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Outline

*TransLink

*Process

*Develop objectives
*Set targets

*Create awareness
*Engage

Evaluate and Measure
*Report out



TransLink and the Metro
Vancouver Region




Principles of Public Consultation and
Public Outreach

1. Integrate public consultation into all applicable aspects of TransLink’s
business

Consider both local and regional perspectives.

Work with municipal partners

Clearly define the parameters of the consultations

Consult in advance of key decisions

Be inclusive and accessible, by offering a variety of opportunities for
input
7. Ensure participants have the opportunity to provide informed input
8. Consider public input as advice
9. Inform participants about the results of the consultation process
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TransLink Consultation
Triad

Disengaged Public



IAP2 Public Participation Spectrum

Public
participation
goal

Inform

Consult

Increasing Level of Public Impact

Involve

Collaborate

Empower

To provide the public
with balanced and
objective information
to assist them in
understanding the
problem, alternatives
opportunities and/or
solutions.

To obtain public
feedback on analysis,
alternatives and or
decisions.

To work directly with
the public throughout
the process to ensure
that public concerns
and aspirations are
consistently
understood and
considered.

To partner with the
public in each aspect
of the decision
including the
development of
alternatives and the
identification of
preferred solution.

To place final
decision-making in the
hands of the public.

We will keep you
informed.

We will keep you
informed, listen to and
acknowledge concerns
and aspiration, and
provide feedback on
how public input
influenced the
decision.

We will work with you
to ensure that your
concerns and
aspirations are directly
reflected in
alternatives developed
and provide feedback
on how public input
influenced the
decision.

We will look to you
for advice and
innovation in
formulating solutions
and incorporate your
advice and
recommendations into
the decision to the
maximum extent
possible.

We will implement
what you decide.

=Fact Sheets
=\Web Sites
=Open Houses

=Public Comment
=Focus Groups
=Surveys

=Public meetings

=\Workshops
=Deliberative polling

=Citizen advisory
Committees
=Consensus-building
=Participatory
decision-making

=Citizen juries
=Ballots
=Delegated decision






Objectives and Strategy

Objectives:

« To determine general government, stakeholder and public support for the
proposed 10-Year Plan;

« Adhere to TransLink’s Principles of Public Consultation and Public Outreach;
and

* Meet the requirements of the Act.

How:
« Determine general appetite for programs and investment;
« Inform the discussion with list of existing and potential funding sources; and

« Facilitate an inclusive dialogue to review the plan and funding sources with
public and stakeholders.



Newspaper Ads (branding)



Newspaper Ads (fact)



Newspaper Ads (double page spread)



TransLink OOH



Funding Ad



Newspaper Ads (feedback)

Overarching Ad Public Consultation Ad



Newspaper (4-page insert)




Radio

1 Million People

GHG (Green House Gases)
Congestion

Trips by Cars
Infrastructure*

*This radio spot was added in to encourage a stronger reaction from the public. It was pulled after a few days.



Television/Digital OOH

1 Million

GHG




Television/Digital OOH

1 Million Cars

ongestion

Funding GHG




Online




Social Media







Earned Media

5 news releases and 2 backgrounders
Print — 125 articles

Radio — 467:12 air-time minutes
Television — 143:46 air-time minutes















It’s Your Move





















Participants at
Consultation
Workshops

1 Jun—25Jun
(74 tables)

Support for investments

# Tables

70
60

40
30
20
10

# Participants

It’s Your Move

Customer Service Transit Services Regional Cycling Roads and Rapid Transit
Bridges

m Base Maintaining = Achieving

1000

800

600

400 ——

200 ——

Customer Transit Services Regional Cycling  Roads and Rapid Transit
Service Bridges

m Base Plan Maintaining = Achieving



Support for investments
It’s Your Move

On-Line —It’s

Your Move 1600
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(2038 participants)
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How to pay for it — It’s Your Move

80
o 70
Participants at 60
Consultation ) 50
Workshops § 40
1 Jun — 25 Jun ¥ 30
(74 tables) 20
10
0
Transit Fare Fuel Parking TIF Property
mlevell mlevel2 mLevel 3
1000
. 800
TransLink )
Listens 5 600
(1155 participants) 2
S 400
H
200

Transit Fare Fuel Parking TIF Property

m Seriesl ® Series2 ™ Series3

Note: Transit Fare, Fuel and Property only have two choices



How to pay for it — It’s Your Move
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2010 10-Year Plan (June 2009)

Engagement
Presentations

Live events
BePartofthePlan.ca
It’'s Your Move
Forum

Market Research
(TransLink Listens)

Buzzer blog

Twitter

Impacts

2,000 attendees

700 participants

45,000 visits

3,000+ played game
144 topics, 1000+ posts

1155 participants

7 posts, 22 comments

Promotions for forum +
game (audience 1000+)



Lessons learned: internal

Pilot projects are good: learning can be an
outcome

Establish level of
Involvement

Set objectives and determine
strategy

Digital and live have
same goals but can
look quite different

Report
Evaluate



Thank-You



UBC Line Rapid Transit Phase 1

(April 2010)

Live events

BePartofthePlan.
ca

Questionnaire
Forum

Buzzer blog

Twitter

390 participants

30,000 visits

2,298 filled out
200+ posts

6 posts, 32 comments

Promotions for
guestionnaire and
events (audience
2000+)



Surrey Rapid Transit Phase 1

(Oct 2010)

Live events

Questionnaire

Webinar

Buzzer blog

Twitter

Roughly 50 to 60
participants per event

500+ filled out

30 participants;
31 questions;
700+ views in 3 months

/ posts, 26 comments

Promotions for webinatr,
events, questionnaire —
audience of 3000+





