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Quality of life



Public participation today



20 years of best practices research 



Scenario #1: Apathy



STP



Same Ten People



Scenario #2: Chaos



CAVE people



Citizens Against Virtually Everything

I need therapy









Public Involvement Matters Survey



#1 Challenge: poor participation

“Apathy and time commitment by the public.”

“Currently we have very little public visibility, 

awareness, and involvement.”

“People just don't make time to give input.”

“Lack of participation. Reaching the same 

motivated people who may not be 

representative.”



#1 Challenge: poor participation

“Engaging people who are interested but may 

not have time to immerse themselves in a 

planning effort.”

“Getting a decent demographic cross-section 

of the population … not just a few elderly 

white people.”

“Regardless of what advertisement methods 

we try, we get the same small crowd.”
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Keeping Up with LA County

Why are we doing this? 
• Ridership declined more than 20%
• Outdated bus network, hasn’t had an 

overhaul in 25 years even though there are…
– More people
– More places to go
– More ways to get there 

• Metro Board directed us to redesign entire 
bus system

So, what is NextGen?
• A new bus network – Relevant, reflective of 

and attractive to LA residents
• Something for everyone – current, previous 

and new customers
1
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Metro Bus Rider Demographics
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Transit is 
accessible to 
most parts of 
the region.

Market Analysis: Density v. Service Coverage
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Market Analysis: Where to Invest Resources

Current transit service is structured to provide the highest level of service for the
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Owl Service AM Peak Mid‐Day PM Peak Late EveningEarly AM
12am – 4am 4am – 6am 6am – 9:30am 9:30am – 2pm 2pm – 6:30pm 6:30pm – 12am

Commuter, 
Long Distance

Metro Service

morning and evening commute periods, BUT there is a high demand for travel
through mid‐day and late evening.

Other 
(Non‐Commute)

Current 
service does 
not match 
travel 

demand

Metro has an opportunity to grow ridership!
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Going Above and Beyond Title VI & EJ

Metro’s Equity Platform: The Four Pillars

I. Define & Measure II. Listen & Learn III. Focus & Deliver IV. Train & Grow

Title VI/EJ

Communities with the greatest mobility needs
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Equity in Action

I. Define & Measure

II. Listen & Learn

III. Focus & Deliver

IV. Train & Grow
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How To Equitably Reach 10 Million+ People?

• Think of customers FIRST

• Use a thoughtful and strategic 
approach
– Target all levels of stakeholders 

and geographic regions of 
diverse LA County

– Understand how to identify, find 
and engage your “difficult to 
reach” demographics

– Support technical process to 
help drive study’s end goal

– Customize tactics by phase and 
stakeholder

• Have the hard conversations 
early and often 8



• Go to the people
– On‐board Bus Surveys
– Mobile Unit
– “Meeting in a Box”

• Geofencing

• Focus Groups

• Online surveys 
– Create printed version
– Translation                          

(including ADA adaptation)
– e.g. MetroQuest

Engagement Toolbox: Adaptable Tactics

On‐board Bus SurveysMobile Unit

Meeting in a BoxFocus Groups 9



• Educate
• Manage expectations
• Identify priorities
• Tradeoffs
• Geographic input
• Nearly 7,000 participants, 

130,000 data points, and 
5,000 comments

• Over 60% of responses 
represented the diversity 
of LA county

Engagement Toolbox: MetroQuest tool
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Engagement Toolbox: NextGen Working Group

• 50+ organizations, 
including a diverse cross‐
section of representation

• Amplify your reach 
through community 
leaders

• Help gauge public 
sentiment

• Involve them early and at 
each step of the process
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Engagement Toolbox: Interactive Public Workshops

20+ public workshops, 1,000+ 
attendees & 1,800+ comments

• Strategic and targeted locations to reach 
underrepresented populations

• Interactive and visually appealing 
workshop stations

• Format is critical – “translating” technical 
results into understandable information 

• Adapted workshop format when necessary 
(e.g. ADA)

• Attendees engaged in a dialogue with 
Metro staff

• Comments included technical aspects of 
system and personal needs/experiences
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Engagement Toolbox: Story Map
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Providing Meaningful Feedback
to the Technical Team
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Recurring Themes

Public Workshop Input 
Validates Initial Input



Public Input Helped Drive Service Concepts
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• If you had $100 dollars to
spend on the bus system
in Los Angeles County,
how would you spend it?



Public Input Helped Drive Service Concepts
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Takeaways: The Surprising Path to Equity in 
Public Engagement

• Show you care…then act on it
• Customers have to be top priority

• Go directly to the people where they are

• Plan, but be prepared to adapt the plan 
based on stakeholder feedback/advice

• Have the hard conversations, internally 
and externally

• Leadership support the decision‐making 
process of staff (e.g. Tiger Team)

• Ensure collaboration between technical 
and communications teams ‐ act as one 
voice
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MetroQuest used in transit planning

Government Agencies Consulting Firms



Barriers are participation filters

Positive NegativeModerate

Attitude

Level of
Motivation



Best practices 
for reducing 
barriers to 

participation



BARRIER #1: public & intimidating …



CURE: make it safe & private! 



BARRIER #2: too time consuming …



CURE: ask for 5 minutes!

Time to Complete (minutes)

Participants

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



BARRIER #3: complicated or boring



Cure: create microlearning moments



CURE: create microlearning moments



BARRIER #4: unequal access…



The digital divide



Cure: engage on mobile



Cure: monitor demographics early



Cure: target social by demographics



Cure: go to them



Getting transit projects 
approved and supported!



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!



Poll: What 
additional information 

would you like?



FREE Playbook

12 Ways to Promote Your

Online Survey Like a Pro

 12 proven promotional strategies

 70+ tips & tricks

 Real-world examples

 We will email you a PDF copy!

Thank you: MetroQuest subscribers!



NEXT Webinar

Transit Plans to LRTPs – MDOT’s 

Formula for Engaging 1000s

Wednesday, October 30th

1 hour | 11 am Pacific | 2 pm Eastern

Educational Credit: 1.0 (APA AICP CM)

Poll: Save your seat!



Questions?

Dave Biggs

Chief Engagement Officer

MetroQuest

Robert Calix

Senior Manager, Transportation

Planning in Communications

Los Angeles County Metro

Melissa Holguin

Senior Project Manager

Arellano Associates



Thank you for participating!

AICP CM: https://planning.org/events/course/9185653/
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