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Research Question

What do successful online engagement 

projects have in common?



What does “successful” mean?

Quantity

Quality

Engage more people from a broader demographic

Collect informed & actionable input



Which projects fit best? 

• Long Range Transportation Plans (LRTP)

• Transportation Improvement Program (TIP)

• Corridor Plans, Context Sensitive Solutions (CSS)

• NEPA/EIS Studies

• Bike/Ped, Transit, Freight, Multimodal Plans…



Choose your tools carefully
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Aim for a 5-minute experience2



Do not require registration3

vs. = 10x



Offer many ways to engage4



Welcome Ranking Priorities Map Input

Visual Preference Scenario Voting Vision

Strategies Funding Thank You

Trade-offs

Project Selection

Budgeting

5 Educate before asking

…if you 
want 
informed 
input.



vs. = 7.5x

Make each step delightful6



Welcome Priority Ranking Map Marker

Visual Preference Scenario Rating Vision Statement

Strategy Rating Funding Balance Wrap-up

Tradeoffs

Project Selection

Budget Allocation

Make each step delightful6



Map Markers - SW Ohio Regional Transit Authority 



Visual Preferences - District of North Vancouver 



Budget Allocation - North Florida TPO 



Project Selection - ACEC AZ



Priority Ranking - Sioux Falls MPO



Scenario Rating – Arizona DOT



Tradeoffs



Wrap-up – Atlanta Regional Commission 



Welcome Priority Ranking Map Marker

Visual Preference Scenario Rating Vision Statement

Strategy Rating Funding Balance Wrap-up

Tradeoffs

Project Selection

Budget Allocation

Make each step delightful6



Make each step delightful6

Even the 
reports!



• Who do you need to engage?

• What are their immediate priorities?

• How do they express them?

• Why should they engage?

Create hyper-relevant content7



•You’ve got 5 seconds…

•then you get 5 minutes…

•then they tell 50 friends.

Promote like a pro8









•Monitor demographics 

•Target gaps

Monitor & adjust as needed9



60 second case study:
Meet Ray Chiaramonte



Solution

• Web campaign

• Kiosks

• Community Events







Results
• Record-breaking participation

• 85% for “Bustling Metro”

• Unanimous approval

• Rapid changes





If you’d like MetroQuest to be considered…
“…an online engagement tool (e.g. MetroQuest)….”



Thank You & Next Steps

Dave Biggs, Chief Engagement Officer

+1 (604) 317-6200

dave.biggs@metroquest.com

• Webinar follow-up

• Questions/projects 

• Monthly best practices & case studies
 metroquest.com/sign-up


