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4 Challenges with 
Public Involvement 
for LRTPs



1

Long time frame



2

Large scale



3

Policy-oriented



4

Complex issues



These result in:
1. Low participation
2. Narrow demographics
3. Uninformed input
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What is a State Long-Range 
Transportation Plan (SLRTP)?

• Multi-modal policy-based planning 
document

• Establishes the following for 
Michigan’s transportation system:
• Vision

• Goals

• Objectives

• Key Strategies

• Performance Measures and Targets

• Federally required

• 20+ Year Planning Horizon

• Public and Stakeholder Engagement

Transportation Planning Process

SLRTP DEVELOPMENT





Plan Integration

Michigan Mobility: 4 plans in 1
• State-Long Range 

Transportation Plan
• State Freight Plan
• State Rail Plan
• State Active Transportation 

Plan
1st of its kind in the country
• In cooperation with federal 

agencies
• Federal Highway 

Administration (FHWA)
• Federal Transit Administration 

(FTA)
• Federal Railroad 

Administration (FRA)

Long-Range RailFreight Active



Public and Stakeholder 
Participation

• Developed a Public & Stakeholder Participation 
Plan

• 45-day comment period

• Visioning – 1st round of engagement

• Jan. 2019 – May 2019

• MetroQuest

• Public Meetings

• Website

• Social Media

• Telephone Townhalls

• Mixed approach to reach a diverse population



MetroQuest

• Available from January 1-April 
15, 2019

• Promotion through news 
releases, Facebook ads, mass 
distribution emails, MDOT 
social media, stakeholder 
letters, SLRTP and MDOT 
websites, etc.





Total number of participants over time





















Safety 

Security 

Pavement 

Repairs 

Preservation 

Bridge Repairs 

Preservation 

New Highway 

Lanes Passenger Rail 

Self-Driving 

Technologies Bus Service 

Bicycle and 

Pedestrian Remaining 

BCATS (Battle Creek) $6 $14 $9 $6 $3 $3 $3 $4 $2

BCATS (Bay City) $6 $13 $11 $3 $5 $1 $4 $6 $1

GCMPC $6 $13 $9 $5 $5 $2 $4 $4 $2

GVMC $5 $10 $8 $4 $8 $3 $5 $6 $2

JACTS $6 $14 $10 $4 $4 $2 $4 $4 $2

KATS $6 $12 $8 $4 $6 $3 $4 $6 $2

MACC $5 $10 $7 $3 $8 $3 $5 $7 $1

MATS $7 $12 $9 $2 $6 $2 $3 $7 $2

NATS $7 $15 $11 $2 $4 $1 $2 $7 $2

SCCOTS $6 $11 $8 $3 $7 $2 $4 $8 $0

SEMCOG $5 $10 $7 $3 $9 $3 $5 $6 $1

SMATS $6 $12 $9 $3 $7 $3 $4 $6 $1

TCRPC $6 $13 $9 $3 $6 $3 $4 $6 $1

TwinCATS $6 $11 $8 $2 $5 $1 $4 $11 $1

WATS $4 $10 $7 $2 $10 $3 $6 $7 $1

WESTPLAN $5 $12 $9 $3 $5 $2 $4 $7 $2



Targeted Outreach

• GO WHERE THE PEOPLE ARE!

• 30+ meetings and events around the state

• Pre-existing meetings

• Conferences

• Public Events

• Targeted environmental justice populations

• Minority

• Low income

• MetroQuest Survey

• Paper Copies

• Computer

• Mobile Device

• 1,298 people were reached through participation in public 
meetings in every MDOT region



ADA Community



Existing Communications 
Channels

• Utilized MDOT resources 

• GovDelivery Email Blasts

• MDOT Facebook, Twitter, YouTube, Instagram and LinkedIn 
Pages

• Live Streaming and Recorded Video

• MDOT Website

• Meetings/Conferences/Presentations

• Stakeholder Liaisons – Tribal Governments, Bike/Ped, 
Transit, Aviation, etc.

