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Quantity

Engage more people from a broader demographic

Quality

Collect informed & actionable input
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Who shows up?
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How high are your hurdles?
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The MetroQuest Process
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1. Choose screens 1. Launch 1.Analyze
2. Provide content 2. Promote 2.Document
3. Plan engagement 3. Adjust 3.Disseminate
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Alexandria Pineville MPO LRTP 2040
v Your Community, Your Vision, Your Voice...

© Progress @

Vancouver Street Funding
4 Funding Tool choosing Levels

© Progress — b)

Brossard Multi-Purpose Centre Project © Progress

3 Visual preferences How many stars do you give this image?

4

= ) - 5=

Introduction Building Interior | Areas| Recreational | Health and g
Architecture Ambience Facilities Well-Being P

What style of architecture do you prefer?

w
L}

N

Shaping the Future of our Alexandria/Pineville metro area

The Long Range Transportation Plan is the blueprint for addressing transportation

needs of those living and working in the metro area. This is your opportunity to let us
8 know about your vision, top transportation needs, and ideas.

Slide the squares along notched lines below to choose funding levels
Pick none, one or more to meet your street scenario target.
Go back and change prior selections if desired. Funding shown is estimated, annual

WELCOME
PRIORITIES <
WELCOME <

STRATEGIES «

MAP MARKERS &

STAY INVOLVED @

PRIORITIES
PREFERENCES

Cornwall Aquatic Centre, Cornwall
I dit: Shoalts & Zaback Ltd

age

STREET SCENARIOS
FUNDING OPTIONS
FUNDING LEVELS

Vehicle License
a4

Business License

You have chosen not to
increase funding.
You can do 50 on Screen

When an increased

STAY INVOLVED

funding scenario is
selected a bar graph of
the related funding level
will display here.

Property Tax

( Q 7Progress \é )

L R

Kenai Spur Highway Rehabilitation © Progress

>
N

WELCOME <
PRIORITIES
PHASING OPTIONS

3 Phasing Options What phasing plan makes sense?

Introduction Saisty Sch_equle Mvoose Alternatives
Improvements Decisions Mitigation

The first phase of work could either begin at the west end or the east end of the project.

Babcock
Widen SR 78
Does an improvement here
make sense for Lee County?

Widen SR 78

Widen SR 78 from 4 to 6 lanes
west of Santa Barbara Bivd to
east of Pondella Rd in Lee
County. Project length is 2.9
miles. Widening includes bicycle
and pedestrian improvements,
curb & gutter, and resurfacing of
existing lanes. Estimated cost is
$32M.

Preserve

WELCOME
TRANSIT

ROADWAY

INVOLVED @

_ Start east and work your way west
Bokeelia

2 Matlacha
Pineland pass Aquatic

STAY INVOLVED @

Pine Island

Pine Island
Sound Aquatic

Cape coral - Northern Virginia Regional Bikeway and Trail Network Study

bptiva lona

<

Level of Comfort

Introduction Path Bike Lane Shoulder Shared _Lane Mixed Traffic
Marking

Please rate your level of comfort cycling on a shared use path

Fort Myers
h

Sanibel Island Sanibel " Beac

SN

CREW Flint
Like |

en Strand.

Slrongly| Dislike \ Neutral! SlronglyJ

York Region's Transportation Master Plan - Phase 2 @ Progress

WELCOME

Green Line Southeast SharedUSE Pal How should York Region invest in transportation?
2 What are your preferences for your station area?
Build new
subways and
Viva rapidways

Expand/
increase local
transit service

Improve traffic
flow

The silver coins
represent the
approximate existing
spending in each
category in $
millions. Please drag
the gold coins into
the categories to the
right to indicate your
spending priorities.

Community
Character

Community

Frimary Usg Connections

Accessibility

LEVEL OF COMFORT '«

WELCOME

REGIONAL NETWORK ®»
FUTURE TRAVEL

WELCOME <

Community Character

=)

More historical /
traditional

More modern /
contemporary

FUTURE GROWTH &
STAY INVOLVED «

LAND USE PREFERENCES

Rate this image from 1 star (Very Uncomfortable) to 5 stars (Very Comfortable)

Optional Comment

FUTURE INVESTMENT «

You can use the
arrows under the
gold coins to change
them between 1s
and 5.

