infrastructure compliments and promotes transit services. 
Across the nation, ridership numbers are higher in communities that have provided this 
type of infrastructure.   
 

Facilities 

SPOT currently rents a facility located in Sandpoint. This is its only facility.  It is used for 
office space and bus storage with outdoor parking. This space is meeting the current needs 
of the organization, but SPOT should be planning for long-term growth. As SPOT expands 
operations and levels of service, it will need more office space, better bus storage 
(preferably indoors), and space to perform bus maintenance in-house. Investing in a facility 
will eliminate rent payments, improve longevity of vehicle fleet, and provide more capacity 
to grow services.  
 
The CIP includes a facility project that begins with one year of design and planning, 
followed by a 1-2 year construction process. SPOT may be able to acquire land through one 
of its partner cities or by working with Schweitzer. The value of this land could be used as 
match toward the project. Alternatively, SPOT may find that it is able to acquire an existing 
building that meets the needs of a maintenance and administration facility. Acquiring an 
existing building would be a quicker process and less costly, avoiding the challenges of 
having to construct a new facility. 
 
It may seem premature to start planning for a facility, but these projects take years to plan 
and fund. It is likely that this project will extend beyond the term of this CIP, but SPOT will 
have a head start if planning and funding development starts now.  
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Technology 

SPOT currently operates a real-time customer information phone app called DoubleMap. 
This system utilizes tablets onboard the buses to track bus location and send that 
information to an app that customers can use to see the bus location. It is unclear how 
much this system is being used and how much it will cost to maintain the system going 
forward. The CIP includes funding to keep this program going into 2017, but SPOT should 
evaluate whether this tool is sustainable. It could be very useful for SPOT customers, but it 
requires staff time to keep it operating properly. 
 
Other technology projects include: 
 

 Ridership tracking system – this would allow 

drivers to put ridership directly into a tablet instead 

of doing this by hand. The data would be readily 

available to management staff and would eliminate 

time spent entering this data by hand into a 

spreadsheet 
 

 Scheduling software – as demand response and 

paratransit ridership increases, SPOT could benefit 

from software for entering and scheduling these 

rides. 

 
 Asset management/maintenance software – as the 

fleet grows, SPOT will need more sophistication in 

how it manages and tracks maintenance of its buses. 

 
 

BASE FUNDING FOR THIS PLAN 
Capital planning requires steady capital funding. Currently, SPOT doesn’t have a separate 
budget and account for capital funding. It is recommended that SPOT use its existing 
“excess funding” that is unallocated in order to establish a capital fund balance. Based on 
discussions with SPOT staff regarding available fund balances, SHIFT recommends that this 
starting fund balance be established at $100,000 for FY2017, beginning October 1st, 2016.  
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Capital Fund Establishment 
 

 
 
For each year going forward, it is recommended that SPOT allocate 10% of local 
contributions to the newly created capital fund for the purpose of creating a balance of 
matching funds. Currently SPOT receives approximately $166,000 of local funding each 
year. Starting in 2017, SPOT should allocate $16,000 of this local funding to the capital 
fund. This allocation creates stability to the capital fund with a growing fund balance that 
can be leveraged to get new federal funding. Almost all capital projects that SPOT would 
consider qualify for 80% federal funding from the FTA. Having 20% local funding available 
and “in the bank” means that SPOT can move forward with capital projects quickly and 
when needed. 
 
This could be established by creating a separate bank account and establishing a separate 
capital budget each year, based up the priorities in this plan. This capital budget should be 
adopted in conjunction with the adoption of the annual operating budget. SPOT’s total 
adopted budget should include operating and capital funds with estimated revenue and 
estimated expenses. This new process may require SPOT to ask for more funding from local 
funding partners to build these capital matching funds in excess of $166,000 a year.  
 
By establishing this standard of always allocating 10% of every local dollar received, SPOT 
will be able to show funding partners that there won’t be any surprises when it comes to 
capital needs. Having to make one-time funding request, outside of the annual budget 
request, of cities and counties for capital projects creates challenges for the city and county 
budgeting processes. If funding partners know that SPOT is proactively planning for both 
operations and capital, then there will be a higher degree of trust in SPOT’s ability to 
manage its finances. 
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FUNDING SOURCES 
CIP projects are expensive and require a variety of funding sources to complete. 
Fortunately, SPOT has been very adept, finding creative ways to make projects happen. 
SPOT has been successful in competing for federal capital project grants and is using many 
of the sources listed below to build more capacity for funding future projects. 
 

Funding from Municipalities and Counties 

As previously described, SPOT needs to establish a capital fund and start allocating a 
percentage of every local dollar received to building and maintaining a fund balance for the 
capital account. This fund balance can be used as match to federal funding or to complete a 
capital project in its entirety. SPOT should build this fund in anticipation of large capital 
projects. The more funding available from local funding sources, the better SPOT can 
compete for grants that often require or recommend local participation in project funding.  
 

5339 Program of the Federal Transit Administration (FTA) 

The FTA states that the Grants for Buses and Bus Facilities program (49 U.S.C. 5339) makes 
federal resources available to states and direct recipients to replace, rehabilitate and 
purchase buses and related equipment and to construct bus-related facilities including 
technological changes or innovations to modify low or no emission vehicles or facilities. 
Funding is provided through formula allocations and competitive grants. For most 5339 
projects, the funding from the FTA provides 80% of the cost with a 20% local match 
requirement. 
 
This 5339 program will fund most major SPOT capital projects, with the assumption that 
80% of the cost of a given project for bus replacement/acquisition or new bus facilities, 
including bus stop improvements, will be paid out of this program. The 5339 program is 
managed by the Idaho Transportation Department (ITD). ITD has an application cycle of 
every two years, but periodically ITD has released one-time funding.  
 

Other Federal Funding 

Opportunities for bus and bus facility projects outside of the 5339 program are limited for 
rural providers like SPOT, but there are still programs that SPOT should look at when 
considering larger capital projects, especially a new facility. SPOT may be able to access 
one-time programs like TIGER, 5311(f), and 5310. The SPOT Strategic Plan from 2015 has a 
list of potential federal sources in Appendix A. SPOT should continue to look for federal 
funding opportunities for capital projects. 
 

Creative Community Funding 

As a service uniquely positioned in the community, SPOT has the opportunity to continue 
to grow funding support from a variety of non-profit and business partnerships in order to 
funding capital projects: 
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 Eureka Institute and other community minded organizations interested in 

construction 
 

 Other non-profits like the food bank, the senior center, North Idaho College 

 
 Sponsorship of assets like benches and bus shelters that can be  

used to continue programs 

 
 Business partnerships 

 

These funding sources can bolster the capital fund balances, be used as matching funds for 
federal grants, or they could be used entirely to fund a smaller capital project, like bus stop 
amenities, benches or customer accessibility projects.  
 

Schweitzer Mountain Resort 

SPOT has already received commitment from Schweitzer Mountain Resort to provide the 
matching funds up to $170,000 for 4 additional buses to be used to connect Sandpoint and 
Ponderay with Schweitzer. These matching funds are critical to expanding SPOT’s service 
to Schweitzer. The CIP summary of projects includes two buses for winter 2017-2018 and 
two buses for winter 2018-2019, based on Schweitzer matching funds. 
 

Other Grant Opportunities 

In the SPOT strategic plan from 2015, many ideas for funding are provided and should be 
evaluated as opportunities present themselves. Smaller capital projects for bus stop 
improvements and passenger amenities can often be funded through smaller grant 
opportunities, as shown in the SPOT strategic plan. 

