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Success! AECOM & 3 Agencies Collaborate to Engage 12,000!

10 Tips for Successful Engagement Every Time

Live Q&A



20 years of best practices research 



Select MetroQuest customers

State Agencies Local Agencies Consulting Firms



How are MPO’s 
involving the public?



Public Involvement Matters Survey



Top 3 Challenges

#1 Poor participation

#2 Uninformed input

#3 Advocacy

“Currently we have very little public 

visibility, awareness, and involvement.”



Top 5 Priorities

#1 Increase participation

#2 Improve decision making

#3 Broaden demographics

#4 Build public support

#5 Collect informed input



Frequency of Public Engagement



Public Preferences

5 minutes or less (vs. 1 hour or more)

Visually interactive (vs. multiple-choice Qs)

Education weaved in (vs. reading docs)

Private input (vs. public input in forums)

Online from anywhere (vs. specific location)



Success! AECOM & 3 
Agencies Collaborate 

to Engage 12,000!



Jim Meyer, AICP

Senior Transportation Planner 

Amy Elmore, M.S. 

Communications Coordinator 

Johnny Wong, PhD

Senior Planner



❑ Maximizing community 

participation

❑ Reaching a diverse 

audience

❑ Creating convenient 

engagement platforms

❑ Obtaining quantifiable, 

meaningful input

Public Outreach Challenges



Success Stories
Tampa Bay Area

Tri-County Transportation Plan

2,800,000 population

❑ Coordinated and 

Specialized Outreach

❑ Monitoring and Retargeting

Pasco County, FL
MPO 2045 Countywide LRTP

500,000 population

❑ Social Media Outreach

Topeka, KS
Metro Long Range Transit Plan

130,000 population

❑ 2 Coordinated Surveys

❑ Mining the Results



Over 12,000 Engaged!
Tampa Bay Area

Tri-County Transportation Plan

2,800,000 population

❑ Coordinated and 

Specialized Outreach

❑ Monitoring and Retargeting

Pasco County, FL
MPO 2045 Countywide LRTP

500,000 population

❑ Social Media Outreach

Topeka, KS
Metro Long Range Transit Plan

130,000 population

❑ 2 Coordinated Surveys

❑ Mining the Results

9,600
Participants

1,600
Participants

1,200
Participants



Tampa Bay Area
Tri-County Transportation Plan



Tampa Bay Area
Tri-County Transportation Plan

❑ 2 month survey

❑ 9,600 participants

▪ United States 
MetroQuest Record!

❑ 234,000 data points

❑ 10,400 comments

❑ 5,600 emails



Tampa Bay Area
Tri-County Transportation Plan

Keys to Success

❑ Survey Development, 
Testing, Refinement

❑ Coordinated and 

Specialized Outreach

❑ Monitoring and 

Retargeting



Pre-Planning Coordination and Task Division

❑ First tri-county Long Range 

Transportation Plan for the 

Tampa Bay Region

❑ Hillsborough, Pasco and 

Pinellas MPOs volunteered 

staff to complete assignments

▪ Socioeconomic analysis

▪ Transportation and Land 

Use modeling

▪ Outreach program

❑ Six consultants to manage!



Scenario Planning Process

❑ Once the preliminary SE projections and transportation/land use 

models were completed, we initiated a scenario planning process

❑ Explore ‘what-ifs’ – what things can be controlled and which cannot?