=
—
—
—
—
—
—
—

@

50

&

5

Maintain roads
and bridges

Build new
sidewalks/cycle
paths

Sy

Build new HOV
lanes



https://centremultifonctionnelbrossard-en-de.metroquest.ca/
https://centremultifonctionnelbrossard-en-de.metroquest.ca/
https://apmpolrtp2040demo1.metroquest.com/
https://apmpolrtp2040demo1.metroquest.com/
https://vanbetterstreetsdemo1.metroquest.com/?s=4&
https://vanbetterstreetsdemo1.metroquest.com/?s=4&
https://kenaispurhwydemo1.metroquest.com/
https://kenaispurhwydemo1.metroquest.com/
https://greenlinedemo1.metroquest.ca/
https://greenlinedemo1.metroquest.ca/
https://novabikedemo1.metroquest.com/
https://novabikedemo1.metroquest.com/
https://yorkregiontmpdemo2.metroquest.ca/
https://yorkregiontmpdemo2.metroquest.ca/

Engagement planning
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1 Define the Scope of Your Project

To begin it’s critical to get agreement on
several guiding questions. What decisions will
be made at the end of the project? Who will
be affected? What role will stakeholders play
in the decision making process? What are

the timelines? Answering and getting internal
agreement on these questions will help to
align your team and guide your engagement
process.

2 Know Your Limitations

Establish your constraints at the outset.
Common limitations include topics or
decisions that are off limits, out of scope

or already made, budget, time, available
resources and legislative or jurisdictional
barriers. You are bound to be asked these
questions by the public. It's bast to prepare
responses in advance to ensure that your team
is ready and provide consistent infermation.

3 Who Are Your Stakeholders?

Who will be affected by the decisions made
for your project? Individuals in specific
geographic areas, community groups, business
associations, special interest organizations,
all levels of government, schools, major
employers ... the list goes on. Consider the
interests of each of these groups and how
your project will impact them. These insights
will assist in the development of your online
engagament content and the promeotional
material to attract participation.

4 Create Objectives

Start at the end and work backwards. What
is the best possible cutcome? What are your
objectives for the public engagement?

Keep in mind that a successful engagement
process doesn’t simply mean the highest
amount of feedback - quality of feedback is
crucial, as is the breadth of participation that
you receive.

5 Choose Metrics and Targets

Based on your objectives, create quantifiable
metrics that you can track throughout the
engagement process. These should be simple,
easily tracked, and tied directly to your
objectives.

Possible metrics include number of
participants, demographic and geographic
diversity of participants, or number of data
points collected (votes on alternatives,
comments, map markers, etc).

6 Create Your Timeline with Milestones

It's now time to lay out a timeline with
milestones and dates tied in to your

project metrics. Consider project phases,

time required to build up awareness and
participation for key audiences, data
processing time, and deliverables needed for
post-project reporting. Try using a Gantt chart
with all of these important milestones in order
to keep your process on track.

Engagement Plan

7 Choose Your Channels

MetroQuest makes it easy for people to
participate on the web and on the go

with mobile devices. It's also important to
accommodate people without access to
devices of their own. This can be done by
providing kiosks at community centers, tablets
at special community events or paper-based
input options.

As you develop your engagement strategy
it’s useful to consider how best to combine
face-to-face public mestings with your online
outreach using MetroQuest to leverage the
strengths of each.

8 Craft a Promotional Strategy

In the online world, many people think if

they launch a web tool, everyone will come
flocking. Veterans in the business know that

it isn’t that easy. Developing a great online
experience is only half the battle. Creating an
effective promotional strategy is the other half
and it’s best to begin defining it as early as
possible.

Developing an Effective

9 Flexibility within the Process

While it’s important to have a well-defined
plan, it’s best to allow some flexibility to allow
you to adjust midstream. Monitor engagement
results early on, and be prepared to adjust
your strategies to fill in any demographic gaps.

Don’t plan all events and activities and commit
all of your budget in advance. Anticipate

the need for "boots on the ground” or other
promotional efforts to reach specific groups in
your community.

1 O Have a Post-Engagement Plan

The best time to think about how you will
report back on the results of your engagement
process is before you begin, as it will guide
your choice of questions and a host of other
elements of your process.

Then, when your engagement process is
over and you have collected a large amount
of high-quality data to support your project,
you'll be prepared to analyze the results and
create insightful reports for the project team,
proponents and the community.




Developing an effective
engagement plan

Define the scope & limitations
|[dentify stakeholders
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Creating Great Content

Less Is More

Keep it simple. We all know intuitively
that long blocks of text, especially if
there’s complex language, is a big turn
off. Don’t fall into the trap of writing
very long introductions that cover half
the screen. Very few people will read
it and many will see it and will quit
before they start.

