
How to Achieve True Diversity and Equity in 
Community Engagement



Dave Biggs
Chief Engagement Officer

MetroQuest



Agenda

The ROI of diverse community engagement

Key barriers to participation

Step 1: Getting digital right

Step 2: Targeted promotions

Step 3: Low or no-tech alternatives

Step 4: Mine results for equity

Q&A



20 years of best practices research 
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What is the ROI for diversity in 
community engagement?



 Building community trust 

 Meeting requirements (i.e. Title VI)

 Making the right decisions

 Avoiding public backlash

 Avoiding failed plans

ROI of Diverse 
Engagement



Barriers to Participation



Barriers to 
Participation

 Limited time 

 Limited understanding 

 Limited trust in system 

 Personal limitations (reading, 

vision, mobility, internet) 

 Cultural limitations (language, 

perspectives) 



Audience + Barrier Matrix
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Limited reading ability • • • • • • • • •
Impaired vision • • • • •
Limited time • • • • • • •
Limited mobility • • •
Limited internet access • • • • •
Limited trust or faith in system • • • • •
Other languages • • • • • • • • •
Limited understanding • • • • • • • • • • • •
Different priorities/perspectives • • • • • • • • • • • •
Other cultures • • • • • • • • • •
Not connected in community • • • • • •

Tactics Design



Step 1: Getting Digital Right



Step 1: Get 
Digital Right

 Keep it short​, easy, mobile friendly 

and sharable

 Focus on questions that impact 

decisions​

 Use clear & concise text/more 

visuals

 Build in education about 

constraints, trade-offs, options ​

 Be flexible and responsive



The finished products!



POLL How many outreach 
projects does your 

organization 
conduct annually?



POLL What types of 
projects are coming 

up for you? 



Step 2: Targeted Promotions



Step 2: 
Targeted 

Promotions

 Create an audience-based comms 

strategy

 Tailor promotions to each audience

 Monitor demographics and retarget

 Leverage social media promotion 

platforms

 Partner with media/community 

groups/leaders



All income levels All ethnicities

Gender balanced

All ages

All zip codes



Facebook Targeting



Share Kits



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!



Step 3: Low or No-Tech Alternatives



Step 3: Low or 
No-Tech 

Alternatives

 Paper surveys, post cards, inserts

 Telephone survey & comment lines

 Office hours

 Kiosks, iPads, Libraries

 Text reader-friendly survey option



Low or No-Tech Alternatives



Step 4: Mine Results for Equity



Step 4: Mine 
Results for 

Equity

 Subset responses by demographic 

group

 Weight responses based on actual 

demographics

 Arm staff and political leaders with 

results

 Create compelling summary 

infographics

 Circle back with public to build trust



Share results with infographics



POLL What additional 
information would be 

helpful from MetroQuest?



Questions?

Senior Project Manager

Melissa Holguin

Arellano Associates

Dave Biggs
Chief Engagement Officer

MetroQuest



Thank you for participating!

AICP CM: https://planning.org/events/course/9207619/
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