
 

  

 

ςπρψȤρω -Ù $ÁÉÌÙ 4ÒÁÖÅÌ -ÅÔÈÏÄÓ ÁÎÄ  
&ÉÎÁÌ 3ÕÒÖÅÙ 2ÅÐÏÒÔ 

 
 

March 2020 
 
 
 
 
 
 
 
 

 

Prepared for: 

Chicago Metropolitan Agency for Planning 

233 South Wacker Drive, Suite 800 

Chicago, Illinois 60606 

(312) 454-0400 

Prepared by: 

Westat 

An Employee-Owned Research Corporation® 

1600 Research Boulevard 

Rockville, Maryland 20850-3129 

(301) 251-1500 

 



 

 

Page left blank intentionally 

 



 

 

Acknowledgments 
The 2018-19 My Daily Travel Survey project was made possible by the cooperative efforts of the 
following individuals and organizations who contributed significantly to the successful completion 
of the project: 

 

Chicago Metropolitan Agency for Planning 

Jesse Elam 

Craig Heither 

Parry Frank 

Nicholas Ferguson 

Jessica Matthews 

Jane Grover 

Mandy Burrell Booth 
 
Consultant Team 

Jesse Casas, Westat Project Director 

Jeremy Wilhelm, Westat Project Manager 

Laura Wilson, Westat Project Manager 

Dr. Marcelo Simas, Westat Technology Architect 

Matthew Stratton, WSP Model Consultation and Weighting 

Josie Kressner, Transport Foundry 

Grace Rink, Quercus Consulting 

 



 

Page left blank intentionally 

 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
i 

 
 

 

Table of Contents 

Acknowledgments ................................................................................................................... i 

Table of Contents .............................................................................................. i 

Tables  .............................................................................................................. iv 

Figures  ............................................................................................................... v 

Executive Summary................................................................................................................ 1 

Pilot Surveys ............................................................................................................................ 3 

Pilot 1 and 2: Three-stage Design .................................................................. 3 

Design and Sampling .......................................................................... 3 

Stage 1: Screener Recruitment ........................................................... 3 

Stage 2: Extended Questionnaire ...................................................... 4 

Stage 3: Travel/Activity Data Retrieval Questionnaire ................. 4 

Expected Versus Actual Response Rates ........................................ 5 

Pilot 3: Pre-incentive Testing .......................................................................... 6 

Description of Design and Sampling ............................................... 6 

Core Survey Design ................................................................................................................ 7 

Lessons from Phoenix ..................................................................................... 7 

Final Design ....................................................................................................... 7 

Multimode Survey Approach .......................................................................... 8 

Survey Design .................................................................................................... 8 

Main Survey Data Collection .......................................................................... 9 

Schedule and timeline ......................................................................... 9 

Outreach Plan ...................................................................................... 9 

Language Support ............................................................................. 10 

Primary School Districts .................................................................. 11 

Community Partners ......................................................................... 11 

Every Door Direct Mail ................................................................... 11 

Intercept Surveys ............................................................................... 12 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
ii 

 
 

 

Earned Media..................................................................................... 13 

Social Media Overview ..................................................................... 14 

Google Display Network & Search ............................................................. 20 

Social Media Results & Key Findings ................................................................................ 21 

Facebook and Instagram Results .................................................................. 22 

Google GDN and Search Results ................................................................ 24 

Outreach Summary ......................................................................................... 28 

General Outreach Findings ........................................................................... 29 

Retrieval Process ............................................................................................. 31 

Post-Travel Day Reminder Contacts ............................................. 31 

Retrieval Details ................................................................................ 31 

Definition of a Complete Survey .................................................... 32 

Daily Travel Smartphone Application ......................................................... 32 

Smartphone Methodology ............................................................... 32 

Smartphone App Design ................................................................. 32 

App Usage .......................................................................................... 34 

DailyTravel App Data Collection and Processing ..................................... 34 

Combine Duplicate Locations ........................................................ 34 

Identify and Collapse False Stops ................................................... 34 

Identify and Collapse Noise Stops ................................................. 35 

Impute Travel Mode ......................................................................... 35 

Impute Trip Purpose ........................................................................ 36 

Survey Processing, Data Cleaning, and Data Quality Checks .................. 37 

Overview of Survey Processing and Data Cleaning .................... 37 

Logic Checks...................................................................................... 38 

Real-Time Geocoding ...................................................................... 38 

