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Today’s Topic
• Metro Transit’s Engagement strategy

• Overview of Metro Transit’s Listening and Learning 
through Crises Summer 2020 engagement efforts
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Focus Outreach on Building 
Relationships
• Previously assigned outreach staff 

by project

• Changing structure to assign 
outreach coordinators by area

• Allows outreach staff to get to know 
community, preferences, issues 

• Allows community to get to know 
the outreach staff, only have one 
point of contact
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Understand your Target Audience
• Geographic area
• Demographics

– Race/ethnicity
– Income
– Age

• Stakeholder groups
– Residents
– Businesses
– Property owners
– Organizations
– Other government agencies

• Transit users are
– Mostly under 35 years old

– 45% people of color

4Source: 2016 Travel Behavior Survey



Understand your Target Audience
• What does stakeholder 

analysis tell you about 
engagement strategies
– Preferences
– Access to, use of technology
– Language barriers
– Time
– Locations

5Source: https://sproutsocial.com/insights/new-social-media-demographics/



Identify Purpose
• What is the purpose 

– Inform or educating about a new project, plan or service
– Seek input on project early in the planning process
– Advise on decisions

• Communicate how the information will be used

• Determine appropriate scale or magnitude of engagement
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Set Goals for Engagement
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• What is your goal?  

• How will you know when you achieve your goals?
– Set metrics

• Example: Proposal to close or move transit stops
– Goal: Engage current riders of specific route
– Metric: Survey 10% of current ridership of 2,000 people/day = 200 

responses



Develop Detailed Plan
• Include purpose, target 

audience and metrics
• Identify tactics that match 

audience and purpose
• Determine timeline and order

– Don’t forget internal stakeholders, 
project partners

• Assign lead
• Track progress
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Listening and Learning Through Crisis

Summer 2020 Engagement Overview
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Why We Engaged
• Listen to our regular riders and communities served by 

our core routes 

• See how this year has changed their transit needs and 
priorities

• Gather information to inform future public 
engagement efforts and near-term decisions
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How we Engaged: Strategies
• Goal: 1,000 responses that reflects our riders which is 45% BIPOC

• Communications: Link to survey via website, emails, Riders Almanac

• Social media: Posts with link to survey and weekly question to promote 
discussion; staff posted on personal pages to amplify

• Ethnic media: KMOJ, Spokesman Recorder and Vida y Sabor articles, ads and 
social media

• In person: Staff used conversation guide to complete survey with transit riders at 
busiest stations, stops and transit centers

• Reached out to 75 community groups
– 12 community groups agreed to help us get the word out by sharing our FB posts or including 

link to the survey in their newsletter
– 5 groups took us up on offer to attend community events or virtual meeting
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We Heard from Racially Diverse Group
• Surveyed and talked to 

over 1,800 people
– 1,400 online
– 400 in person 

conversations

• Nearly achieved goals 
with 41% BIPOC and 
59% white
– Pre COVID ridership 

with 45% BIPOC and 
55% white based on 
2016 Travel Behavior 
Inventory

Listening and LearningAmerican Indian, Alaska Native

Black, African American

Asian or Asian American

Hispanic, Latinix

Other

White

East African

Middle Easterm North African Pre-COVID Ridership
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We Heard from Areas We Serve
• Geographic 

representation with 
highest concentration of 
responses in areas 
served by core and 
suburban local service 
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What We Learned
• Demographics, responses different between online and in 

person
• Need to use multiple strategies to engage a diverse 

community
• Some strategies were more effective then others

– Paid promoted ads on Facebook had 6,000 views but only 40 
clicks; unsure of actual surveys completed

– Paid ads and articles in Spanish on Vida y Sabor social media and 
website resulted in over 150 completed surveys 

• Community doesn’t have a lot of capacity for meetings
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What We Learned: Survey Method Matters 
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What We Learned: Outreach Strategies
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How Metro Transit is Using What We Learned
• Making data available to staff and encourage people to 

dive into 
– Graphs
– Themes
– Key word searches

• Communicating what we learned to the community and 
how you are using it

• Making information available on our website
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More Information
• Robin Caufman

• Director Administration

• Robin.Caufman@metrotransit.org

• www.Metrotransit.org/outreach (in the process of being 
updated)
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