 
 

ANALYSIS OF CURRENT FLEET 
SHIFT analyzed the current bus fleet in order to determine necessary vehicle replacement 
needs to maintain the service. SPOT currently runs a fleet of gas powered light to mid-duty 
buses in fixed route and demand response service.  
 
Some stats to note: 
 

 Fixed route buses operate a total of 145,000 miles per year. 
 

 Demand response and paratransit buses operate a total of 30,000 miles per year. 

 
 Fleet mileage total of 175,000 miles per year. 
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This results in the need to replace one bus every other year or sooner, based on current 
usage. 
 

Bus Fleet Today 
 

SPOT 
ID # 

Model 
Model 
Year 

# of 
Passengers 

Service 
Mode 

 Current 
Mileage      
6/30/16 

 Typical 
Useful Life for 

Bus Type  
(Miles)  

 Estimated 
Replacement 

Cost  

106 
FORD           
E450 

cutaway 
2005 16 

Fixed 
Route                             
Spare 

298,301 200,000 $75,000  

107 
FORD         
E450 

cutaway 
2007 9 

Demand                
Response 

195,270 250,000 $80,000  

110 
FORD          
E450 

cutaway 
2010 16 

Demand                  
Response 

158,535 250,000 $78,000  

111 
FORD           
E450 

cutaway 
2011 16 

Fixed 
Route              
Spare 

270,844 250,000 $75,000  

114 
FORD            
E450 

cutaway 
2014 16 

Fixed 
Route              
Blue 

119,520 250,000 $82,000  

115 
FORD         
E450 

cutaway 
2015 16 

Fixed 
Route             
Green 

79,919 250,000 $84,000  

BFB#1 
FORD            
E450 

cutaway 
2011 8 

Demand                   
Response 
Boundary 

Co. 

36,031 200,000 $80,000  

 
 
The next step in understanding the fleet is to use mileage data to calculate when a 
particular bus will be at the end of its useable life, based on how many miles each bus is 
predicted to accumulate.  
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Mileage Analysis with Predicted Replacement Year  
Highlight indicates point of replacement 
 

SPOT 
ID# 

Avg 
miles 
per 
year 

Estimated 
Mileage 

End 2016 

Estimated 
Mileage 
End 2017 

Estimated 
Mileage 

End 2018 

Estimated 
Mileage 

End 2019 

Estimated 
Mileage 

End 2020 

Estimated 
Mileage 
End 2021 

Notes 

106 10,000 303,301 313,301 10,000 20,000 30,000 40,000 

replace now 
no AC, 

original 
engine & 

transmission  

107 12,000 201,270 213,270 225,270 237,270 12,000 24,000 
 replace 

sooner due to 
age in 2019  

110 12,000 164,535 176,535 12,000 24,000 36,000 48,000 

 replace 
sooner due to 
age and rough 

condition  

111 10,000 275,844 285,844 295,844 10,000 20,000 30,000 

 run longer 
due to new 
engine in 

2016  

114 60,000 149,520 209,520 239,520 269,520 60,000 90,000 
 replace when 

>250k  

115 60,000 109,919 169,919 229,919 259,919 289,919 60,000 
 replace when 

>250k 

BFB#1 12,000 42,031 54,031 66,031 78,031 90,031 102,031 
 replace due         

to age  

 
 
This analysis is the best guess as to how buses will age and how services will grow. Most 
likely, the SPOT fleet replacement schedule will need to be adjusted to account for 
numerous unknown factors. The annual CIP update should include adjustments to fleet 
replacements opportunities.  
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CONCLUSION 
A CIP is a valuable tool that will allow SPOT to project local and federal funding 
requirements for achieving capital goals. Capital planning ensures that SPOT can maintain 
its capital assets in an ongoing state of good repair. Federal funding requires it, local 
funding partners will appreciate it, and customers will benefit from it. 
 
The CIP addresses acquisition and construction costs of capital projects, but maintaining 
assets over their lifetime is just as important to the capital asset process. Maintenance costs 
are not included in the CIP, as they should be included in SPOT’s annual operating budget 
as an ongoing expense. 
 
Given the 5-year timeframe and the many assumptions that have built into this plan, it is 
necessary that SPOT view the CIP as a living document that should always be as current as 
possible. 
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APPENDIX A – CIP SUMMARY AND SCHEDULE OF PROJECTS  
2017-2021 

 
 

NOTES 

1. As of 10/1/16 start of this plan, only funding secure through federal award is $125,000 of federal 
funding for bus stop improvements 

2. All other projects are contingent upon future federal awards 
3. Capital fund balance starts with $100k, as described in the CIP, and has 10% of local 

municipal/county funding added to it each year 
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1. INTRODUCTION 

In 2011, the cities of Dover, Sandpoint, Ponderay and Kootenai 

launched a public transportation system offering fixed route service 

connecting each of the four cities.  The City of Dover assumed the 

role of operator for the community transit system, using Federal 

Transit Administration funding with matching funds provided by 

Sandpoint and Ponderay.   

The Selkirks-Pend Oreille Transit (SPOT) system was an immediate 

success, and ridership has grown steadily over the past four years.  

SPOT’s early achievements are a testament to the effectiveness of 

our collaborative approach.  SPOT successes and lessons learned 

offer a valuable statewide model for other transit systems in Idaho, 

demonstrating the power of partnerships in addressing critical 

community needs. 

Our transit system’s success has caught the attention of the Idaho 

Transportation Department and other organizations who are 

interested in seeing the system expand to serve new geographic 

areas.  Recently, SPOT was encouraged to initiate demand-response 

service to serve a critical transportation need in Boundary County.  

SPOT has stepped to the plate and is currently providing limited 

demand response service within Boundary County, with a weekly 

inter-city connection between Bonners Ferry and Sandpoint.   

Looking ahead, SPOT’s leadership team desires a deliberate, 

informed approach to future expansion opportunities, so that the 

system’s growth does not outpace available resources.   

PLANNING PROCESS 

In the summer of 2015, SPOT’s leadership team developed this 

strategic plan to set priorities, focus energy and resources, validate 

investment decisions, and enhance the organization’s legitimacy in 

the eyes of funders, customers and stakeholders.  

In discussing a vision for the organization, our team recognized that 

forward momentum would require sustained motivation and 

commitment by 

SPOT’s leaders and 

partners.  

Understanding that 

each person is 

motivated by his or 

her own values, 

identifying common 

values for our 

leadership team and 

the communities we 

serve was a critical 

first step.   

Values that could be 

positively influenced 

by SPOT led to the 

development of SPOT’s vision statement.  We then established a set 

of goals and objectives to be accomplished within the next five 

years to support the vision, and confirmed that SPOT’s current 

mission provides a solid footing on which to start.  
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2. CURRENT ORGANIZATION, MISSION AND SERVICE 

SPOT is a cooperative effort, formed through a memorandum of understanding 

between the cities of Dover, Sandpoint, Ponderay and Kootenai.  Our oversight 

board, which includes the mayors of each city and an ex-officio member at large, 

is supported by a technical committee of staff members from each city plus a 

representative from Schweitzer Mountain Resort.   

Our mission is to provide convenient, safe and reliable 

public transportation for residents and visitors to 

employment, recreation and service destinations in the 

area.   

Currently, fixed route service in the Sandpoint Area 

includes two routes connecting the four cities, with hourly 

service seven days per week.  SPOT also provides para-

transit service within the four city area.   

For residents of Boundary County, SPOT recently initiated 

essential demand-response service within Bonners Ferry 

two days per week.  We also offer a connection from 

Bonners Ferry to Sandpoint one day per week, which 

allows access to critical health care services, shopping and 

other basic needs.  