❑ Use quantitative feedback to identify long-range outcomes supported 

by the community

DRIVERLESS CARS RAPID BUS ON SHOULDERS

I-275 CONVERTED TO BOULEVARD

TOLLED EXPRESS 
LANES

REGIONAL & STATEWIDE 
RAIL

RAPID BUS

WATER 
FERRY

Scenario A Scenario B Scenario C

New Technologies Expressway Lanes Transit Service



Crafting the MetroQuest Survey

❑ Introduction
▪ On-Boarding

▪ Incentives



Crafting the MetroQuest Survey

❑ Introduction

❑ Priorities
▪ Value declaration

▪ Establish metrics for 

scenario performance



Crafting the MetroQuest Survey

❑ Introduction

❑ Priorities

❑ Scenarios
▪ Rate 1 to 5 stars
▪ Funding implications 

and policy decisions



Crafting the MetroQuest Survey

❑ Introduction

❑ Priorities

❑ Scenarios

❑ Elements
▪ Detailed feedback on 

specific projects

▪ Identify elements to 

move forward



Crafting the MetroQuest Survey

❑ Introduction

❑ Priorities

❑ Scenarios

❑ Elements

❑ Wrap-up
▪ Demographic data

▪ Raffle entry



Getting the Word Out

❑ Engaging website with video, 

embedded MQ survey

❑ Presentations to advisory committees, 

councils, boards

❑ Large events like FL Home Show and 

Back to School Bash

❑ Earned media like radio & tv interviews 

and newspaper articles

❑ Paid social media and newspaper ads

❑ Mailout



Strong Participation – Start to Finish!



2045 Transportation Plan

We Want to 
Hear from You!



Let’s get Started!
Two ways to participate

 You can take the survey online at:

ItsTimeTampaBay.org

 Or, follow this guided presentation 

and fill out your responses on your 

questionnaire

It’s Time to Vote!



3. SCENARIOS

If you are completing 

the online survey, 
you should be on screen 3

If you are completing 

the paper survey, 
you should be at section 3



Rate Scenario C
Transit Focus

REGIONAL & STATEWIDE 
RAIL

RAPID BUS

WATER 
FERRY

By 2045, Worse 

than Today

By 2045, Better 

than Today
Results on priorities:

Storm Vulnerability

Traffic Jams

Open/Green Space

Alternatives to Driving

Equal Opportunity

Shorter Commutes

Public Service Costs



Specialized Outreach

❑ Pop-up events at malls, schools, 

transit stations, markets & 

bodegas, libraries

❑ Community outreach, ≥ 60 groups 

in Hillsborough County alone –

many in Communities of Concern

❑ Spanish language translation via 
PowerPoint and hardcopy survey

❑ Spanish-speakers hotline



Specialized Outreach



Monitoring and 

Targeting

❑ Responses by Zip Code / 

County

❑ Responses by Race / Ethnicity

❑ Modified outreach

▪ Increased Facebook ads 
for under performing zip 

codes

▪ Modified online platforms

▪ “Go to them” meetings



❑ 50 days

❑ 1,600 participants 

▪ Anticipated 500

❑ 4,500 map markers

Pasco County, FL
MPO 2045 Long Range Transportation Plan



Pasco County, FL
MPO 2045 Long Range Transportation Plan

Priorities
(Confirm/Refine Goals)

Issues Mapping
(Support Existing Conditions Analysis)



Pasco County, FL
MPO 2045 Long Range Transportation Plan

Keys to Success

❑ Social Media Outreach

❑ Small Group Meetings –
they add up!



What is my goal? Who is my audience? Why should they care?

Goal-
500 Completed

Surveys

Pasco County 
Citizens over 18 

years of age

Make a 
Difference in 

your community

#ItsTIMEPasco MetroQuest Survey

Creating a Communications Plan



Determining our Campaign Approach

❑ Customized Logo

❑ Promotional Video

❑ Social Media Campaign

❑ Facebook Live videos

❑ News Release

❑ Outreach Event Coordination

❑ Email Blasts

#ItsTIMEPasco- MetroQuest Survey



#ItsTIMEPasco MetroQuest Survey

Reach Your Audience Through Social Media

Work Smarter, Not Harder

❑ Choose the Right 
Social Platform

❑ Who’s Your Audience



#ItsTIMEPasco MetroQuest Survey
Maximizing Your Audience Reach



Reach Your Audience Where They Are

❑ Facebook Live

❑ Twitter Periscope

❑ Instagram Live Video

#ItsTIMEPasco MetroQuest Survey

Live Video Feeds



❑ 4,642 Facebook reach

❑ 8,012 Twitter impressions

❑ Nearly 350,000 audience 

(online news and TV)

❑ $9,000 publicity value

❑ Additional Exposure

▪ YouTube video
▪ Facebook live

#ItsTIMEPasco

Return On Investment



❑ 2 Coordinated Surveys

▪ Each 2 months long

❑ 1,240 participants

▪ 620 surveys per phase

❑ Reached frequent and 

occasional/non-riders

Topeka, KS
Long Range Transit Plan

Phase 1 Survey – Issues Mapping



Topeka, KS
Long Range Transit Plan

Keys to Success

❑ Coordinated phases –
drill down in the results!