Frequency Reviews ........................................................................... 38 

Edit Checks ........................................................................................ 38 

Upcoding and Cleaning .................................................................... 40 

Data Augmentations and Enhancements ...................................... 41 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
iii  

 
 

 

Assessment of Survey Data Item Reliability and 

Applicability ....................................................................... 41 

Data and Results ................................................................................................................... 44 

ACS Tables  ........................................................................................................................... 44 

Household Tables ................................................................................................................. 61 

Person Tables ........................................................................................................................ 84 

Travel Behavior Tables ........................................................................................................ 95 

Trip Rate Tables ............................................................................................ 100 

Trip Mode by Various Attributes Grouped By County .......................... 109 

Average Trip Duration for Trips to Work, School, and Other 

Locations .......................................................................................... 133 

Traveling Party on Trips by County .......................................................... 137 

Appendix A. ..................................................................... Facebook Ad Images and Text 1 

Appendix B. ......................................................................... Google Ad Images and Text 11 

Ad Set 2: Financial Incentive ........................................................................ 12 

Ad Set 3: Social Good .................................................................................... 13 

Google Search ................................................................................... 13 

Appendix C. ...............................................................................Paid Influencer Outreach 16 

Appendix D. ..................................................................List of all Technical Memoranda 19 

Appendix E. .............................................  List and Specifications for Derived Variables 20 

 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
iv 

 
 

 

Tables 

Table 1. Response Rates for Pilot 1 and 2 ........................................................................................ 5 

Table 2. Response Rates by Incentives at each Stage ...................................................................... 6 

Table 3. List of Earned Media Coverage ......................................................................................... 14 

Table 4. Facebook and Instagram Ad Results ................................................................................. 22 

Table 5. Google Ad Results ............................................................................................................. 24 

Table 6. Total Recruitment Results by Digital Ad Platform ............................................................ 27 

Table 7. Comparison of Selected Sources with 2018 5-Year Estimates ......................................... 29 

Table 8. Mode Imputation Model Features ................................................................................... 35 

Table 9. Purpose Imputation Model Features ................................................................................ 36 

Table 10. Trip Data Checks for Household, Person, and Place Characteristics ................................ 39 

Table 11. Item Non-response for Recruitment Questions ............................................................... 42 

Table 12. Item Non-response for Retrieval/Travel Characteristic Questions .................................. 43 

Table 13. Household Size by County (ACS) ....................................................................................... 45 

Table 14. Number of Household Vehicles by County of Residence (ACS) ........................................ 47 

Table 15. Household Income by County (ACS) ................................................................................. 52 

Table 16. Person Age Range by County (ACS) .................................................................................. 54 

Table 17. Person Race by County (ACS) ............................................................................................ 59 

Table 18. Distribution of Completed Households by Day Of Week ................................................. 61 

Table 19. Completed Households Summary by County ................................................................... 61 

Table 20. Number of Household Students by County of Home Residence ...................................... 62 

Table 21. Number of Licensed Drivers in Household by County ...................................................... 63 

Table 22. Number of Children in Household by County ................................................................... 64 

Table 23. Number of Household Vehicles by County ....................................................................... 66 

Table 24. Number of Household Workers by County ....................................................................... 67 

Table 25. Workers by Household Size by County ............................................................................. 68 

Table 26. Vehicles by Household Size by County ............................................................................. 73 

Table 27. Workers by Vehicles by County ........................................................................................ 78 

Table 28. Person Gender by County of Residence ........................................................................... 84 

Table 29. Person Age Distribution by County ................................................................................... 85 

Table 30. Person Hispanic Ethnicity by County ................................................................................ 87 

Table 31. Person Number of Jobs by County of Residence .............................................................. 88 

Table 32. Person Work Locations by County of Work Location ....................................................... 89 

Table 33. Educational Attainment by County ................................................................................... 90 

Table 34. Person Employment Status by County ............................................................................. 92 

Table 35. Number of Trips by Day of Week by County .................................................................... 95 

Table 36. Primary Trip Purpose by County of Destination ............................................................... 97 

Table 37. Household Trip Rates by County ..................................................................................... 100 

Table 38. Household Trip Rates by Household Size by County ...................................................... 101 

Table 39. Household Trip Rates by Number of Household Workers by County ............................ 102 

Table 40. Household Trip Rates by Household Income by County................................................. 103 

Table 41. Person Trip Rates by County ........................................................................................... 106 