 

MISSION 
A COOPERATIVE EFFORT OF AREA MUNICIPALITIES 

TO PROVIDE CONVENIENT, SAFE AND RELIABLE 
PUBLIC TRANSPORTATION FOR RESIDENTS AND 
VISITORS TO EMPLOYMENT, RECREATION AND 

SERVICE DESTINATIONS. 
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3. WHAT WE VALUE 

PEOPLE 

SPOT riders inspire us!  Coming from all walks of life, their appreciation for 

SPOT is a source of pride for us.  We work hard to earn their trust and to 

keep it through friendly, excellent service.  Hearing customers refer to 

SPOT as “my” bus, not just “the” bus, is music to our ears.   

 

PLACES 

From the Pend Oreille River to the scenic Selkirk Mountains, a ride with SPOT showcases magnificent natural beauty, clean air and water, and 

artistic, livable communities with a small-town feel.  SPOT is privileged to help preserve these advantages for future generations, by reducing 

traffic congestion and fossil fuel emissions. 
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PROSPERITY 

Prosperity has many faces.  SPOT fosters 

economic prosperity by providing businesses 

with access to the regional workforce, and 

helping to reduce employee commuting costs.   

Elderly, disabled, low income and other socio-

economically disadvantaged people depend on 

affordable, accessible transportation.  Without 

it, many could not access medical services, shop 

for necessities, or get to work, and may become 

isolated in their homes. SPOT provides essential 

travel options to reduce these serious health 

and safety risks. 

 

 

PASSION 

There is no better feeling than helping others.  We get a big charge out of solving problems for people, 

and sharing lessons learned so that other transit systems can also succeed. 
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4. OUR VISION 

 

 

 

 

Vision Statement 

 SPOT is the people’s choice for travel throughout North Idaho.  

 We will continue to help preserve North Idaho’s human and natural environments for generations to 

come.  

 We are innovative, taking advantage of new technology to stay cost-effective and affordable.   

 SPOT is recognized and leveraged as a valuable asset for economic development and community vitality.   

 Our strong partnerships and strategies for self-reliance are a national model.  
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5. STRATEGIC PLAN 

SPOT’s strategic plan covers goals and objectives for these five areas, to support SPOT’s ultimate vision: 

 Ridership   

 Rider Access and Convenience 

 Partnerships 

 Stability and Sustainability 

 Environmental Stewardship. 

The strategic planning team established long-range goals for each of these areas, and developed objectives to be accomplished over the next 

five years.  The “SMART” principle was used to make goals and objectives specific, measurable, achievable, realistic and time-bound.  Table 1 lists 

goals and objectives along with the anticipated year for action.  SPOT’s technical advisory committee will maintain an action plan (Appendix C) to 

monitor progress and accomplishments.  
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Table 1.  SPOT Strategic Plan 

SPOT STRATEGIC PLAN 

2
0

1
5

 

2
0

1
6

 

2
0

1
7

 

2
0

1
8

 

2
0

1
9

 

GOAL 1:  INCREASE RIDERSHIP  

1A 
Prepare and implement a marketing and public information plan by December, 2016, aimed 
at expanding SPOT's customer base, improving information on how to ride, and 
protecting/enhancing SPOT's brand. 

         

1B Get SPOT's routes and stops on Google Transit by December, 2015.          

1C Fully implement the Double Map app by December, 2015.          

1D 
Perform community and rider surveys in 2016 to identify barriers for current and potential 
customers, and to gauge the popularity of potential expansion options. 

         

1E Work to increase public awareness by issuing regular press releases about SPOT activities.      

GOAL 2:  IMPROVE RIDER ACCESS, CONVENIENCE AND AMENITIES 

2A Add third route to serve airport, food bank, residential and medical area.           

2B 
Perform an annual review of routes, stop frequencies, and operating hours; make 
adjustments if appropriate to improve convenience for riders. 

     

2C 
Add shelters and bicycle racks to 10% of stop locations by 2016 and an additional 10% by 
2018. 
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SPOT STRATEGIC PLAN 
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2D Expand on-board bicycle accommodation on all coaches by 2018.          

2E Work to increase frequency of fixed route services (ongoing).      

GOAL 3:  LEVERAGE PARTNERSHIPS TO EXPAND SERVICE AND IMPROVE THE SYSTEM 

3A 
Integrate SPOT with Schweitzer Mountain Resort's transportation needs and funding.  
Implement a new route serving the mountain beginning November 2016. 

         

3B 
Coordinate with Bonner County and/or other partners to become active participants in SPOT 
by 2017. 

         

3D 
As roadway projects are proposed, coordinate with BCATT, BATT, ITD, local cities and 
counties, to include stop furnishings, pedestrian access and safety features, and other transit 
infrastructure needs. 

         

3E Develop a sponsorship program for stop furnishings ("adopt a stop") by 2016.          

3F 
Coordinate with land use agencies to incorporate SPOT needs in development reviews by 
December 2015. 

         

3G 
Coordinate with social services agencies to implement Demand-Response service within in 
the Sandpoint area by 2016. 

         

3H Provide regular (annual) updates to local government agencies and civic groups.      
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SPOT STRATEGIC PLAN 
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GOAL 4:  INCREASE ORGANIZATIONAL AND FINANCIAL STABILITY  

4A Evaluate alternate governance structures and select desired approach by 2017.          

4B 
By 2017, revise current governance structure to reduce political risks and allow for easier 
service area expansion. 

         

4C 
On an ongoing basis, develop and expand SPOT's internal capacity and resources through 
training and grant opportunities. 

          

4D Update this list of objectives and action items quarterly.           

4E Identify and select performance measures for SPOT and report on them annually      

4F 
Create an endowment or other long-term donation opportunity for SPOT, after Objective 4B 
is complete. 

     

GOAL 5:  PROMOTE ENVIRONMENTAL STEWARDSHIP            

5A 
Explore other public transportation services including park and ride, vanpool and rideshare, 
as program champions are found. 

         

5B 
Report annual emission reductions due to rides on SPOT on the SPOT website, beginning in 
2017. 

       

 5C Add a seat on the TAC for a designated environmental advocate.          
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SPOT STRATEGIC PLAN 
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5D Consider energy efficiency options with next bus purchase.      

5E 
Consider solar technology and other energy efficient options for shelters with next significant 
installation project. 
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STATE AND FEDERAL FUNDING SOURCES 

In 2012, Congress enacted new federal transportation funding 

legislation known as “MAP-21” (Moving Ahead for Progress in the 

21st Century.  The majority of funding for transit systems and 

services in the country comes from this federal transportation act.   

MAP-21 contains provisions for funding programs administered by 

the Federal Transit Administration (FTA), and the Federal Highway 

Administration (FHWA), which are found in Chapter 53 and 23 of 

the Code of Federal Regulations respectively.  While the lion’s share 

of transit funding is contained in Chapter 53, there are some transit 

funding opportunities within the Highway program in Chapter 23.   

Much of the federal transportation funding that is available to rural 

areas in Idaho State will flow through the Idaho Transportation 

Department (ITD), however there are several direct-federal 

programs that SPOT could explore; specifically direct-federal 

funding that is available to tribes and for projects that improve 

access to federal lands.  A summary of MAP-21 programs for which 

transit activities may be eligible follows. 

FEDERAL TRANSIT PROGRAMS ADMINISTERED BY ITD 
 

5310 Enhanced Mobility of Seniors and Individuals with Disabilities 

 Former New Freedom program has been rolled into the 5310 program 

 At least 55% of Idaho’s program funds must be spent on capital project planning, design and implementation specifically for seniors and 

individuals with disabilities when public transportation is insufficient, inappropriate or unavailable. 

