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20 years of best practices research

INSTITUT CANADIEN
DES URBANISTES

_ _ o CANADIAN INSTITUTE
international association OF PLANNERS
for public participation

USA

COOPERATIVE
TRANSPORTATION RESEARCH BOARD
HIGHWAY OF THE NATIONAL ACADEMIES

Eﬁgﬁﬁﬁ Federal Transit
Administration

A

U.S. Department of Transportation
Federal Highway Administration

Association of
Metropolitan
Planning
Organizations

i
h

|
"_

E

:




Select MetroQuest subscribers

Local Agencies

CRTPZ

‘ Kern Council
m & of Governments
I

G CITY OF I h
NP/ South Central Planning &

Making a Difere Development Commission

New York City
Transit

( ()VERNME\IT

State Agencies

Texas
Department
of Transportation

m1 DEPARTMENT OF
TRANSPORTATION

South Carolin Dprtmth nsportatio

\ Virginia Department of Transportation . 5

New #(m?mm c @

Department of Transportation

M _OT

MARYLAND DEPARTMENT
OF TRANSPORTATION,,

GD®T Kansas

Georgla Department of Trunspﬂrmllon Deparlmem ofTranqporlallon

g.-__-!:!_!r

- > =
en

Consulting Firms

Kimley»Horn
R iGioLs

Michael Baker

INTERNATIONAL

JA|KINNEY

FEAN @ VR raimi+

l-lllhl.l- associates

\\\ McFarland ]ohnson

Engineering, Planning & Con n Admin

OIALOG

, arellano

associates

SNYDER

& ASSOCIATES

A
~Q

RENAISSANCE
PLANNING




Melissa Holguin Dave Biggs

Senior Project Manager Chief Engagement Officer

Arellano Associates MetroQuest

F

N YA




What is the ROl for diversity in
community engagement?



v Building community trust

v' Meeting requirements (i.e. Title VI)

v' Making the right decisions

ROl of Divers
cnNgagement

v Avoiding public backlash

v Avoiding failed plans







v’ Limited time
v Limited understanding

v Limited trust in system

v Personal limitations (reading,

Barriers to
Participation

vision, mobility, internet)

v' Cultural limitations (language,

perspectives)




Barrier/Challenge

Audience + Barrier Matrix

Limited reading ability o o |0 o | o o
Impaired vision o oo | o o
Limited time oo o
Limited mobility o o | o
Limited internet access o o |0
Limited trust or faith in system o oo
Other languages o | o o | o °
Limited understanding o o |0 o | o °
Different priorities/perspectives o o |0 o | o o
Other cultures o o |0 o | o
Not connected in community o o

Tactics Design







v Keep it short, easy, mobile friendly
and sharable

v" Focus on questions that impact

decisions

v' Use clear & concise text/more Step 1: Get
visuals o DI tal nght
v' Build in education about

constraints, trade-offs, options

v Be flexible and responsive




The finished products!
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NextGen Bus Study (@ Progress &

v Welcome

-

Help us design a better bus system!

Metro is reimagining its bus system for the next generation. It's time for a better bus
system that fits your lifestyle, integrates with all the ways you travel throughout LA

WELCOME

County, and gets you where you need and want to go, with flexibility for the future. Belmont Bridge ‘:9 Progress

&=

| "B espariol | [ Yt v Belmont Bridge

Replacing Belmont Bridge is a community priority.

Understanding community values and expectations as well as functional requirements
will help us develop a preferred design for the NEW Belmont Bridge. Thank you for
being part of the design processl

WELCOME

It's been over 25 years since the bus system has
significantly been changed.

Help Privacy About MetroQuest

Bl The new bridge will need to accommodate the established values
1 and changing needs of our community, integrate with downtown and
surrounding neighborhoods, and add an attractive piece of
infrastructure within our community.

Help Privacy About MetroQuest

PRIORITY RANKING ™
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POLL How many outreach

projects does your
organization

conduct annually?




POLL What types of
projects are coming
D for you?










Gender balanced

Male

All iIncome levels

100000 or more

Under 50000

2000099999

65 or older

2064

MonBinary

Female

3549

All ages

1824

A

White

Il ethnicities

African American

AsianPacific Islander

HispanicLatino
Mative Amenrnican
91803 00000
91754 20007
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-acebook Targeting

Hispanic senior women Actions = '

summary Usage  History

Audience Name
Hispanic senior women
Size

24,000

Type
Saved Audience

Created

Last Updated

Saved Audience Details

Location - Living In: United States: Los Angeles County California
Age: 60 - G5+

Gender. Female

Language: Spanish or Spanish (Spain)

People Who Match: Interests: Hispanic culture or Public transport



Share Kits in O

1
L
i i
2y &
c & .
4 % ',"r,.f e "
. g8
1 et L
o B G Ve
! ;
" Rale” & & g
/| 8 Y i
=% o 4 0., -
- he % e ! L £
. )
metro.net/nextgen \ Lids
!

Public Workshops - Mar. 5 to Apr. 4, 2020

Join us at a workshop to receive a free TAP card,
while supplies last. We'll also be raffling off
additional Metro transit passes.
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Use these 12 promotional tools

12 Ways to Promote Your Online
Survey Like a Pro

= 12 proven promotional strategies
= 70+ tips & tricks
= Real-world examples

We will email you a PDF copy!







v' Paper surveys, post cards, inserts

v Telephone survey & comment lines

Step 3: Low or!
No-Tech
Alternatives

v Office hours
v' Kiosks, iPads, Libraries

v’ Text reader-friendly survey option




Low or No-Tech Alternatives

Help us design a better bus system!

l G —
Metro is reimagining its bus system for the next generation. It’s time | S Il EE’L! E: E;E!-Il
for a better bus system that fits your lifestyle, integrates with all the { ! /|
ways you travel throughout LA County, and gets you where you need NEXTGEN 3 -‘|1|'6}}'} II‘—J"_"— ?I‘)\.l% Eﬂ'xl g.! -_|1| E.l_l‘_o_l 9.'?_4% I"—E—EH —:‘F—ﬂ)\.lg* _*.,l_).‘-_ ,L"(3}:"H% E‘!G‘I—Jﬁ—ﬂ
and want to go, with flexibility for the future. This engagement tool will R

give you an opportunity to provide input on budget allocation, service Bus Study
tradeoffs, and frequent destinations. Tell us what’s important to you.
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Menos paradas para un viaje Més paradas para caminar menos
. mds rapido en &l autobas hacia y desde el autobis
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Frecuencia vs Cobertura

DISENO
DE SISTEMAS
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Mis autcbuses en menos rutas Mis rutas a mads lugares pero
para tiempos de espera mas cortos tiempos de espera més largos
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Step 4. Mine Results for Equity



v Subset responses by demographic
group

v" Weight responses based on actual

demographics ' ’ S’[ep 4: Mine

&
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v' Arm staff and political leaders with . Results for

4

results
v’ Create compelling summary
infographics




Share results with infographics
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POLL What aaditional
information would be

helpful from MetroQuest?



Questions?
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