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20 years! Best practices research 



Select MetroQuest customers

State Agencies Local Agencies Consulting Firms



 Critical mass
 Diversity

 Informed input
 Quantifiable results

Top public engagement goals

Improved decision making & greater public support 



How do 
online options 

compare?



SOCIAL 
MEDIA

Increase participation

Broaden demographics

Inform & educate

Quantify input



ONLINE 
FORUMS

Increase participation

Broaden demographics

Inform & educate

Quantify input



MICROSITE 
or WEB PAGES

Increase participation

Broaden demographics

Inform & educate

Quantify input



TRADITIONAL 
SURVEYS

Increase participation

Broaden demographics

Inform & educate

Quantify input



Recipe for 
actionable results

 Critical mass
 Diversity
 Informed input
 Quantifiable results



How is 
MetroQuest 

optimized for 
actionable 

results?



1 Critical mass



It’s multi-channel



It’s responsive for mobile



It’s private



It’s designed to take 5 minutes

Time to Complete (minutes)

Participants

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



2 Diversity



It’s visual



It’s fun



It collects demographics



It supports “go to them” activities



3 Informed 
input



It gamifies planning education



4 Quantifiable
results



It’s optimized to support planning



It blends quantitative & qualitative



It delivers colourful dashboards



When is the right time to engage online?



At the start!

Rank priorities

Mark issues



In the middle!

Select projects

Rate scenarios



Toward the end!

Rate images

Identify preferences



What projects is MetroQuest designed for?



Urban 
design

TransitLRTPsBike & 
pedestrian

ComprehensiveLand 
use



3 phases to success
with MetroQuest!



Set-up

1 2

Engage Analyze

3



 Critical mass
 Diversity

 Informed input
 Quantifiable results

Top public engagement goals

Improved decision making & greater public support 



Celebrating great engagement!

RTC of Southern Nevada, RTP 

6,800+ Participants
25,000+ Priority Rankings
29,000+ Trade-off Inputs
60,000+ Budget Coins Allocated

1,440+ Participants
4,290+ Priority Rankings
3,080+ Map Markers
2,200+ Organized Comments

Natick Master Plan (Population 33,000)

Nashville nMotion Transit Plan

9,000+ Participants
27,000+ Priority Rankings
21,000+ Scenario Ratings

Lancaster County, PA, Comprehensive Plan 

1,600+ Participants
14,000+ Priority Ratings
4,200+ Scenario Ratings
1,900+ Organized Comments

1,280+ Participants
4,770+ Priority Rankings
14,870+ Image Ratings

Okotoks Traffic Calming (Population 24,500)

7,200+ Priority Ratings
8,300+ Trade-off Inputs
30,000+ Image Ratings

Belmont Bridge (Population 46,000)



Better decision support!



What difference did MetroQuest make?



“Our very first survey we had more than 
7,000 responses from a broad 

demographic. That was really exciting 
and far more than we anticipated.” 

Melissa Roberts, Atlanta Regional 
Commission 



They went on to engage 25,000 people!



“It gave courage to the elected officials… 
with data…finally with data!” 

Michael Busha, Treasure Coast RPC



Cost effectiveness (per participant)

Source Cost per 
participant

Events $47

Focus group $43

Lounges $19

Community Conversation $10

Textizen $9

Book-a-Planner $9

MySidewalk $8

MetroQuest $3



SAVE with 
your annual 
subscription!



Poll: What 
additional information 

would you like?



Meet MetroQuest at APA NPC19

San Francisco April 13-16

 Join Dave’s session: Fast, Funny and 
Passionate Session 3, on Monday April 
15th at 10:15 am (room 2014)

 Meet the team at booth #526

 Visit us for a chance to win a Fitbit Versa



Dave Biggs
Chief Engagement Officer

MetroQuest

Questions?



Thank you for participating!

AICP CM: https://planning.org/events/course/9175052/
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