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Why 
Engage?

• Evidence shows this will 
increase both trust and 
satisfaction

• You will make better 
decisions

• Community capacity and 
resilience will increase

• May be required by law, 
rule or  expectation



• Every Organization on the planet 
knows WHAT they do.  These are 
the products they sell or the 
services they provide.  

• Some organizations know HOW 
they do it.  These are the things 
that make them special or set them 
apart from their competition.

• Very few organizations know WHY 
they do what they do.  WHY is not 
about making money.  That’s a 
result.  WHY is a purpose, cause or 
belief.  It’s the very reason your 
organization exists.

• Know WHY you are engaging and 
tell the public--start there.

Simon Sinek



Why online?

• Broader reach

• Ideas and contributions judged 
on merit

• Deeper Understanding

• Building community capacity

• Public to Public 

• Opp to Share Rich Media

• Litmus Test for In-Person 
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Why online?

What  
Matters?

• Mobile Compatibility

• Language 
Accessibility

• WCAG 2.0 
Certification

• Privacy Protection



Moderation and 
management

• There’s safety in numbers

• If you don’t attract a crowd you 
are just providing another space 
for the usual suspects

• The more people you have there 
the more moderate the views will 
be

• The crowd will self regulate to a 
point

• It’s really hard to stack a busy 
engagement

Attract a 
Crowd



How to attract a 
crowd

• Reaching more people is the whole 
point of online engagement

• Building audience is hard

• They won’t just stumble upon your 
site because it’s there

• Marketing and Communications 
drive people to a site

• Engaging content brings them back

• Fun helps:  Contests, Incentives

• Those who succeed with online 
engagement are those who work 
on building audience--continuously



WILLOUGHBY

• City in northern Colorado

• Purposeful, slow start to build internal 
structure 

• Held Public Vote for Broadband 
project in November

• Hosted one webpage with one link to 
EHQ project page

• Received 800 pins in Places Tool over 
the weekend

• Sometimes, it is WHAT YOU 
ENGAGE on that matters

• Talk about the things that are 
important to your community

    Fort Collins



Tool 
Selection

• Why?  Who? Context

• Not all engagement tools carry equal 
risk

• Surveys, polls, QA tool have no risk at 
all and are well suited to high octane 
issues

• Community stories are both safe and 
engaging when framed correctly

• It’s hard to troll an ideas board or a map

• Integration, Scheduling and Reporting

• Discussion forums expose people to 
opposing views which can be valuable





Why 
Engage?



Think of this as 
an open house

• You’ll want to know what issues 
and information are of most 
interest and address accordingly.

• What questions are people 
asking?

• What are the demographic 
characteristics of those who are 
attending?

• Have options.  Nobody serves 
only one item to eat

• Are they keen to comment or just 
happy to learn

• Divide the space between giving 
info and getting info--tow the line 



Understanding 
the role of 

social media

• Use all the channels you can to get 
the word out

• Be clear where you are and are not 
listening

• Don’t force your community to use a 
particular social media platform to 
talk to you.

• Not everybody is on Facebook, 
Twitter, Next Door or Instagram. 
New networks emerge all the time.  

• Bring them back to a space where 
you can measure and listen 
effectively



• Getting them there isn’t the end of the matter

• You have 7 seconds to grab their attention 

• Make your site engaging – both in content and 
engagement tools

• Video, photos, infographics and rich media

• Break down long documents into salient 
points

• Easy navigation

• AND TALK ABOUT THE STUFF THEY ARE 
ACTUALLY INTERESTED IN!!

7 Seconds

Be Engaging
Be Interesting

Be Unique



Adopt a 
platform 

rather than 
an ad hoc 

approach to 
engagement

• A platform allows you to 
grow and curate a 
community panel about 
whom you have insights.

• It allows for consistent 
engagement across 
multiple projects.

• It facilitates consistent 
reporting and comparison.

• Minimizes time and cost of 
training staff.



In online 
engagement 
measuring is 

listening

• Measuring all site activity is 
respectful of the community’s 
time

• It’s common to just measure the 
responses coming in but this 
risks missing the point 
completely

• It’s important to have relevant 
participant information 

• Google’s Analytics don’t cut it in 
citizen engagement



With so much 
going on how do 

we measure 
participation?