Table 42. Person Trip Rates by Age by County ............................................................................... 107 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
v 

 
 

 

Table 43. All Trip Modes by County of Trip Destination ................................................................. 109 

Table 44. Mode to School by County of Residence ........................................................................ 110 

Table 45. Mode to Work by County of Residence .......................................................................... 112 

Table 46. Mode by Household Size by County of Trip Destination ................................................ 113 

Table 47. Trip Duration by Mode by County of Trip Destination ................................................... 118 

Table 48. !ǾŜǊŀƎŜ ¢ǊƛǇ 5ǳǊŀǘƛƻƴ ǘƻ ²ƻǊƪΣ {ŎƘƻƻƭΣ ŀƴŘ άhǘƘŜǊέ ōȅ LƴŎƻƳŜ................................... 133 

Table 49. AvŜǊŀƎŜ ¢ǊƛǇ 5ǳǊŀǘƛƻƴ ǘƻ ²ƻǊƪΣ {ŎƘƻƻƭΣ ŀƴŘ άhǘƘŜǊέ ōȅ wŀŎŜ ....................................... 134 

Table 50. !ǾŜǊŀƎŜ ¢ǊƛǇ 5ǳǊŀǘƛƻƴ ǘƻ ²ƻǊƪΣ {ŎƘƻƻƭΣ ŀƴŘ άhǘƘŜǊέ ōȅ /ƻǳƴǘȅ ................................... 134 

Table 51. !ǾŜǊŀƎŜ ¢ǊƛǇ 5ǳǊŀǘƛƻƴ ǘƻ ²ƻǊƪΣ {ŎƘƻƻƭΣ ŀƴŘ άhǘƘŜǊέ ōȅ DŜƴŘŜǊ................................... 135 

Table 52. Average Trip Duration to Work, {ŎƘƻƻƭΣ ŀƴŘ άhǘƘŜǊέ ōȅ !ƎŜ ........................................ 135 

Table 53. Party by Household Party by Non-Household Count ...................................................... 137 

Table 54. Total Persons Traveling on Trip by County ..................................................................... 137 

Table 55. Household Members Traveling on Trip by County ......................................................... 138 

Table 56. Non-Household Members Traveling on Trip by County ................................................. 140 

Table 57. Reason for No Trips on Travel Day by County ................................................................ 141 

 

Figures 

Figure 1. Images of Intercept Team at Work ................................................................................... 13 

Figure 2. Initial Facebook and Instagram Ad Examples ................................................................... 17 

Figure 3. County-specific Facebook and Instagram Ad Examples ................................................... 18 

Figure 4. Redesigned Facebook and Instagram Ad Examples ......................................................... 19 

Figure 5. Top-Performing Facebook and Twitter Influencer Posts .................................................. 21 

Figure 6. Examples of Source Tracking Tools ................................................................................... 28 

Figure 7. Household Income and Average Household Trip Rates: Full Study Area ....................... 100 

Figure 8. English Versions of Ad Set 3 .............................................................................................. 13 

Figure 9. Spanish Language Version of Ad Set 3 .............................................................................. 13 

file://///westat.com/dfs/CMAP_HTS/Deliverables/FinalReport/Task_7_MDT_Final_Survey_Report_Final_Draft.docx%23_Toc36454002


 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
1 

 
 

 

Executive Summary 

On October 24, 2016 the Chicago Metropolitan Agency for Planning (CMAP) released a Request 

for Proposals (RFP) seeking bids for the next iteration of the Household Travel Survey (HTS) last 

conducted in 2007-08. CMAP uses data from HTSs for near and long-term travel model 

development needs, including for estimating and calibrating the CMAP activity-based model and 

trip-based model. It is the aim for these models to represent current travel choices made by residents 

in the region. It is necessary to update the data used in CMAP models regularly in order to capture 

and represent the continual population, demographic, land-use, and travel behavior changes in the 

region. 

CMAP staff interviewed several prospective teams in December 2016 and selected a consultant in 

2017 comprised of Westat, Inc; WSP; Transport Foundry, and Quercus Consulting. The aim was to 

collect responses from 12,000 households in the region. Work began with a kick-off meeting in 

March of 2017. The initial project schedule agreed upon called for design and pilot testing to occur 

from July 2017 through November 2017, then allowing three months for review and adjustments, 

before a core survey data collection split across a period running from the start of Spring 2018 to the 

end of Spring 2019. 