Avoid using abbreviations and industry
terms. Keep sentences short and to the
point. Simply tell people how to give
their input and how their feedback will
be used.

Be Careful What You Wish For

Adding a comment button to every
question seems like a great idea until
you have 10,000 comments to deal
with.

Similarly, ask yourself why you are
asking something. This is especially
true for demographic questions - if
you're not actually interested in
segmenting the data based on gender,
don’t ask it. This can be a deterrent for
engagement, or worse.

Follow these best practices and advice on creating effective content for your online engagement process:

A Picture Is Worth a 1000 Words

Cliché, sure - but it’s very applicable
to online engagement. Images
communicate 60,000 times faster
than text and stir emotions incredibly
effectively.

MetroQuest’s strength is the visual
aspect of it - take advantage of
this and use images to convey your
message.

Have an Appealing Design

We help with this aspect as the major
parts of MetroQuest are designed

to look appealing and promote
participation and sharing. Choose

a color pallet that is appealing to
participants - not too light, not

too dark. Easy on the eyes and not
distracting.

Use Great Images

The purpose of images are to enhance
the text you’'ve written, not distract
from it.

Don’t use images that are overly
complex or confusing. Avoid using
random stock images - try to go out
and take photos in your community. If
you do use other’s images, make sure
that you get the proper license to use
them.

Keep It Short

Attention spans are short - make sure
that your visitors don’t lose focus

or get bored. Aim for a 5-minute
experience.

With only 5 minutes of someone’s
attention and 5 MetroQuest screens,
you have about 1 minute per screen.
Keep in mind that more complex
screen types will require more time.

Craft Powerful Calls-to-Action

To drive participants to take action
use concise calls-to-action. This
includes the titles you choose for each
screen type. Be clear with actionable
instructions - don’t ramble on. For
example, a Ranking screen title should
be something like “Rank Your Top 5
Priorities”, not “Please Let Us Know
Which Potential Community Directions
You Would Prefer”.

Support Multiple Languages

In many regions two or more
languages need to be supported to
ensure that your project is accessible
to all community members. We'll be
happy to use your translated content
to create MetroQuest configurations in
other languages. That way participants
can simply toggle to the language of
their choice.




Creating Great Content

 Lessis more

* Open-ended comments can be tricky
» A picture is worth a 1000 words

* Design matters

o Support multiple languages
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2. Engage
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Choosing Engagement Channels
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Choosing Engagement Channels

MetroQuest
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Tell us what you think! [ imagine

hillsborough

2040

What is important to you? (see pages-9)

[ Joh Creation [0 Shorter Commute [0 Efficient Energy Use [0 Aericulture/Farming Impact
[ Traffic Congestion  [] Access to Jobs [0 Efficient Water Use [0 Natural Resources

[ BusocrRail Service [ Infrastructure Cost [ Water Quality [0 Redevelopment Potential
Suggest another priority

Rate Strategies and Preferences: 1 star = ledast appealing, 5 stars = most appealing

Strategy A: Suburban Dream (sez pages/
New homes & businesses spread out arounc the county

What do you dislike?

Strategy B: Bustling Metro (sccpage 6/ Rate this Concept: <> %o <% % o
Fill vacant lots & revitalize clder areas around rapid transit stations
What do you like?

(]

What do you dislike?

Strategy C: New Corporate Centers (seepoge 7)
Business campuses & housing grow along interstate highways

hat you like?

What do you dislike?

MetroQuest

Public Involvement Software




Promoting Like a Pro
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Promoting Like a Pro

In order to compete with the clutter of infermation that bombards people every day, there
are many strategies to keep in mind to kick start your participation and keep the momentum
going throughout the engagement period.

We've compiled a list of 15 best practices and tips for promoting participation online.
1. Craft a Compelling Brand

Good branding makes people excited to get involved and will garner more interest and
sharing on social media. Good brands get recognized and spread - bad brands don't.

Consider a catchy URL for your project's website. Whether it's an entirely separate website,
or just a vanity URL that will redirect visitors to your existing site, a memorable site narme will
stick with people and lead to more word-of-mouth marketing and engagement.

Include the URL in all of vour promotional materials - cards, signage, newsletters. Put it
everywhere.

2. Create urgency

People are far more likely to participate if they feel a sense of urgency. The easiest way to
do this is to let people know that there is a limited time for public input. Create urgency in
your calls-to-action and marketing ¢content. Count down to the last day and then consider
extending the participation period due to “unprecedented demand.”