▪ Identify early in the 
process

❑ Monitor and Target

❑ “Go to Them”

Phase 2 Survey – Tradeoffs



…but is it meaningful?

We’ve received input…

❑ “We need more service.”

❑ “I wish the buses would 

come more often.”

❑ “The bus doesn’t go 

where I need it to go.”

❑ “You need to improve 

the sidewalk near the 

library.”



Identifying Priorities



❑ Expand hours of 

operation

❑ Increased frequency

❑ Connect to jobs and 

services

Identifying Priorities



Dig a Little Deeper



Show Us Your Concerns



Mapping Issues



Collecting Demographics

❑ Age

❑ Race/ 

Ethnicity

❑ Gender

❑ Income

❑ Home/ 

Work Zip

❑ Email



Targeted Responses

Frequent Riders

Occasional, or Non-Riders

❑ When did you last ride 

a Topeka Metro bus?

❑ Age

❑ Race/Ethnicity

❑ Gender

❑ Income

❑ Home/Work Zip

❑ Email



Mine the Data
All Surveys

620

Frequent Riders

233 (38%)
Occasional, or Non-Riders

156 (26%)

More Service 
Hours

99 (42%)

Increase 
Frequency
36 (15%)

3 tied
each at:
21 (9%)

More Service 
Hours

45 (29%)

Connect to 
jobs/services

29 (19%)

Increase 
Frequency
22 (14%)

Unknown

231 (36%)

Route 7
24 (11.0%)

Route 17
24 (11.0%)

Route 10
23 (10.6%)

Route 4
21 (14.0%)

Route 2
15 (10.0%)

Route 1
14 (9.3%)

Screen 5

Screen 2

Screen 3



Mine the Data

10

17

7
4

12

Frequent 

Riders
vs.

Occasional, 

or Non-Riders

Top 3 routes identified 

for more service hours



Combine with Technical Analysis



❑ More Weekday Hours vs. 

Buses Arrive More Often

❑ Add New Routes vs. More 

Weekday Hours

❑ Buses Arrive More Often vs. 
Add New Routes

❑ More Weekday Hours vs. 

More Weekend Service

❑ Increase Saturday Hours vs. 

Add Sunday Service

Phase 2 Survey (Tradeoffs)



Phase 2 Survey (Budget Slider)



1. Engage early (allow time to develop / test / refine)
2. Engage in phases (coordinated planning)
3. Ask the right questions, focus on community priorities 

(compelling / influential / quantitative 
4. Promote well via multiple channels / engage partners)
5. Include a ‘go to them’ strategy
6. Monitor and retarget (modify outreach as needed)
7. Mine the results

10 Tips for Successful Online 

Engagement Every Time



3 more tips for online 
engagement success



Tip #8: Create a safe place



Tip #9: weave in education



Tip #10: keep it short (5 minutes)

Time to Complete (minutes)

Participants

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



BONUS: make it visual & interactive



10 Tips for Successful Online 
Engagement Every Time



10 Tips for Success

#1 Engage early

#2 Engage in phases

#3 Ask questions about priorities

#4 Promote via multi-channels

#5 Monitor and retarget

#6 Go to them

#7 Mine the results

#8 Create a safe place

#9 Weave in education

#10 Keep it short

BONUS: Make it visual & interactive!



Confidence



NEW 2018 MPO Report

Public Involvement Trends that Matter

▪ Top 3 MPO Challenges

▪ Top 5 Public Participation Priorities

▪ Citizen Preference Insights

▪ Popular Involvement Methods

▪ Public Involvement Frequency

▪ Top 4 Transportation Project Types

Thank you to 172 survey participants!



Poll: What 
additional information 

would you like?



Jim Meyer, AICP

Senior Transportation Planner 

AECOM

Amy Elmore, M.S. 

Communications Coordinator 

Pasco County

Johnny Wong, PhD

Senior Planner

Hillsborough MPO

Questions?



Thank you for participating!

AICP CM: https://www.planning.org/events/course/9161001/