 Remaining 45% can be used for projects that improve access to fixed route service and decrease reliance by individuals with disabilities 

on paratransit.   

 Capital 80% federal funding; 20% match 

 Operating 50% federal funding; 50% match 

 Projects must be identified within a Coordinated Public Transportation Human Services Transportation Plan 

 

5311 Rural Formula Funding   

 Eligible recipients are states and Indian tribes.  Subrecipients may be state or local governments, nonprofits, public transportation 

operators or intercity bus services. 

 Eligible activities are planning, capital, operating, JARC projects, and acquisition of public transportation services. 

 Amount that comes to Idaho is dependent on vehicle revenue miles.  SPOT can help increase Idaho’s share by increasing ridership. 
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 Low-income populations in rural areas is also a formula factor. 

 Data collection required 

o Annual revenue 

o Sources of revenue 

o Total annual operating costs 

o Total annual capital costs 

o Fleet size and type, related facilities 

o Vehicle revenue miles 

o Ridership 

 Capital 80% federal funding; 20% match 

 Operating 50% federal funding; 50% match 

 

5311(f) Intercity 

 15% of the state’s 5311 funds have to go to intercity service 

 Planning and marketing for intercity transportation 

 Capital 

 Operating through purchase of service agreements, etc 

 Coordinating rural connections between small public transportation operations and intercity bus carriers 

 

5319 Bicycle Facilities 

 Providing shelters and parking facilities for bikes near transit facilities 

 Installing equipment for bikes on buses 

 90% federal funding; 10% local match 

 

5324 Emergency Relief 

 Capital projects to protect, repair, reconstruct or replace equipment and facilities after a governor-declared disaster 

 Transit agency operating costs related to evacuation, rescue, temporary service or changing routes before, during or after an emergency 

in an a directly-affected area. 
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5326 Transit Asset Management 

 Will be a future requirement for recipients to manage capital assets and prioritize investments. 

 There will likely be a technical assistance program.   

 

5339 Bus and Bus Facilities Formula grants  

 Capital 80% federal funding; 20% local match 

 

RTAP 

 Supports a variety of technical services and training opportunities for transit operators in rural areas. 

 Includes scholarships to cover tuition and expenses for individuals to attend training courses, workshops and conferences.   

 

OTHER FEDERAL FUNDING  

 

5311(c) Tribal Transit Program ($25M for tribes by formula and $5M discretionary nationally) 

 This program is administered directly by the Federal Transit Administration (FTA), not ITD. 

 $25 million annually is available nationally, and is allocated to tribes by formula.  There is no match required for the formula funds. 

 A recipient that is an Indian tribe may use funds apportioned under this subsection to finance public transportation services provided by 

a non-tribal provider of public transportation that connects residents of tribal lands with surrounding communities, improves access to 

employment or health care, or otherwise addresses the mobility needs of tribal members. 

 Award amounts are based on revenue miles and number of low-income individuals residing on tribal lands 

 There has been no formula allocation for the Kootenai Tribe in Idaho under this program, however other neighboring tribes do receive 

apportionments.  2015 apportionments included: 

o Confederated Salish and Kootenai Tribes (Montana) $473,565 

o Coeur d’Alene Tribe/Citylink (Idaho) $302,689 

o Kalispel Tribe (Washington) $40,998 

 An additional $5 million annually is available nationally for competitive application. (The Idaho Kootenais should be eligible applicants 

for this portion of the program.)   There is a 10% match required for the competitively awarded funds. 
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Tribal Transportation Program 

 Separate from the Tribal Transit Program 

 This program is jointly administered by the Federal Highway Administration and Bureau of Indian Affairs. 

 Historically used for roadways, but eligible activities include planning, design and construction of transit and non-motorized 
transportation projects.   

 

Transportation Investment Generating Economic Recovery (TIGER) 

 TIGER is a nationally competitive funding program for transportation projects that have a significant national or regional impact.  A 

broad array of projects are eligible for TIGER funding.   

 Competition is typically fierce, however, and projects must demonstrate significant benefits for safety, economic competitiveness, state 

of good repair, livability and/or environmental sustainability.   

 Most of SPOT’s smaller capital improvements and bus purchases would not have the broader regional or national significance to 

compete well in this program.  However, as the SPOT team continues to collaborate, the team may identify larger initiatives requiring 

the participation of multiple partners, for which the TIGER program could be considered. 

 This is a direct federal program that is not administered by ITD. 

 

Surface Transportation Program (STP) 

 $10 billion nationally in STP flexible funding.  Non-motorized transportation facilities, transit capital projects and public bus terminals 

and facilities are eligible. 

 In Idaho, STP funding for local agencies is administered by the Local Highway Technical Assistance Council (LHTAC).  Projects within 

Bonner County are prioritized by the Bonner County Area Transportation Team (BCATT) and within Boundary County by the Boundary 

Area Transportation Team (BATT). 

 

Transportation Alternatives Program (TAP) 

 Construction, planning, and design of on-road and off-road trail facilities for pedestrians, bicyclists, and other non-motorized forms of 
transportation, including sidewalks, bicycle infrastructure, pedestrian and bicycle signals, traffic calming techniques, lighting and other 
safety-related infrastructure, and transportation projects to achieve compliance with the Americans with Disabilities Act of 1990. 

 Construction, planning, and design of infrastructure-related projects and systems that will provide safe routes for non-drivers, including 
children, older adults, and individuals with disabilities to access daily needs. 

 This program is administered by ITD. 
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Federal Lands Access Program  

 This program is administered by the Federal Highway Administration, although ITD participates in project selection. 

 Eligible recipients:  State, county, town, township, tribal, municipal, or local government 

 Eligible projects must address access to or within federal lands:   
o Preventive maintenance, rehabilitation, restoration, construction and reconstruction 
o Adjacent vehicular parking areas 
o Acquisition of necessary scenic easements and scenic or historic sites 
o Provisions for pedestrian and bicycles 
o Environmental mitigation in or adjacent to Federal land to improve public safety and reduce vehicle-wildlife mortality while 

maintaining habitat connectivity 
o Construction and reconstruction of roadside rest areas, including sanitary and water facilities. 
o Operation and maintenance of transit facilities 

 
Federal Lands Transportation Program 

 Only federal land management agencies are eligible for this program.  Includes National Parks, US Forest Service, US Fish and Wildlife 
Service, Bureau of Land Management and Corps of Engineers. 

 Operation and maintenance of transit programs are eligible. 
 
USDA Rural Development - Community Facilities Programs  

 Administered by the Idaho office of the US Department of Agriculture Rural Development Division 
 Provide low-interest loans, grants and loan guarantees for projects to develop essential community facilities for public use in rural areas. 

An essential community facility is defined as a facility that provides an essential service to the local community for the orderly 
development of the community in a primarily rural area, and does not include private, commercial or business undertakings. 

 Eligible borrowers include public bodies, community-based non-profit corporations, federally-recognized Tribes. 
 Rural areas including cities, villages, townships and towns including Federally Recognized Tribal Lands with no more than 20,000 

residents according to the latest U.S. Census Data are eligible for this program. 
 Funds can be used to purchase, construct, and / or improve essential community facilities, purchase equipment and pay related project 

expenses. 
  