3. Be Hyper-Relevant

It can be tough to get people to feel urgency about a long range planning process. It's critical
to connect your project with issues that are top of mind today. For example, if your project
relates to transportation, you might create urgency by connecting to frustration about
congestion. You might try something like, "Tired of traffic? Have your say here”

4. solkcit Eamed Medla
Media outlets are always searching for relevant content. Reach out to them and ask them to

prefile your project. Connect with more informal sources like local bloggers. Without spending
money on advertising you could get game-changing results.




Promoting Like a Pro
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Make it easy to find & share
Solicit earned media
Offer incentives

Create urgency



*You’'ve got 5 seconds...
*then you get 5 minutes...
*then they tell 50 friends.
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Who do you need to engage?

What are their immmediate priorities?
How do they express them?
Why should they engage?
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Transpo Choices Abbotsforward
Amendrr 0 continue to work on Highline stati : Showing the virtue of planning for a population rather than a timi
abbotsFWD

H

TODERIAN UrbanWORKS
"60k people are coming. We're not planning for a tim e AbbotsFWD
we're planning for an outc " vimeo.co 1

Vv Vimeo

S "in" WAY

ina Borde
via

mymnt of cars+
ivable than

MetroQuest | Tip: Create a “share kit”













Monitor & adjust as needed

* Monitor demographics
* Target gaps
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3. Report
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Making the Most of the Results
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MetroQuest Insights

ZJ MetroQuest Insights - Atlanta Regional Plan Phase 3 (374) * Feedback: insights@metroquest.com - You are logged in as: DaveB

Stare 2015-12-07 End- 2016-01-11 | Go! ‘ Demographic Filter (Off) +

1: VISITS §f 2: REGIONAL VL. § 3: REGIONAL P... IESYINANVIOINAE Completions § Legacy Data

Screen #4 | Title: STAY INVOLVED | Type: Wrap Up
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Accumulated Visits

17.5k

15k

12.5k

10k

7.5k

sk

2.5k

30, Jun 14, Jul

MetroQuest

Public Involvement Software

Ok

28. Jul

11. Aug

25. Aug

8. Sep

22. Sep

Visitor charts [Pdf)

Traffic Charts

Wisitor data table (Excel)
Traffic Data

IP addresses and approx. locations (Pdf)

Location Data
| R |

The following reports can take several mintues to generate:
All user data, crosstabulated, by variable name (Excel)
Complete Data (Variables) |
All user data, crosstabulated, by label (Excel)
Complete Data (Labels)
All user data, simplified and organized by visit (Pdf)
Data by Visit (Simplified) |

All user data, with full detail and ocrganized by visit (Excel)

Data by Visit (Full) |




| roe | TR Checkbores
Age

0-18 3 0.27%
19-24 34 3.06%
25-34 263 23.659%
35-44 227 20.45%
45-54 230 20.72%
55-b4 221 19.91%
B5-74 19 10.72%
75+ 13 1.17%

Totals 0

| All data for this screen (Excel) |

Screen comments:

POF || Excel |

fN0-18 N 19-24 | 25-34 M 35-44
Bl 45-54 [ 55-64 65-74 15+ Motes that free-form comments and private data (such as
M Et I’OO U ESt name or email address) is not displayed here. If any exists,

Public Involvement Software use the Excel/Pdf buttons above.




Rating Count
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Managed Lanes 236 2.86 86
Active Transportation 174 49 121 170 355 1200
Transit Expansion 102 S0 156 245 a08 3.56 1215
Regional Growth 100 122 361 465 250 3.50 1301

4902

* Average - Each input (s stored as a number (in parentheses). so the average can help understand trends

{ All data for this screen (Excel] J

Screen comments:

{ PDF H Excel J




Map markers for this project:
¥ Check all TruckingGoodsMap (69) VehideTrafficMap (222)

TransitMap (269) ParkingMap (116) ¥ WalkingCyclingMap (592)
LandUseMap (215)

. 4 . B

T SIS
Map | Satellite \¢

(@

ye
i P

Marker Type
WalkingCyclingMap

|

Comment

no sidewsalks or bikelanes Bl TruckingGoodsMap
B VehicleTrafficMap TransitMap
0 ParkingMap WalkingCyclingMap
M LandUseMap

e e

TruckingGoodsMap 69 4.65%
VehicleTrafficMap 222 14.97%
TransitMap 269 18.14%
ParkingMap 116 7.82%
WalkingCyclingMap 592 39.92%
LandUseMap 215 14.50%
Total 1483

| All data for this screen (Excel) ]

‘ Comments for this screen (Pdf) ’

o
®e 58 %

e %6 | Comments for this screen (Excel) ‘
-~
Map dapa ®2016 Googlef 1 km Terms of Use | Report a map error

MetroQuest
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Case Study: MetroQuest in Action
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Plan 2040 © Progiess @

v The Challenge How would you plan for our region’s future?

