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→ Online outreach is not an online survey to “check the box” 

1 Client buy-in is a must 
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→ Select the appropriate method to engage each group 

2 Not all participants/citizens/users are the same 

“The missing link” 
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3 The information and awareness 

campaign will drive the response rate 

→ Develop a communication plan to strategically engage the population 
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→ Use an outreach platform that allows flexibility in using graphics 

4 Graphic content increases 

interest substantially 
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→ Plan to put up multiple engagement opportunities each 1-2 weeks 

5 Committed participants expect the 

website to be updated regularly 
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→ Add simple, one-question polls 

→ Include rewards, which need not have economic value 

6 Less committed participants 

need to be drawn in 
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→ Get back to people building on past insights they provided 

7 Ensuring a two-way 

conversation is essential  
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→ Establish an analysis framework, especially for written comments 

8 Making sense of all incoming 

information is equally important  
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