245

http://www.census.gov/


SPOT Strategic Plan Appendix A - Funding Inventory 

A-6 

 

 

COMMUNITY DEVELOPMENT BLOCK GRANTS 

CDBG Public Facilities and Downtown Revitalization Grants 

 Eligible agencies are incorporated cities with a population under 50,000, or counties.  Special service providers must be sponsored by a 
city or county. 

 Funds public utility systems, firs stations, removal of architectural barriers and other public infrastructure.   
 

CDBG Job Creation Grant 

 Eligible agencies are incorporated cities with a population under 50,000, or counties.  Special service providers must be sponsored by a 
city or county. 

 Funds public facility construction and improvements that support companies who are expanding, or new companies that will be creating 
jobs. 
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PRIVATE FUNDING SOURCES 

Most private sources of funds grant small amounts. As many federal funding sources require a local match amount, private funding can be 

important as a source for required match amounts. Many private foundation grants require a nonprofit (non-government) recipient. 

UNION PACIFIC FOUNDATION 

The UP Foundation provides grants to public charities or municipalities located in communities that are served by Union Pacific Railroad.  Grants 

are typically modest – in 2015 grants made in Idaho totaled $180,000, with an average individual award of roughly $5,000. 

 

STATE FARM COMMUNITY GRANTS 

Nationally, State Farm supports communities through social investments and countrywide relationships. At a local level, the company grants focus 

on two areas: safety and education. 

Safety Grants 

 Auto and roadway safety 

 Teen Driver Education 

 Home safety and fire prevention 

 Disaster preparedness 

 Disaster recovery 

Education Grants 

 Basic Economics 

 Budget Counseling 

 Employable Skills Training 

 First Time Homebuyers Workshop 

 Foreclosure Prevention Counseling

 

FORD FOUNDATION 

http://www.fordfoundation.org/grants/organizations-seeking-grants 

 

Each year the Ford Foundation receives about 40,000 proposals and makes about 1,400 grants. Requests range from a few thousand to millions 

of dollars and are accepted in categories such as project planning and support; general support; and endowments. Grant applications are 

reviewed at our New York headquarters and in our regional offices. 

Grant types include: 

 General/core support 

 Project 

 Planning 
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 Competition 

 Matching 

 Recoverable 

 Individual 

 Endowment 

 Foundation-administered project 

The foundation has numerous grant interest areas.  Those most applicable to SPOT will likely be found under the categories of Economic 

Fairness, Democratic and Accountable Government, and Sustainable Development.  Inquiries can be submitted on-line throughout the year. 

 

MJ MURDOCK CHARITABLE TRUST 

http://www.murdock-trust.org/grants/index.php 

 

Description and Eligible Activities 

The trust provides grants for a broad range of activities. These generally include education, culture and the arts, health and human services, 

scientific research, and youth leadership. The trust does not fund normal ongoing operations, including existing staff, or for the continuation of 

existing projects, or the continuation of programs previously financed from other external sources.  

 

Amount and Match Requirement 

Grant award size varies depending upon organization and project; however, past practices inform future decisions. Because the Trust's 

application and evaluation process is rigorous, thorough, and time intensive, requests for less than $50,000 are generally discouraged. 

 

Eligibility 

To be eligible to apply for a grant, organizations must: 

 Be a 501(c )(3) organization 

 Operate in the Alaska, Idaho, Montana, Oregon, or Washington 

Organizations must submit a letter of inquiry. 

 

THE ROBERT WOOD JOHNSON FOUNDATION:  MULTIPLE PROGRAMS 

http://www.rwjf.org/applications/solicited/cfp.jsp?ID=21390&cid=XEM_A5734 
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Description and Eligible Activities 

The Robert Wood Johnson foundation has multiple funding programs focusing on improving health and health care for Americans.  Specific 

programs and funding initiatives vary year to year.  Access to health care may be funded under various initiatives by this foundation.   

 

Amount and Match Requirement 

To be eligible for funding, applicants must typically secure 100 percent matching support. Matching funds may come from private organizations, 

or from city, county, state and federal funds. Usually, at least 50 percent of the match must be a cash match from one or more local, state, 

regional or national funding partners. The balance may be in-kind support provided by organizations other than the applicant organization. 

 

Timing 

Proposals are solicited at various time throughout the year.  Watch the website for applicable opportunities. 

 

Eligibility 

To be eligible, an applicant organization must be located in the United States or its territories and be a:  

 Nonprofit organization that is tax-exempt under Section 501(c)(3) of the Internal Revenue Code;  

 Tribal group recognized by the U.S. federal government; or  

 State or local agency. 

In addition, grantees must be organizations that participate in established coalitions or networks that span multiple sectors and perspectives and 

may include representatives from business; education; public health; health care; community organizations; community members; policy 

advocates; foundations; and policy-makers. 

 

STATE FARM COMPANY GRANTS 

http://www.statefarm.com/aboutus/community/grants/company/company.asp 

 

Description and Eligible Activities 

The grants focus on three areas: safety, community development and education.  

 Safety Grants—Auto and Roadway Safety, Home Safety and Fire Prevention, Disaster Preparedness, Disaster Recovery, Personal 

Financial Safety/Security  

 Community Development Grants—Affordable Housing, 1st Time Homeowners, Community Revitalization, Economic Development 
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 Education—Grants for K-12 public schools 

 

Amount and Match Requirement 

N/A. 

 

Timing 

Applications for 2016 funding were available from Tuesday, September 1 through Friday, October 30, 2015.  Expect a similar timeframe for 2017. 

 

Eligibility 

The applicant must be an educational Institution, government entity, 501(c)(3) charitable nonprofit organizations, a 501(c)(4) volunteer fire 

companies, or a 501(c)(6) chambers of commerce. 

 

TOM’S OF MAINE 50 STATES FOR GOOD 

http://www.tomsofmaine.com/community-involvement/living-well/project-sponsorships 

 

Description and Eligible Activities 

Tom's of Maine 50 States for Good initiative supports grassroots organizations throughout the country working to do good in their communities. 

Eligible projects must have a positive impact on the community in one of the following areas:  

 Environmental Goodness 

 Healthy Goodness 

 Human Goodness 

An internal panel narrows applications down to the top 100.  An external panel narrows the 100 nominees down to 51 finalists (one from each 

state and the District of Columbia).  15 Final awards are made based on a consumer vote on Tom’s of Maine’s Facebook page. 

 

Amount and Match Requirement 

$150,000 is available nationally; individual grants are $10,000. 

 

Eligibility 

To be eligible to apply for a grant, organizations must: 

 Nonprofit 501(c)(3) organizations, in good standing, for funding requests related to community events, projects or program support 
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 Nonprofit must have an operating budget of less than $2 million 
 

 

WALMART FOUNDATION  

http://foundation.walmart.com/apply-for-grants/ 

 

Description and Eligible Activities 

Walmart has national, state and community grant programs.  Funding requests should align with the Foundation’s areas of focus.  Current focus 

areas are: 

 Hunger Relief and Healthy Eating 

 Sustainability 

 Women’s Economic Empowerment 

 Career Opportunity 

The Community Grant Program considers additional focus areas.   

 

Amount and Match Requirement 

The Community Grants Program awards grants of $250 to $2,500.   

Larger grants - $25,000 minimum -- are possible through Walmart’s National and State Giving Programs. 

 

 

Eligibility 

Organizations must be described as one of the following: 

 An organization holding a current tax-exempt status under Section 501(c)(3), (4), (6) or (19) of the Internal Revenue Code; 

 A recognized government entity: state, county, or city agency, including law enforcement or fire departments, that are requesting funds 

exclusively for public purposes; 

 A K-12 public or private school, charter school, community/junior college, state/private college or university; or 

 A church or other faith-based organization with a proposed project that benefits the community at large. 
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US BANCORP FOUNDATION 

http://www.usbank.com/community/index.html 

 

Description and Eligible Activities 

The U.S. Bancorp Foundation offers grants for unrestricted general operating support, program support, capital support, and contributions of 

equipment and property.   