N
B

*”\.,,, ro ~ver the it three
% toc ‘”‘g ue a“ oo nea ‘v 2 raillie

| .,resndents over the next 25 years. How can we continue to’grow
and protect the quality of life we enjoy here?

WELCOME

STAY INVOLVED =»

' We‘ need your input to help us create a vision for our future. Tell

s how we can sustain the things we love about our

T! EnEspafiol J

RANK PRIORITIES »~

PLAN 2040

PLAN 2040 is the region’s current plan to ensure growth,
prosperity and a high quality of life for the next 25 years.
The vision you help develop now will guide the plans for
our region’s future.
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Sample Newsletter blurb (200 words):
Is Metro Atlanta Ready for a High-Tech Future?

How often do you think about the impact of faster, better technology on our future? Have you heard of
driveriess cars? How Could advanced teleworking technology Impact the way you iive and work? Or,
what if you had an app on your phone that would match your transportation need with the most
appropriate, efficent mode avedable (think bus, Uber, tam, etc)? If additional transat-connected
empioyment centers emerge in the south, 2ast and west of the region, how would ths Impact you?

An oniine regional survey being CONduCed by the Atianta Regional Commssion poses these QuesTions
and more 10 find out how you think new technologies That may Impact where and how we ravel and

What does the future of Metro Atianta look Fke? Take this survey, open through the end of March, to
fet your regional elected officals know what you think should be in The Region’s Plan!

www stiantaregional com/thereponspiansurvey

How could fater, better technoiogy Impact grester Atants over the next 25 years? Take this survey o
mfiuence the policies adopted by The Region’s Plan!

www atintareponal com/thereponsplansurvey

What technoiogy mnovations would you like 10 see in Metro Atlanta? Take this survey 10 ensure that
The Region's Plan represents your thoughts on the future!

www athntarefional com/thereponsplansurvey

Sample Twitter posts:

You told us your prionses for metro #Alanta. Now we want you 10 tell us more
Take fTheRegionsPian Survey 2 hiip /it M 1BJ0Usy

Help us plan for he future of metro “Allants  Take * TheRegonsPlan survey 2 and tell us
MORE: http iibit \/ 18005y

Driveress cars? Uber? How will they mmpact “Allanty’s raffic challenges? Ted us!
Take #*TheRegonsPian Survey 2 MDA W 18 0sy

We're planning for metro SABINES's future and we need your help. Take 7 TheRegonsPian Survey
erz 'm.“wﬁﬁm




~ CITY LEADERS WANT IDEAS TO BETTER ATLANTA llm

GOATS ON GREENWAY VIRAL WEDDING VIDEO GSU FOOTBALL

} o o000 | o200 City leaders want ideas
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Survey respondents at Atlanta Creative Economy Panel Discussion, hosted by ONE Music Fest Survey re:po"dgnr at Center for Civic Inmovation Kick Oﬂ"

MetroQuest
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The Region’s Plan

PHASE |l SURVEY REPORT

May 2015
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Tabie 12- Autpnomous Viehicie Responses by Age

0-18 19-24 25-34 35-44 45-54 55-64 65-T4 75+
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"Svey ez e | REGIONAL JOB GROWTH & TRANSIT EXPANSION

Should the region

sirive for g more
eauitable distribution of
BCONOMIC 0pporunities?

Are connecrions with a reginal fransit netwark
essential for existina/future job centers
10 grow and be succassful in the future?

How Impartant is it for the region 1o . % Very imporfant
promote a variety of housing options thet 25% Important
arecannected fo existing and future job 8% Not that Important
. s via pynanded transit? ¢
panters via expanded fransit 2% Unimportant

Hc\i"-’ YOu ever How impartant is it o you fo have a public fransit option

matde a choice available where you live in the Atlanta region nght now?
renarding

employment A4% Very Important

educationor g g gy / 25% Importani
{ .de ,,’A_V,“V LSS - 2 2

0N accessio |

Which of the following characteristics are most important 10 you in defermining where you live:

@ Afiordable Housing 76% Walkable 48%
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Have you heard of autanomaus vehicles?
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Should the Stare of Geornia support the implementation of autonomous vehickes?
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Questions & Discussion

Dave Biggs, Chief Engagement Officer
+1 (604) 317-6200

: : ' MEESS&E{E&E dave.biggs@metroquest.com



