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Online Survey 
Polco.us/MPTA

Two-minute survey related to the session’s content.
Thank you for participating!
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Workshop Agenda

• Needs and Challenges
• Opportunities and Constraints
• Developing and Tracking a Referral Network
• New Marketing Tools
• Looking for Opportunities to Tell Your Story
• Building and Maintaining and Stakeholder Network
• Continually Engaging the Community
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2020 Context
Needs and Challenges
Opportunities and Constraints
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CARES Act

Employee
And
Passenger
Safety

https://www.startribune.com/second-daily-
round-trip-train-between-twin-cities-chicago-
edges-closer-to-reality/572627321/
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Check in with Polco Survey
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Loss of Riders
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Other Impacts

• Loss of Funding
• Capacity Limitations
• Olmstead Decision and Community-Based Services
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Rural Transit Needs

• Medical Appointments
• Shopping (groceries, medications)
• Employment
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Communication

• What needs do passengers have?
• What concerns/fears do passengers have?
• How are you addressing their needs and concerns?
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The PESO Model for Marketing:
Paid Earned Shared Owned
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PESO Model
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Today’s Focus

• Newer Marketing Tools

• Looking For Opportunities To 
Tell Your Story

• Developing And Tracking A 
Referral Network
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Polco Survey Check In     Polco.us/MPTA
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Paid –Geofencing and Geotargeting Ads
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Paid

Geofencing draws 
a circle around a 
location. 

People visiting the 
site receive ads.

Data can tell if 
people who 
received your ad 
visited your 
location on 
another day.
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Digital Advertising
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What are people watching?
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Paid –Connected TV
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Paid—Revealio

• COVID has sped up the development of augmented reality 
technology. Retailers report 2 to 3 years ahead of schedule on some 
tools.

• Wow factor captures attention.
• New way to peak interest.
• Leave a positive impression.
• Costs start at $27 per month for 1,000 impressions. 
• Download free Revealio app onto phone. 
• Learn more https://www.revealio.com/sales?aff_id=136_419

https://www.revealio.com/sales?aff_id=136_419
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Watch as the message comes to life!
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Earned – Media Relations
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Check in with Polco Survey

• Referral tracking….

• Polco.us/MPTA
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Earned -- Networking

Networking Is The Science Of Speeding Up Trust

Voicemail 
Phone 
Email

Provide Info Present at 
Open House

Meet to Discus Idea
Information Delivered

Meeting Set with Board How to share with governing 
entities, other organizations, 
media? How to report back to 
referral? 
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Check in with Polco Survey

• Social media presence
• Polco.us/MPTA
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Shared – Social Media

• Content – Mix of conversation and selling – be human.
• Advertising –

• Boost posts
• Ads
• Pixels
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Check in with Polco Survey

• Tools for engaging
• Polco.us/MPTA
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Shared – Survey Information

• Engage community. 
• Inform your board decisions.
• Fine tune your messages with targeted audiences.

• A newer tool is Polco (Polco.us).
• Some governmental units are using CARES Act dollars to upgrade 

from free accounts to engage with, listen to and build trust between 
them and their community as we plan to come out of COVID.
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Owned--Collateral

On Advertising Specialties in SW MN Pilot 
Program, MnDOT SAYS:
For the pilot marketing project that is funded 
solely with state funds, giveaway promotional 
items may be purchased provided the individual 
unit value is not more than nominal.
Nominal is defined for this purpose as

$5 or less. 
Projects funded with any combination of federal 
dollars must abide by 2 CFR 200.421, which 
disallows costs of promotional items and 
memorabilia, including models, gifts and 
souvenirs provided to customers or the public.
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Owned – Your buses!

• Advertise your services in and on your bus.
• Consider selling or trading advertising in and on your bus.
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A Word on Evaluation in PESO

• What gets measured gets done.
• Thoughts on PESO evaluation:

• Impressions vs leads.
• Google analytics provides data on qualified leads.
• Leads can take time.
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PESO Model -- Recap
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Building and Maintaining and a Stakeholder Network
Continually Engaging the Community
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Stakeholder Coalition or Network

• Purpose
• Understanding 

community needs
• Understanding and 

responding to change
• Communicating change
• Communicating 

success and solutions
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Stakeholder Coalition or Network

• Format
• Advisory committee
• Network/coalition

• Representatives
• Types of agencies/partners
• Internal stakeholders

• Communications 
Schedule/Format

• Meetings
• Updates
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Community Engagement
• Community engagement 

is a bi-directional route! 

• Communicate success 
and solutions

• Stakeholder network
• Traditional & social media
• Website
• On buses/in transit facilities
• At events
• Newsletters

Toledo Blade
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Example Newsletter
http://catchthecometsc.gov/whats-new/the-
comet-newsletters/

http://catchthecometsc.gov/whats-new/the-comet-newsletters/
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Example Newsletter https://www.yubasuttertransit.com/newsletters

https://www.yubasuttertransit.com/newsletters
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Example Newsletter http://www.ridewta.com/types-of-
service/paratransit/newsletter

http://www.ridewta.com/types-of-service/paratransit/newsletter


41

Community Engagement

•Collect feedback
• Surveys
• Voicemail
• Flyers/QR codes
• Text campaigns
• Website form
• Every Door Direct 

Mailers (EDDM) or 
post cards
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Example EDDM
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Virtual Engagement Best Practices

• Be deliberate in messaging/purpose of meetings and 
engagement

• What exactly do you want to learn or share? 
• How will you use what you learn/how will others use 

what you share?
• Offer both internet-based and lower-tech participation 

options
• Virtual meeting? Also offer a local or toll-free call-in 

number
• Online survey? Make sure it can also be taken on a 

Smartphone. Make paper copies available at senior 
centers, community centers, libraries, etc. 
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Virtual Engagement Best Practices

• Ensure equal access to information/opportunity for feedback
• Language: virtual engagement needs to be available in 

multiple languages too; utilize online translation options
• Visual/hearing impaired: virtual engagement needs to be 

sensitive to people with visual and hearing impairments; 
utilize online screen readers and make sure documents 
are accessible

• Give opportunities for feedback – polling, chat, active 
dialogue
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Questions and Discussion
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Presenter Contact Information

• A.T. Stoddard
• LSC Transportation Consultants
• atstoddard@lsctrans.com
• 719-633-2868

• Jill C. Brown Public Relations
• JILLCBROWN@msn.com
• 612-889-2611 

• Jill Cahoon
• AECOM
• Jill.Cahoon@aecom.com
• 603-289-3531

mailto:atstoddard@lsctrans.com
mailto:JILLCBROWN@msn.com
mailto:Jill.Cahoon@aecom.com
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