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Introducing MoDOT’s 2018 LRTP Update

Bob Brendel, Special Assignments, Missouri DOT 
Maggie Doll, Strategic Consultant, Burns & McDonnell 



Engagement for Long Range

Transportation Plans



Last plan completed in 2014 – included 
extensive outreach efforts

2018 LRTP Update
– Update transportation system 

goals

– Assess customer expectations
for the transportation system for 
the next 25 years

– Outreach almost exclusively 
online

Missouri’s Long Range
Transportation Plan



MoDOT’s 2014 LRTP:
Building the Foundation



MoDOT’s 2014 LRTP:
Engaging the Community

In-Person Listening Sessions:

 Business Interests, Community 
Leaders, Elected Officials, 
General Public, Advocates of 
Modal Choices, Planning 
Partners, Minority Groups, etc.



Mobile Tours
> 8 vans from fleet 
custom-wrapped
 Stocked
 Traveled to where 

Missourians live, 
work and play

Identified needs far exceeding

what we can afford.

MoDOT’s 2014 LRTP:
Engaging the Community
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www.missourionthemove.org



MoDOT’s 2018 LRTP Update:
Online Outreach



MoDOT’s 2018 LRTP Update:
Online Outreach

Promoted through:

Email blast to
stakeholders

News release

Fact sheet

MoDOT website

Employee briefing



MoDOT’s 2018 LRTP Update:
Online Outreach
Promoted through:

Social media –
free and paid



MoDOT’s 2018 LRTP Update:
Social Media Reach (Paid and Organic)
Paid Social Media Reach (Facebook)

• 363,122 total impressions

• 4,122 reactions

• 995 shares

• 511 comments

Organic Social Media Reach

[Paid Post]

Facebook

• 167 reactions

• 117 shares

• 83 comments

Twitter

• 77 re-tweets

• 83 comments

• 58 likes



MoDOT’s 2018 LRTP Update:
Online Outreach
Asked planning partners to 
help spread the word

Paper and Spanish 
language versions made 
available

People without computers 
encouraged to visit 
libraries or MoDOT district 
offices for access



Who Did We 
Hear From?

Survey open 1 month

7,716 participants

5,000+ comments

74% of people
provided a zip code

Created heat maps to see location 
of participants



Who Did We Hear From?
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How Did
People
Participate?

Computer
44%

Mobile
Device

56%



What Did We Hear: Goal Areas
Do you agree or disagree with each of these as a focus for the next 25 years
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What’s Most Important to You?
Rate each scenario between 1 – 5 stars

Average Ratings

Improving road and 
bridge conditions,
which means paying 
a little more and 
limiting the 
construction of new 
roadways.

Seeking new revenue 
for other transportation 
options, such as 
increased public transit 
and rail, or bicycle and 
pedestrian facilities.

Keeping my 
transportation costs 
the same, even if that 
means the condition of 
the system declines 
over time and no new 
facilities are built.

Expanding the 
transportation 
system (adding lanes, 
building new roads and 
interchanges), which 
could mean paying 
more or seeing the 
condition of the system 
and services decline.



Additional Outreach Efforts
LRTP presentations at 
existing meetings

Statewide webinars 
that include live 
polling



Lessons Learned
High-touch and high-tech outreach efforts each have their place

The time invested in developing contact lists pays off

Engaging your partners is important – ask for their help

Preview content with other people in your agency – ask for feedback

Keep people in your agency in the loop – they can help promote

Reduce the number of open-ended questions where possible

Simpler is better, but not always easier



Thank you

Bob Brendel, Special Assignments, Missouri DOT 
Maggie Doll, Strategic Consultant, Burns & McDonnell 



Years of Research into Best Practices



MetroQuest is Used Coast to Coast



Same Ten People





1. Long time frame
2. Large scale
3. Complex issues

Three challenges...lead to:

low motivation levels
need broad demographic
must include education

......
.………….

……..

additional



Poll: What are your top 
engagement priorities?



Moment of truth:
Making the case to decision makers



Confidence



Criteria 1: Critical Mass



Criteria 2: Diversity



Criteria 3: Informed Input



Criteria 4: Quantifiable Results





Five Key Lessons

1 2 3 4 5



Time to Complete (minutes)

Participants

0     5    10    15    20    25    30    35    40    45     50    55    60

Aim for a 5-minute experience1



vs. = 7.5x

Make it delightful2



Make it insightful3 …in 5 minutes

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


• You’ve got 5 seconds…

• then you get 5 minutes…

• then they tell 50 friends.

Promote like a pro4
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Monitor & adjust as needed5



1. Long time frame
2. Large scale
3. Complex issues

Three challenges...lead to:

low motivation levels
need broad demographic
must include education

......
.………….

……..

additional



Poll: What additional information 

would be helpful?



Questions?



Thank you for participating

AICP CM: https://planning.org/events/eventsingle/9138817/