The initial pilot test applied a method utilized successfully in the 2016 National Household Travel 

Survey and which had yielded initial response rates in the range of 25 to 30 percent depending on 

the region. However, in the CMAP region these rates were much lower, even after a second test 

with modified materials. CMAP and Consultant managers agreed to test another method more 

similar to the approach applied in the 2007-08 survey. This approach also failed to generate 

sufficient responses. In both cases, response rates were so low that the entirety of the survey budget 

would have been spent on printing, mailing, and postage to achieve the required 12,000 completed 

households.  

CMAP managers and the consultant team reached out to another agency in Maricopa County, 

Arizona (MAG) who had recently encountered similar challenges in their HTS and who elected to 

apply a non-probability approach to recruitment for their survey. After learning from MAGõs 

experience and further consideration of all options available, the survey team concluded that 

applying a non-probability methodology would be the best option for this HTS effort. 

The new approach was designed during the summer of 2018 and deployed in the following fall. The 

project team developed tools for tracking recruitment and completion by source and geographic 

coverage. The team also expanded to include members of the CMAP outreach and communications 



 

   

2018-19 My Daily Travel Survey Methods and 

Final Survey Report 
2 

 
 

 

staff. The nine-month data collection effort involved regular follow-up with CMAP partner 

agencies, engagement online by CMAP communications staff, regular release of web-based social 

media advertising, outreach to traditional media, direct outreach to targeted participants, and 

coordination with other transportation-related agencies like the Illinois State Toll Highway Authority 

(ISTHA), Metra, the Chicago Transit Authority (CTA), and the Regional Transportation Authority 

(RTA). 

The final design of the survey was successful in recruiting over 17,000 households to take part in the 

survey. Of those, 12,660 completed the final stages of the two-stage survey. After review and 

confirmation, 12,068 households were delivered to CMAP for the final delivery. Additionally, 323 

pilot households were also included with the final delivery bringing the total to 12,391. Complete 

households were distributed in a reasonably representative fashion across the nine counties 

comprising the CMAP survey area. 

WSP applied a weighting and expansion methodology utilizing Multi-Dimensional Balancing (MDB) 

to generate weights for each household and expand the survey results to estimate the regional travel 

demand profile. For this report, Westat utilized a jackknife replication method to calculate variance 

and estimates of the error for each point estimate. These error calculations should be considered 

whenever analysis of the data is undertaken. 
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Pilot Surveys 

The initial conception of the survey design adapted an approach deployed in the National 

Household Travel Survey (NHTS) in 2016-17. In order to ensure that the design would work 

effectively in the Chicago region, the team planned a pilot survey. Initial returns on the pilot test led 

the team to try two variations of the design before selecting a final main survey design. This section 

describes the initial design test, results, and subsequent changes. 

Pilot 1 and 2: Three-stage Design 

Design and Sampling 

The planned data collection strategy developed for the 2017 My Daily Travel Survey leveraged three 

key concepts identified by Westat survey methodologists: 

1. Likelihood of Participation  ð participants are more likely to participate when presented 
with a low-burden survey that presents questions on a topic they find compelling or relevant. 

2. Perception of Burden ð participants are less likely to take part in a survey if they believe they 
are committing to additional and excessive future burden and if they are presented with too 
many details regarding the depth and scope of the future effort. 

3. Technology Use and Cooperation ð recent surveys have shown that households who 
request to be reminded by email, and who use technology in general, are most likely to report 
their travel. 

To this end, the design of the first pilot presented prospective participants with three sequential, 

relatively low-burden surveys with pre-incentives or incentives offered at each stage. The three 

surveys are described in the following sections. 

Stage 1: Screener Recruitment  

Westat mailed 5,700 invitation packets with a $2 pre-incentive and a brief mail-back screener 

questionnaire to engage the household and obtain contact information (email and phone number). A 

follow-up postcard was sent 14 days after the screener mailing to households that did not respond to 

the screener with a web response option. Support was also provided via computer-assisted 

telephone interview (CATI). This survey adopted the first concept of Likelihood of Participation by 
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presenting a short, focused task that should take no longer than 5 minutes to complete. The screener 

included transportation-related questions relevant to the Chicago region.  

The screener also employed the second concept of managing the Perception of Burden. While 

mention of other surveys in the program was made, there was no additional burden committed to by 

completing this first survey.  

