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How Online Public Engagement Takes Off:
L essons from a Bikeway Study in NC
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ess budget = less resources
ess time = less organic grow
maller scale = less people

iche topics = narrow interest

Why smaller

projects are
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let'’s talk about
The Triangle Bikeway Study
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TRIANGLE

BIKEWAY Study Area
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TRIANGLE

4 BIKEWAY Schedule

1 2 3 4  Ju—
Goals + Existing Alternative Egﬁgl?ﬂgf
Objectives Conditions Selection Desizn

Public Input Public Comment

2020 2021




TRIANGLE
BIKEWAY
STUDY

Effective
Multijurisdictional
Coordination

Include

decisionmakers early.

Broad
Stakeholder
Involvement

Ensure all necessary
parties are involved.

Meaningful
Engagement with
Underengaged
Groups

Strategize for
engaging groups
historically excluded

from planning.

Community Engagement Approach

Adaptive
Engagement During
COVID-19

Combine virtual and
socially distanced in-
person engagement.
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BIKEWAY www.trianglebikeway.com
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The Triangle Bikeway project will study the idea of a 17-mile bicycle path. The bikeway will

link Raleigh, Research Triangle Park (RTP), Durham and Chapel Hill along 1-40 and NC 54.
T R IA N G L E The current planning effort includes design and construction recommendations between
Raleigh and RTE and a corridor assessment for the connection west to Durham and Chapel
Hill. The bikeway will connect Triangle communities making both short and long bike trips
B I K EWAY for work, play and daily errands possible. ldeas from residents will shape the plan. Agencies
across the region are working together in the planning process, which will take

ST U DY approximately 18 months.
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http://www.trianglebikeway.com/

Triangle Bikeway Online Survey
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Triangle Bikeway Study @ Progress @D ) \1

Triangle Bikeway Study

The Triangle Bikeway Study is a collaboration of transportation agencies across the
region to envision and plan a 17-mile bicycle corridor connecting Raleigh, Research

Triangle Park, Durham, and Chapel Hill.
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Agencies across the region are working together in the planning
process, which will take approximately 18 months.




TRIANGLE

BIKEWAY Survey Report

Participants

21164 Key Takeways

> All corridor zip codes well
00 represented

> Good mix of live / work

1,500

> Clear preference for separated
1,000 facilities — greenways / protected
bike lanes

500

> Need further input on proximity
0 to 1-40

Aug 2020 Sep 2020 Oct 2020 Nov 2020
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EE’E%‘L’E Types of Cyclists

- == =p Strong & Fearless (<1%)

= -®»Enthusiastic & Confident (7%)

===

Riding a bicycle should not

require bravery. Yet, all too I
often, that is the

perception among cyclists

and non-cyclists alike.
~Roger Geller

Interested, but Concerned (60%) No Way, No How (33%)
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STUDY Survey Distribution
————— » Strong & Fearless (<1%)
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' = »Enthusiastic & Confident (7%)
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Portland Study

Interested, but Concerned (60%) No Way, No How (33%)
Triangle Bikeway Survey |
°

- Enthusiastic & Confident (53%) Interested But Concerned (33%)
[
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- -=--=» Strong & Fearless (13%) No Way, No How (1%)




TRIANGLE
BIKEWAY
STUDY

OffRoad Facilities

Side Paths

1 2 3 4 5

92 181 473 761 540
(4%) (9%) (23%) (37%) (26%)

Times rated: 2047
Average rating: 3.721

Greenway Trails

1 2 3 4 5

26 15 72 193 1756
(1%) (1%) (3%) (9%) (85%)

Times rated: 2062
Average rating: 4.764

Facility Preference

OnRoad Facilities

Wide Shoulders

Bike lanes

Buffered Bike Lanes

Protected Bike Lanes

1 2 3 4 5

1402 373 160 43 41
(69%) (18%) (8%) (2%) (2%)

Times rated: 2019
Average rating: 1.488

1 2 3 4 5

466 617 581 255 135
(23%) (30%) (28%) (12%) (7%)

Times rated: 2054
Average rating: 2.501

1 2 3 Y 5

167 340 535 535 468
(8%) (17%) (26%) (26%) (23%)

Times rated: 2045
Average rating: 3.390

1 2 3 4 5

200 308 508 516 497
(10%) (15%) (25%) (25%) (24%)

Times rated: 2029
Average rating: 3.395
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J4) BIKEWAY Proximity to 1-40

Within 140 Corridor
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Along Parallel Streets
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Times rated: 2024 Times rated: 2002
Average rating: 3.455 Average rating: 3.776

165 258 549 596 456
(8%) (13%) (27%) (29%) (23%) ?;-?;:1 ?gz:f.ﬁ é‘? q}?} {EE%E} é?%
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let’s talk about
Designing a Public Participation
Plan for a smaller project






= — U 9) Improve the safety and security of system operations.

Online surveys — collect input

Accessibility needs: (719) 302-6752
v PACOG Moves the Region

9 Progress (e

Your input will help prioritize investments

PACOG Moves the Region 2045 is a transportation plan that will guide Pueblo area
investments for the next 25 years. Once complete, this plan will provide a list of priority
transportation projects that meet current and future needs of the region.

WELCOME

For Special Assistance, call 212-383-7203 © Progress &
v Safety and Security

Moving Forward

The region's next transportation plan proposes a vision of a transportation system that
ensures the safety and security of people and goods across all transportation users and
transportation modes.
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Investments in our community for safe, efficient, reliable
transportation are the foundation of a thriving community and
economy.

Moving
Forward

Your Regian, Connactod

Trg 3w FRp e T RTEETEHE R e
AL g e e L iy [

B




L How many outreach

projects does your
organization

conduct annually? b s Bp

v




POLL What types of
projects are coming
up for you?
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let's talk about

Powerful promotional strategies
for online participation




let’s talk about

The ROI of great public
engagement and quality input



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!




POLL What aaditional
information would be

helpful from MetroQuest?
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Next Webinar

Optimizing Online Engagement for Small Projects

Wednesday, February 24t at 2 pm Eastern
(AICP CM 1.0)

1+ Belmont Bridge

Leamn a bit about this inifiative before you begin.

Replacing Belmont Bridge is a community prioirty

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 process!
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© Accessibility
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o The new bridge will need to accommodate the established values and
D a Ve B I S changing needs of our community, integrate with downtown and surrounding
' neighborhoods, and add an attractive piece of infrastructure within our

community.
MetroQuest

POLL Save your seat!




Questions?

Kenneth Withrow Erich Melville Jasmine Thompson | Sarah Parkins
Senior Transportation Planner | Bicycle and Pedestrian Planner | Communications & Public Communications & Public
NC CAMPO McAdams Involvement Specialist, WSP Involvement Specialist, WSP
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https://planning.org/events/course/9211195/
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