• Employees

• News Releases



Social Media 
Advertisements

• Facebook/Instagram Advertisements ran February 
6 to March 31, 2019 

• Promoted the MetroQuest site, alerted social 
media users to MM2045 and demonstrated 
MDOT’s good faith efforts to get public input

• 498,515 people reached 

• 1,236,280 impressions (opportunities to see the 
ads on one of the sites

• Clicked 1,793 times taking people to the 
MetroQuest survey

• Shared by users on their pages 22 times



Dedicated Website

• Partial launch in October 
2018

• Posting of plan for 45-
day comment period

• Full launch in January 2019

• 4,999 users

• 11,723 page views

• 68 comments submitted

www.michiganmobility.org

http://www.michiganmobility.org/


Telephone Town Halls

• Two telephone town halls in February 2019

• Phone calls to 25,271 potential participants in Michigan 

• Online “Opt-In” form was publicized and 6,000 text 
messages were sent

• 3,048 people chose to join

• Maximum number of participants at one time was 621

• People joined on average for 5.91 minutes

• Common question topics included repairing existing 
roads, bus service, transit, public transportation for the 
elderly, roundabouts, funding/taxes, and bicycle and 
pedestrian accommodations





Findings

• Repairing and maintaining existing roads is the top priority

• Improvements to existing bridges ranked high

• Maintaining existing transportation systems was a major theme 

• Quality of life -- investment that promotes prosperity, health, sustainability, air and 
water quality, and multimodal transportation options that are accessible and reliable

• Transportation options for the elderly and disabled

• Addressing traffic congestion

• Issues that consistently ranked as low priorities were preparing for self-driving 
vehicles and expansion of the transportation system, such as, adding new lanes to 
highways.



Lessons Learned

• Promote the survey

• Social Media

• Organizational Accounts

• Outside partners

• Advertisements

• Meetings

• Public Meetings and Events

• Existing meetings from your 
agency

• Partnering Agency Meetings

• Design the survey to be user friendly

• Avoid industry terminology

• ADA accessible

• Work with MetroQuest to provide e-
reader compatible versions of the 
survey





Next Steps

Michigan Mobility 2045 - Timeline

January – April 2019 Initial Public Input (visioning, priorities)

May – August 2019 Draft Vision and Goals

Fall 2019 Public Comment Period (objectives, strategies)

Fall 2020 Draft Plan – Public Comment Period

January 2021 Adopt Plan



Thank you for your time!

Bradley Sharlow – Project Manager

Shane Peck – WSP

Anita Richardson – Public Involvement and 
Hearings Officer

Kyle Haller, AICP – Deputy Project Manager

MDOT-MichiganMobility@michigan.gov



20 years best practices research 



Public Involvement for LRTPs
Tips for Success



1
Increase 
participation



Keep it short - aim for 5 minutes

Time to Complete (minutes)

Participants

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



Offer it anytime online



Make it fun with visuals



Provide many ways to engage



Make it delightful on mobile



Offer a safe & private option



2
Broaden 
demographics



Monitor dashboards for results



Track demographic engagement



Go to them for inclusivity



Use social targeting



3
Weave in 
education



Create microlearning moments



Focus on priorities



Put citizens in the planner’s seat 



Foster appreciation for trade-offs



Gamify constraints & budgeting



Ask structured questions



4
Ask the right 
questions at 
the right time…



At the start…

Rank priorities

Mark issues



In the middle…

Select projects

Rate scenarios



Toward the end…

Rate images

Balance budgets



Public Involvement for LRTPs
Tips for Success



MetroQuest – Engagement Optimized

 Engage thousands online

 Involve a diverse audience

 Educate the public

 Collect informed input

 Deliver actionable results

Unlimited surveys with your annual subscription!



Select MetroQuest users

State Agencies Local Agencies Consulting Firms



Poll: What 
additional information 

would you like?



Promotional Playbook

12 Ways to Promote Your

Online Survey Like a Pro

 12 proven promotional strategies

 70+ tips & tricks

 We will email you a PDF copy!

Thank you: MetroQuest subscribers!



Next Webinar: NCDOT!

Beyond Fear: Public Views on Emerging 

Transportation Technologies

 Wednesday, July 17

 11 am Pacific | 2 pm Eastern (1 hour)

 Educational Credit: 1.0 (APA AICP CM)



Next Webinar: NCDOT!

Beyond Fear: Public Views on Emerging 

Transportation Technologies

Wednesday, July 17

Poll: Yes, save 
me a seat!



Questions?

Bradley Sharlow Anita Richardson Kyle Haller Shane Peck



Thank you for participating!
AICP CM: https://planning.org/events/course/9179355