Finally, the screener leveraged the third concept of Technology Use and Cooperation by collecting 

email contact right away. The screener requested a phone number and information on whether it 

was a mobile number, in which case the respondent was informed that the number might be used to 

contact the household via text messaging. 

Stage 2: Extended Questionnaire 

After receipt of a completed screener questionnaire, Westat provided continuing engagement with 

households with multiple contacts by email and text messaging (if provided in the screener) or by 

phone follow-up. These modes were used to invite screener households to complete Survey 2. A 

letter of invitation was mailed to non-responding households followed by a reminder postcard. The 

goal of Survey 2 was to obtain a complete roster of people, vehicles, and other detailed demographic 

and socio-economic information along with the collection of habitual work and school locations for 

use in Survey 3 and to reduce respondent burden when reporting mandatory travel. Households 

were invited to respond by web with support available via CATI. 

Upon completion of Survey 2, households were told about the third survey with a variable incentive 

offered, with higher ($20-$30) incentives offered to households whose profiles fall within traditional 

hard-to-reach categories and experience higher-than-average burden (e.g., large households, lower 

income, minorities, etc.). A $10 incentive was offered to households who are typically more-

responsive and less-burdened. Incentives were paid in the form of a check. Samples were pre-

assigned a base travel period of 1 or 2 days for which travel of all household members five and older 

would be reported. Each household was also offered the opportunity to use Westatõs DailyTravel 

smartphone app (DailyTravel - https://dailytravelapp.com/) to report their travel.  

Stage 3: Travel/Activity Data Retrieval Questionnaire 

Survey 3 was administered to households that completed Survey 2 to collect the details of each 

eligible household memberõs trips and activities during the assigned date(s). It included a mail out of 

a travel log packet to households that completed Survey 2 and did not elect to use DailyTravel or did 

not elect to receive all correspondence by email. After traveling and using the paper travel log or 

https://dailytravelapp.com/
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DailyTravel app to record trip and activity details, household members were able to use the survey 

website (or report via CATI) to provide or confirm details of their travel (including online 

geocoding of all visited places) and activities during their assigned travel period and finalize Survey 3. 

Similarly to what was done in the 2007-08 survey, Westat proposed that 50 percent of the sampled 

households be assigned to collect travel for one weekday (Monday-Friday) while the remaining 50 

percent will report travel for two sequential days (see Task 3 for additional details). The final 

incentive were provided after data are obtained for all household members. Household members 

using DailyTravel were encouraged to continue reporting their travel for up to seven days, providing 

the study with a full week of GPS data and travel details.  

Expected Versus Actual Response Rates 

Westat expected to achieve a 20-25 percent response rate to the first recruitment survey. This 

assumed rate was based on the fact that a much more complex screener questionnaire with a generic 

question set (targeted at a national audience) in the 2016 National Household Travel Survey 

consistently achieved a 28 percent recruitment rate. In reality, the first pilot achieved only an 8.5 

percent response rate for this initial stage.  

We expected to achieve a range of response between 65-70 percent in Survey 2 whereas the actual 

rate amounted to 24.0 percent at this stage. For the final step, a 65-70 percent response was 

expected, but the final actual rate was for Survey 3 was 52.3 percent. The expected overall final 

response rate in the range of 8.5-12 percent was actually 1.03 percent. The survey team elected to try 

a small version of the same design with 1,000 new samples in order to test the effect of emphasizing 

the agency logo above the project logo in the outreach materials. For this test, 500 samples received 

the same invitation as before, whereas the other 500 received the modified version with the CMAP 

logo and letterhead. Table 1 shows the results of all three pilots. 

Table 1. Response Rates for Pilot 1 and 2 

Phase Pilot 1 Pilot 2-A Pilot 2-B 

Samples 5,700 500 500 

Screener Rate 8.5% 9.2% 16.6% 

Recruitment Rate 24.0% 13.0% 10.8% 

Retrieval Rate 53.9% 33.3% 44.4% 

Final Rate 1.1% 0.3% 0.7% 
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Pilot 3: Pre-incentive Testing 

Description of Design and Sampling 

After Pilot 1 and 2, a third test was tried with the focus on testing the effects of cash pre-incentives. 