AWARE

INFORMED

ENGAGED



Setting KPIs: 
unique targets 

for different 
project types

• Lots of participation always feels 
good

• But if you are engaging on a draft 
it’s ‘Informed’ users you should be 
targeting

• If you are seeking ideas early in the 
process you are targeting a high 
engaged cohort

• Remember 90-9-1 and set realistic 
targets accordingly

• Set targets based on demographic 
groups and repeat visitation



Addressing 
perceived risks 
around online 

engagement

• There’s an illogical fear about 
online engagement

• Public policy discussion is 
different to newspaper chat 
boards

• The riskiest thing is vacating the 
space and ceding it to others

• All risks associated with listening 
to your community online can be 
managed with careful planning 
and execution



The power of 
positive 

questions

• Focus on opportunities
 
• Ask about what perfection 

looks like

• Gather ideas, pictures, 
stories and suggestions

• Direct discussion to 
managing issues and 
solutions 



Moderation and 
management

• Clear moderation rules and impartial 
round the clock moderation will help 
you to sleep nights

• Never edit contributions

• Try to let people post direct to the site

• Set the context – what are you doing 
with the inputs

• Trolls can be tamed

• Consider facilitation

• Limit the time forums are open



Remember it’s 
not a ballot!

• Don’t run your online 
engagement like a ballot

• Online democracy is a flawed 
concept that excludes people

• We have democratic institutions 
or boards for decision making

• Online engagement should be 
framed to support those 
decision processes



How do we 
analyze all the 

comments?

• Qualitative Analysis:  
Tagging & clustering

• Pre select your tags

• Allocate multiple tags 
where needed

• Tag participants to track 
history

• Quantifiable Information:  
Charts and Graphs

•



Getting the 
word out pt 1

• All your social media channels

• The traditional media is still top of 
the list

• Email groups

• Flyers at the train station if you have 
lots of commuters

• Schools and Universities

• Your own staff and families

• Libraries

• Use the thing that makes your 
community great/unique/accessible



Getting the 
word out pt 2

• Don’t forget a prominent link 
from your main website

• Include in rates notice or bills

• Prize based engagement

• Community facilitators

• Pick a short catchy URL

• Identify then Utilize all 
available resources

• Ask community groups and 
businesses for help



What features 
should a 
platform 

have?

For this to work, it needs to be 
suitable right across the 
organization so at minimum: 

• Multiple engagement tools that can be 
deployed depending on project needs

• Information sharing capacity

• Participant management features allowing 
you to sort and reach out to interest groups 
and target demographics

• Tailored on demand reporting 
•
• Around the clock moderation and support

• Mobile friendly

• Accessible and compliant
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Your presenter

Sandrine Thibault, AICP
Director of Municipal Services - TPUDC

sandrine@tpudc.com



Your engagement process



The usual suspects



CombaTting Apathy 



Captivate their Imagination



Engagement that is actually Engaging



Planapalooza!

Engagement that is actually Engaging

The

TPUDC
TM



Old School print Can work well too



Distracted living

More than half of U.S. 
adults will never attend 
a public meeting.

50% 



Modern Strategies Are a piece of the Solution

• 85% of adults are 
online, 95% of teens are 
online

• 72% of online adults 
are social network 
users, 80% of teens are 
social network users



• Tools to teach

• Tools to inform

• Tools to collaborate

• Tools to obtain feedback

• Tools to create buy in

online tools - a big part of the picture



Keep it simple



Peek people’s interest



Make it fun!



10 commandments



1. Use social media wisely



1. Use social media wisely



1. Use social media wisely



2. Use language everyone can understand



2. Use language everyone can understand



3.2. Use language everyone can understand



3. Provide options for visual feedback



3. Provide options for visual feedback



3. Provide options for visual feedback



3. Provide options for visual feedback



3. Provide options for visual feedback



3. Provide options for visual feedback



4. Collect demographic data



4. Collect demographic data



4. Collect demographic data



4. Collect demographic data



4. Collect demographic data



Public workshops/meetings5. Remember The mirror effect



5. Remember The mirror effect
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5. Remember The mirror effect



6. Work in bite size chunks



6. Work in bite size chunks



6. Work in bite size chunks



6. Work in bite size chunks



7. Use mapping tools for spatial sake



7. Use mapping tools for spatial sake



8. Use a variety of tools; chosen for defensible reasons



9. Phase the project in meaningful ways



9. Phase the project in meaningful ways



10. Close the feedback loop



Wrapping it Up



10 commandments

1. Use social media wisely.

2. Use language everyone can understand.

3. Provide options for visual feedback—images and videos.

4. Collect demographic data along with project feedback.

5. Remember the “mirror effect”.

6. Work in bite size, digestible chunks.

7. Use mapping tools for spatial sake and spatial sake alone.

8. Use a variety of tools; chosen for solid, defensible reasons.

9. Phase the project in meaningful ways and honor the phases.

10.Always close the feedback loop.



Let’s chat!

Sandrine Thibault, AICP
Director of Municipal Services - TPUDC
sandrine@tpudc.com

Amanda Nagl
Engagement Manager - Bang the Table
amanda@bangthetable.com