The Foundation has the following funding priorities: 

 Affordable Housing 

 Self-Sufficiency for low and moderate income populations 

 Economic Development 

 Education 

 Cultural and Artistic Enrichment 

 United Way 

 

Eligibility  

Only nonprofit organizations are funded. Organizations receiving primary funding support from a United Way organization are not eligible for a 

direct grant from the Foundation. 

 

BULLIT FOUNDATION 

http://www.bullitt.org/ 

 

Description and Eligible Activities 

The mission of the Bullitt Foundation is to safeguard the natural environment by promoting responsible human activities and sustainable 

communities in the Pacific Northwest. The Foundation supports nonprofit organizations that serve Idaho, Oregon, Washington, western 

Montana (including the Rocky Mountain range), coastal Alaska from Cook Inlet to the Canadian border, and British Columbia, Canada. 

 

The Foundation's current focus is on the following areas: 

 Urban Ecology 

 Ecosystem Services 
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 Energy, Industry, and Technology 

 Leadership and Civic Engagement 
 

The Foundation will consider special requests in response to unforeseen emergencies or time- sensitive needs. However, funds for such grants 
are limited, and approval standards are high. Interested applicants should contact a program officer to determine eligibility.  The Foundation 
does not fund capital projects or university overhead costs, nor does it fund candidates for political office or lobbying activities. 
 
Applicants must begin the application process by completing an online proposal inquiry form available on the Foundation's website. 
 

Amount and Match Requirement 

Total Annual Giving: $5,394,000;  Grant Range: $5,000 - $200,000;  Average Grant: $25,000 - $50,000 

 

Timing  

Proposal inquiry forms are available annually on March 15 and September 15, annually.  Invited proposals are solicited May 1 and November 1, 

annually 

 

Eligibility  

Applicants must have a 501(c)(3) determination letter, or identify themselves as a validly organized and operating municipal corporation, public 
agency, or Native American tribe. 
 

 

PEOPLE FOR BIKES GRANT PROGRAM  

http://www.peopleforbikes.org/pages/grant-guidelines 

Description and Eligible Activities 

Formerly the Bikes Belong Grant Program, People for Bikes is aimed at providing funding to those who strive to improve bicycling in America 

through efforts such as the building of trails and paths, or through promoting general bicycling advocacy and awareness. Fundable projects 

include paved bike paths, lanes, and rail-trails as well as mountain bike trails, bike parks, BMX facilities, and large-scale bicycle advocacy 

initiatives. A key goal of the Bikes Belong grants program is to support bicycling in as many places as possible. 
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Amount and Match Requirement 

People for Bikes will accept requests for funding of up to $10,000 for facility and advocacy projects. It does not require a specific percentage 

match, but prefers leverage and funding partnerships. The fund does not consider grant requests in which its funding would amount to 50 

percent or more of the project budget. 

 

Timing 

People for Bikes generally holds 1-2 open grant cycles every year, historically in the spring and fall.   

 

Eligibility 

While SPOT is not specifically eligible for this funding program, it is included here for informational purposes as the planning team looks to 

partner with bicycling groups in the future.  The program funds end-of-trip facilities for bicycles, such as bike racks, bike parking, and bike 

storage.  Applications are accepted from nonprofit organizations whose missions are bicycle and/or trail specific.  They also accept applications 

from public agencies and departments at the national, state, regional, and local levels; however, they encourage these municipalities to align 

with a local bicycle advocacy group that will help develop and advance the project or program.  Because of its limited funds, People for Bikes 

rarely awards grants to organizations and communities that have received People for Bikes funding within the past three years. 
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TECHNICAL ASSISTANCE, TRAINING AND OTHER RESOURCES 
 

Technical assistance grants can help SPOT to build their internal knowledge and capacity.   Grants are typically small, and usually in the form of 

time donated by technical experts rather than cash.  The following programs may be of interest. 

 

AMERICAN PLANNING ASSOCIATION'S COMMUNITY PLANNING ASSISTANCE TEAM PROGRAM—PLANNING ASSISTANCE 

http://www.planning.org/communityassistance/teams/ 
 

Description 

APA's Community Planning Assistance Team program considers applications from communities seeking pro bono planning assistance. If you live 

in or know of a community that lacks planning resources and could benefit from a team of planning experts, you're encouraged to apply. There is 

a $50 application fee. 

 

GOOGLE GRANTS—FREE ADVERTISING 

http://www.google.com/grants/ 

 

Description 

Google Grants provides $10,000 per month in in-kind AdWords™ advertising (Google’s online advertising tool), to nonprofit organizations to 

promote their missions and initiatives on Google.com. Grantees build and manage their own AdWords accounts just like paying advertisers, but 

participate with the following restrictions:  

 A daily budget set to $330, which is equivalent to about $10,000 per month  

 A maximum cost-per-click (CPC) limit of $1.00 USD  

 Only run keyword-targeted campaigns  

 Only appear on Google.com  

 Only run text ads  

 

Timing 

Google will run the ads run for as long as the organization remains actively engaged with their Grants AdWords account. 
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Eligibility 

Only registered 501(c )(3) nonprofit organizations are eligible.  Applicants must register on “Google for Nonprofits.”  

 

 

MJ MURDOCK CHARITABLE TRUST FUNDRAISING & CAPACITY BUILDING ESSENTIALS OF DEVELOPMENT SEMINAR—FUNDRAISING 

SEMINARS 
http://www.murdock-trust.org/enrichment-programs/essentials-development-seminar.php 

Description 

The Essentials of Development Seminar helps organizations create a diversified funding development structure. Designed for smaller or start-up 

organizations, the program’s goal is to help these groups sustain the long-term accomplishment of their mission. The seminar is a pair of two-

day workshops in Vancouver, Washington. 

Among the topics covered in the seminar are: 

 Principles of Fundraising  

 Development of a case for support  

 Donor list segmentation and management  

 Donor contact and care  

 Multiple approaches to fundraising  

Participants 

Each year, a group of about ten organizations is invited to participate in this program. Each organization brings its executive director, 

development personnel, and at least two board members 

 

BENEVON—FUNDRAISING FROM INDIVIDUALS 

http://www.benevon.com/welcome 

 

Description 

Benevon trains and coaches nonprofit organizations in its system for developing individual donor programs.  Benevon programs and services 

provide step-by-step process and the tools—training, templates, scripts, and rigorous coaching—to put non-profit organizations on the pathway 
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to financial sustainability.  Benevon offers free 17-minute and 55-minute video training sessions on its website. It also offers free seminars and 

conference calls. 

 

COMMUNITY TRANSPORTATION ASSOCIATION OF AMERICA 

The Community Transportation Association of America (CTAA) provides technical assistance for a wide variety of alternative transportation 

issues and activities.  www.ctaa.org 

 

THE CHRONICLE OF PHILANTHROPY 

http://philanthropy.com/section/Home/172/ 

 

ASSOCIATION OF FUNDRAISING PROFESSIONALS 

www.afpnet.org 
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The SPOT strategic planning team brainstormed potential stakeholders in order to identify potential partners, and also discuss key outreach tactics that 

may be useful to consider as a marketing plan is prepared.   