The team elected to utilize an address-based frame selecting 12,500 addresses which were sent a 

letter informing them about the survey and inviting them to participate.  To test the effects of cash 

pre-incentives and both stages, the sample was divided into fourths and each group was randomly 

selected to receive a $2 cash incentive in the first letter, in the travel log, in both, or in neither. All 

other aspects of the design remained the same. After review of the results, it was apparent that the 

pre-incentives had only marginal effects on the response rates. Table 2 shows the response rates for 

each segment of the sample. 

Table 2. Response Rates by Incentives at each Stage 
 Pre-Incentive Amounts 

Stage $0/$0  $2/$0  $0/$2  $2/$2  

Screener 4.25% 9.33% 4.84% 9.04% 

Recruit 2.48% 5.58% 2.68% 5.33% 

Retrieval 51.28% 52.02% 56.63% 48.21% 

Final  0.05% 0.27% 0.07% 0.23% 
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Core Survey Design 

As it became clear that the three-survey approach would not work in the Chicago region, the survey 

team began to research the use of non-probability frames in conducting HTSs. The Phoenix regional 

MPO had recently encountered similar concerns and response rates and had elected to use a non-

probability approach to conduct the survey. The survey team met with members of the Phoenix 

team to learn best practices from them. After deliberation, it became clear that the only way to 

achieve a sufficient number of observations in this survey would be to also conduct a non-

probability recruitment. 

Lessons from Phoenix 

The Phoenix MPO, or the Maricopa County Association of Governments (MAG), tried several 

forms of outreach and incentives before reaching their final, successful approach. This included a 

mixture of social media advertising, survey champion recruitment, and partnering. Champions 

included the local school districts, politicians, community organizations, and local media. 

MAG elected against utilizing any mailed invitations and diverted the mailing and printing budget to 

offer higher monetary incentives. The final form of this included a $100 completion incentive. A 

two-stage design was selected in which the advertisement directed people to a recruitment survey 

which then assigned a random travel date and provided instructions on travel reporting. MAG staff 

reported that it was critical to track the source of responses and to have the ability to close off 

certain channels if particular geographic areas or demographics were over-represented. 

Final Design 

After consulting with MAG, the CMAP team elected to conduct the survey using a non-probability 

recruitment approach with two stages. In the first stage, participants would be recruited via a variety 

of media channels and networks, both digital and real. Recruitment materials promised an incentive 

of $50 to anyone who participated in the survey to completion. Participants who agreed to 

participate were asked to provide demographic details for each person living in their home, as well as 

contact information for receiving reminders and future contacts. At the end of the survey, 

participants were assigned a random travel date based on the sample flag generated when they began 

their recruitment. 
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Participants were then mailed a travel day packet with instructions and memory joggers. These 

packets contained a $2 cash pre-incentive as well. Participants were also sent email and text 

confirmations and reminders a day before their assigned travel date. Instructions for downloading 

and using the smartphone app were also provided in these messages. 

After traveling, participants were able to report their travel via web-survey or telephone interview. 

Once complete, participants could elect to donate a percentage of their incentive to their local 

school district. The balance of the incentive was mailed to their home address, generally within two 

weeks of participating. 

Multimode Survey Approach 

The survey allowed for multi-mode administration. However, the goal was to limit modes offered by 

stage based on research showing that people are more likely to follow through on a survey if it does 

not require mode switching. For example, it is more likely that a paper survey invitation will be 

completed via an offered paper form than that a participant will switch from a paper invitation to a 

web form. Even offering a web option on the first mode could cause people to hesitate in 

participating and then ultimately forget to follow through. Similarly, an email invitation is more likely 

to be completed via the web, especially when the survey can be started from a link in an email.  

Despite this finding, the team elected to offer telephone support at every survey stage and provided 

the option to complete by both web and telephone modes in the final reporting of travel thereby 

ensuring participants who did not have a computer or web-access were able to participate. This was 

deemed crucial for including low-income, socioeconomically disadvantaged, and older members of 

the population. 

Finally, Westat offered a smartphone application to any participant, 13 or older (with 

parental/guardian permission), who was willing to use the app for travel reporting. The app was 

meant to supplant traditional diary recording of travel and did not stand in as a survey completion 

mode for an entire household. App users still needed to complete recruitment via CATI or web-

based survey, and in most cases needed to complete final travel detail confirmation in one of the 

same modes. 

Survey Design 

A number of changes were made in an effort to minimize the length and burden of the survey. The 

1-day versus 2-day division was eliminated, opting instead to have all reports be for a single 24-hour 
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period. Results in the pilot showed a steep decline in completions for households in the 2-day 

cohort. The survey team elected to remove some questions from the main effort, including most 

attitudinal questions, and some behavioral questions. Some workplace behavior questions were 

moved from recruitment to retrieval. 