SPOT STRATEGIC PLAN:  STAKEHOLDER ASSESSMENT NOTES 

Stakeholder or 
Stakeholder Group 

Interests or “Stake” Outreach Tactics/Key Messages 

Possible Source of: 
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Tourists 

Ease of use 
Hassle factor 
Want to spend their time doing, 
not figuring out how to get around. 

Sightsee with SPOT 
PR Campaign 
Educational Materials 
Provide info at hotels, chamber of 
commerce/visitor center, Schweitzer, 
and on line travel sites 

X   X Devon 

Seniors 

Access to essential shopping and 
services 
Safety 
Independence 
Combat Social isolation 

Education 
Promote SPOT’s understanding of 
senior needs and issues 
Convenience 
Outreach through assisted living 
facilities, medical offices, and area 
aging agency 

X   X Susan 

ITD (Upper Levels) 
Funding levels 
Impacts on roads 

Economic benefits of transit 
Private/public partnerships 
Safety 

     

Anti-Government Cost/taxes 

Economic return to community and 
benefits of getting people to 
employment and medical care in a 
cost-effective way 
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SPOT STRATEGIC PLAN:  STAKEHOLDER ASSESSMENT NOTES 
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Rural Residents 
Cost of travel 
Commuting 

Drive in, park once and take SPOT 
Use mailers and advertising to reach 
this group 

     

Un-served Residents 

Funding (taxpayer dollars going to 
services that they do not benefit 
from) 
General lack of awareness about 
the service 

      

Private Transportation 
Providers (Taxi’s) 

Effects on their income 

Partner with taxis for off-hour service 
needs 
Consider SPOT as a complementary 
service 

 X X  Clif 

Taxpayers 
They pay the bill – can that be 
reduced by reduced costs for roads 

Need clear statement of benefits. X   X 
All Team 
Members 

Environmentalists/EPA Clean air and water Highlight SPOT’s environmental goals X  X X  

Government Agencies 
(All) 

Financial impacts 
Bring local elected officials into the 
“inner circle” – give them first-to-
know status on SPOT’s activities 

X   X 
Mayors on SPOT 
Board 

City Governments 

Service to citizens / public welfare 
Cost-effectiveness 
Increased visitors to cities for 
business, shopping, entertainment; 
school 

Keep them updated – presentations 
Encourage participation in SPOT 
advisory board 

X X X X  
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SPOT STRATEGIC PLAN:  STAKEHOLDER ASSESSMENT NOTES 
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Road Departments 
Road construction and 
maintenance 

Benefits of transit for helping to 
reduce traffic 
Teaming with SPOT on road projects 
helps make the multi-modal case – 
may help to increase competitive 
position for funding 

X   X  

SPOT Staff, Board and 
Committees 

Ability to operate the system well 
Sustainability of the system 
Providing quality service 

 X X X X  

Bus Riders 
Expanded travel options 
Get to work 
Get to recreation 

Use social media 
Provide info about SPOT at places of 
employment and recreational 
destinations  

X   X  

Retailers 
Impacts on business revenues; 
access to workforce; parking for 
customers 

Reach them through DBA.  
Communicate benefits of transit for 
recruiting/retaining employees. 
Be seen as an environmentally 
friendly/ socially responsible/ 
community caring business. 

X   X  

Cyclists 
Safe commuting 
Access to 
recreation/nature/outdoors 

Take the bus on days when you can’t 
have helmet hair. 
Reach them through cycle clubs  

X X  X  
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Pedestrians 
Aesthetics/pleasant walking 
environment 
Avoiding car trips 

SPOT is a great option for long 
distances or inclement weather 
Make buses, stops, signs easily 
identifiable 
Make schedule info available at stops 

X   X  

Children (and Parents) 
Independence 
Safety 

Provide info on SPOT to teachers, 
PTA’s, libraries, child care businesses, 
recreational/sports/after school 
programs 

     

Low Income 
Transportation affordability 
Access to jobs, medical and 
essential shopping 

Outreach through health and 
welfare/social services agencies 

 X  X  

Disabled 
Independence 
Transportation affordability 

Outreach through medical offices  X  X  

Public At-Large 

Traffic congestion 
Travel options/automobile 
dependence 
May not know much about SPOT 

Advertising/radio/TV 
Word of mouth 

X X X X  
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SPOT ACTION PLAN 2015-2017 

To be updated quarterly by the SPOT Technical Advisory Committee 

Date of Last Update:  _______________ 

GOALS AND OBJECTIVES 

2
0

1
5

 

2
0

1
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2
0

1
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2
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1
8

 

2
0

1
9

 

ACTION ITEMS 

GOAL 1:  INCREASE RIDERSHIP             

1A 

Prepare and implement a marketing and public information plan 
by December, 2016, aimed at expanding SPOT's customer base, 
improving information on how to ride, and 
protecting/enhancing SPOT's brand. 

  X       

Marion - secure funding  
SPOT Board - work on increasing budget for 
marketing 
Jared and TAC – Develop and analyze market 
info using Census and other available 
demographic data 
Annie – look for a marketing coordinator 

1B 
Get SPOT's routes and stops on Google Transit by December, 
2015. 

X         Jared 

1C Fully implement the Double Map app by December, 2015. X         Jared 

1D 
Perform community and rider surveys in 2016 to identify 
barriers for current and potential customers, and to gauge the 
popularity of potential expansion options. 

  X       

Clif, Marion and Bill Wright - design survey 
questions 
Jared - provide online survey 
Marion and Bill - Administer on-board survey 
TAC - Synthesize results for Board 

1E 
Work to increase public awareness by issuing regular press 
releases about SPOT activities. 

X X X X X 
Annie – add standing item to Board agenda to 
decide whether to issue a press release each 
month and agree on key messages. 
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ACTION ITEMS 

GOAL 2:  IMPROVE RIDER ACCESS, CONVENIENCE AND AMENITIES  

2A 
Add third route to serve airport, food bank, residential and 
medical area. 

  X        
Marion - submit grant applications for 
operations funding and capital funding in 2015 

2B 
Perform an annual review of routes, stop frequencies, and 
operating hours; make adjustments if appropriate to improve 
convenience for riders. 

X X X X X Marion, Bill Wright and TAC 

2C 
Add shelters and bicycle racks to 10% of stop locations by 2016, 
and an additional 10% by 2018. 

   X   X   
Marion - submit grant application in 2015 and 
2017 

2D 
Expand on-board bicycle accommodation on all coaches by 
2018. 

      X   Marion - look for grant opportunity in 2016 

2E 
Work to increase frequency of fixed route services. (On-going 
objective.) 

X X X X X 
TAC – begin with peak hour frequencies in 
2016. 

GOAL 3:  LEVERAGE PARTNERSHIPS TO EXPAND SERVICE AND IMPROVE THE 
SYSTEM 

 

3A 
Integrate SPOT with Schweitzer Mountain Resort's 
transportation needs and funding.  Implement a new route 
serving the mountain beginning November 2016. 

  X       

Clif and Devon - negotiate service and 
payment schedule 
Clif - draft agreement for Board and 
Schweitzer approval. 

3B 
Coordinate with Bonner County and/or other partners to 
become active participants in SPOT by 2017. 

    X     
Saegen, Annie and George - begin dialogue 
with county commissioners after community 
survey (Objective 1D) is complete. 

3D 

As roadway projects are proposed, coordinate with BCATT, 
BATT, ITD, local cities and counties, to include stop furnishings, 
pedestrian access and safety features, and other transit 
infrastructure needs. 

X         
Susan - discuss with BCATT and BATT 
members; implement a transit checkoff 
process for LHTAC projects starting this fall. 
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ACTION ITEMS 

3E 
Develop a sponsorship program for stop furnishings ("adopt a 
stop") by 2016. 

   X      
 Erik – Develop the program and secure initial 
sponsors.  Consider a “top SPOT stop adopter” 
award. 

3F 
Coordinate with land use agencies to incorporate SPOT needs in 
development reviews by December 2015. 

X         

Implement a process for SPOT feedback prior 
to subdivision and commercial building permit 
approvals:  Carrie (Sandpoint), Carol K/Erik 
(Ponderay), Nancy (Kootenai), Annie (Dover), 
Saegen (County). 

3G 
Coordinate with social services agencies to implement Demand-
Response service within in the Sandpoint area by 2016. 

   X      TAC to make assignments for this task. 

3H 
Provide regular (annual) updates to local government agencies 
and civic groups. 

X X X X X 

Plangineering- prepare initial powerpoint for 
SPOT team's use 
Marion and Clif - update the powerpoint 
annually 
Carrie, Annie, Carol K, and Nancy – present 
the strategic plan to the Idaho Transportation 
Board 
TAC – schedule presentations to SURA, SDBA 
and PCDC 

GOAL 4:  INCREASE ORGANIZATIONAL AND FINANCIAL STABILITY   

4A 
Evaluate alternate governance structures and select desired 
approach by 2017. 

X   X X     

Clif and Annie - Compare pros and cons of:  
Joint Powers Agreement, 501(c)(3) or(4); 
Regional Public Transportation Authority; for-
profit structure; or refinements to current 
structure.  Provide information for Board 
discussion. 
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ACTION ITEMS 

4B 
By 2017, revise current governance structure to reduce political 
risks and allow for easier service area expansion. 

     X    
Lead person for this action item to be decided 
after Objective 3A is complete. 

4C 
On an ongoing basis, develop and expand SPOT's internal 
capacity and resources through training and grant opportunities. 

X   X X  X   X Marion - watch for RTAP training 

4D Update this list of objectives and action items quarterly. X   X  X  X  X Marion or designated TAC member 

4E 
Identify and select performance measures for SPOT and report 
on them annually 

 X    Clif and Erik 

4F 
Create an endowment or other long-term donation opportunity 
for SPOT after governance structure has been revised (see 
Objective 4B). 

   X  
Action items to be assigned after 4B is 
complete. 

GOAL 5:  PROMOTE ENVIRONMENTAL STEWARDSHIP              

5A 
Explore other public transportation services including park and 
ride, vanpool and rideshare, as program champions are found. 

        X 

TAC – look for potential program 
champions/volunteer coordinators.  Action 
items to be assigned after coordinators are 
found. 

5B 
Report annual emission reductions due to rides on SPOT on the 
SPOT website, beginning in 2017. 

    X X X 
Plangineering - Provide simple spreadsheet 
tool for SPOT to estimate fossil fuel savings 
due to transit use. 

 5C Add a seat on the TAC for a designated environmental advocate X         
Erik – Recruit a person for this position in 
consultation with other TAC members and the 
Board. 

5D Consider energy efficiency options with next bus purchase     X Marion, Clif and TAC 

5E 
Consider solar technology and other energy efficient options for 
shelters with next significant installation project. 

   X  Marion, Clif and TAC 
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Selkirk Pend Oreille Transit 

VEHICLE MAINTENANCE PROGRAM  
 
A schedule for vehicle maintenance on all every transportation vehicle is kept to maintain all 
vehicles in good operating condition.  
 
Schedule -   
 
Daily – Pre trip and Post trip inspections will be performed on all vehicles that will be in service 
that day 
 
Monthly – Maintenance inspection and lubrication for wheelchair lifts, wheelchair ramps and all 
vehicles door tracts, hinges and latches. 
 
Quarterly – A vehicle inventory report is conducted. This report is done to check to see if 
equipment is missing or needs replace in each transit vehicle. 
 
Six Months – This includes but is not limited to: Change seasonal tires and replace as needed; 
Inspect Brake Pads; Inspect Shocks / Struts; Inspect Front and Back suspension; and inspect lug 
bolts. 
 
Annually – The following will be performed at least annually or every 35,000 – 45,000 miles, 
whichever comes first.  This includes but is not limited to: Inspect and/or replace Air filter; Flush 
radiator and replace anti-freeze; Inspect and/or replace battery and cables; replace Spark Plugs, 
spark plug wires, distributor cap / ignition rotor; inspect and/or replace power steering fluid, 
belts, fuel pressure regulator, hoses, and cabin air filter. 
 
As Needed – This will includes but is not limited to: oil changes (see requirements for services 
to be performed during an oil change) to be performed every 3,000 –5000 miles or sooner if 
needed; windshield repair; upholstery repair and chaise repairs.   
 
A Service record (Appendix6) is kept on an ongoing basis to record all services performed and 
vehicles. This report is kept by vehicle with the receipts following in the vehicle binder. 
 
DAILY MAINTENANCE SCHEDULE  
 
Prior to putting a vehicle into service each day a pre-inspection will be performed by the driver 
on the vehicle.  At the end of that vehicle’s service day the driver will perform a post-inspection 
on the vehicle. This inspection includes under the hood fuel levels and hoses and/or belts.  
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MONTHLY MAINTENANCE AND LUBRICATION INSPECTION 
 
This inspection is to check and lubricate wheelchair lifts, ramps, door tracts, hinges and latches. 
   
TWICE A YEAR MAINTENANCE SCHEDULE – Typically spring and fall 
 
Change and/or Replace Tires 
Inspect Brakes-Pads 
Inspect Shocks / Struts 
Inspect Front and Back suspension 
Inspect Lug bolts 
 
ANNUAL MAINTENANCE SCHEDULE 
 
The following services will be performed on each vehicle annually or every 35,000 to 45,000 
miles, whichever comes first. 
 
Inspect and/or Replace Air filter 
Flush radiator and Replace Anti-freeze 
Inspect and/or Replace Battery and Cables 
Replace Spark plugs 
Replace Spark plug wires 
Replace Distributor cap / Ignition rotor 
Inspect and/or replace Power steering fluid 
Inspect CV boots/joints or Drive shaft/U-joints 
Inspect/Replace Belts 
Inspect/ Replace Fuel pressure regulator 
Inspect and/or Replace Hoses 
Inspect and/or Replace Cabin air filter 
 
AS NEEDED - OIL CHANGE will be performed on each vehicle every 3,000-5,000 miles or 
sooner if needed.  The following will be included during each oil change. 
 

Check Coolant fluid & level 
Inspect Lug bolt 
Top off Washer fluid 
Check/Top off Power steering fluid & level 
Check/ Top off Brake fluid & level 
Check differential fluids & level 
Check Transmission fluids & level 
Check transfer case fluids & levels 
Replace Oil filter 
Change engine oil 
Perform a 14 Point inspection 
Test Drive 
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 Lube Chassis fittings  
Wash Windows inside & out      
Dust interior 
Vacuum interior 
Check/ Replace Wiper blades  
Check? Replace Air filter 
Check/ Replace Battery 
Check Exhaust system 
Check Tires 
Check Air Pressure in tires 
Lube Fittings on Steering linkages 
Lube Ball joints 
Lube Drive shaft 
Check all Gas filters 
Install next Oil change sticker 
Lube Drive shaft 
Check all Gas filters 
Install next Oil change sticker 
 

EVERY SPRING AND FALL 
 
Change and/or Replace Tires 
Inspect Brakes-Pads 
Inspect Shocks / Struts 
Inspect Front and Back suspension 
Inspect Lug bolts 
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