Main Survey Data Collection 

Schedule and timeline 

Data collection for the main study took place from September 2018 to May 2019. This schedule 

included a break in data collection during the week of Thanksgiving and also during the final full 

week of December 2018 with data collection resuming after the first partial week on Monday, 

January the 7th. A final break in travel date assignments occurred during the week of April 14, 2019 

to allow for the period when the majority of local schools were on Spring Break. During these break 

periods no travel reporting days were assigned; however new households were able to complete 

recruitment to join the survey. The team elected to close out recruitment the week after Spring 

Break with final recruited households traveling in the weeks of April 28th and May 5th.  

Outreach Plan 

During the survey, the projectõs public website served as a central portal for the public outreach 

efforts, containing sections with descriptions of the survey, frequently asked questions (FAQs), and 

news about the survey. The survey team broadened to include CMAP staff from Outreach and 

Communications. Based on discussions with the Phoenix survey team, several groups of potential 

advocates were developed. These included local school districts, units of local government, 

community organizations, and bloggers.  

While CMAP had originally created a page on cmap.illinois.gov to promote the survey, the page 

scope was broadened to serve as both a description of the survey effort to entice participants, and 

provided two variations of a toolkit for any potential survey advocates. The two variations were 

tailored, one for school district participants, and the other for community organization partners. The 

toolkits included suggested text for outreach including social media posts, emails, and newsletters. 

CMAP communications and outreach staff also worked directly with partners and regional contacts 

to promote the survey. Informational postcards were distributed at ON TO 2050 public meetings, 

which included a brief description of the survey and the projectõs URL. 
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In order to track the source of the complete sample, the survey team designed a web solution to 

capture an element from a URL and store it as a ôsourceõ variable. For example, a URL like 

mydailytravel.com/cmap would store a value of ôcmapõ in the survey results to indicate that the 

participant had come to begin the survey via a link on the main CMAP page. Distinct URLs were 

provided for school districts, press, and community organizations. Scheduled press releases and 

social media presence were also developed to increase public awareness and opportunities for 

recruitment. 

Language Support 

Two populations of interest which required accommodation included participants with Limited 

English Proficiency (LEP) and participants with low literacy. Regarding literacy, all materials were 

written to allow comprehension with a basic grade-school-level ability to read. People with profound 

literacy barriers depended on community resources to be made aware of the survey and to 

understand when they were invited to take part; their participation was supported at every stage of 

the survey by Westatõs helpdesk staff.  

Regarding LEP, Westatõs approach offered the following accommodations. All digital and hardcopy 

materials provided Spanish translations and a dedicated language-support hotline number. A Spanish 

version of the public website provided the full English content professionally translated into 

Spanish; and all online instruments and the smartphone apps were made available in English and 

Spanish. 

The team also provided machine translations of the projectõs English-language public website 

content using the Google Translate API. This service provides proven and effective translations for 

as many as 100 languages. While the team was comfortable with providing informational content via 

this service, it was not deemed acceptable for translating the actual instruments. This stemmed from 

concerns about the quality of machine translated versions of the wording of each question and its 

answer set. Instead the team included staff to support over-the-line professional interpretation 

services provided by Bromberg and Associates via telephone. This support was offered in all 

communications about the survey, including printed and digital media. In addition to these 

accommodations, CMAP staff developed and distributed Spanish-language materials at public 

meetings, directing people to a Spanish-language URL for more details about the survey. This 

holistic approach to language support provided the best opportunity to gain representative 

participation from the Spanish-speaking communities in the region. 
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Primary School Districts 

As part of the public outreach effort, officials at Chicago region schools were contacted and asked 

to promote the survey through official school communications - including social media, emails, and 

newsletters. Households that completed the survey as a result of the school outreach efforts earned 

their school district a donation of $10. School District representatives were directed to the CMAP 

webpage for the survey where they could find various examples of text to use in their efforts. Emails 

to prospective districts also included exemplar text. Each district was provided with a unique URL 

containing a district identifier. In total, 1,432 households recruited using the school codes 

distributed, of these, 960 households completed the survey. 

Community Partners 

CMAP staff utilized existing contact lists for local community partners, including community 

colleges, the faith community and local chambers of commerce, to engage survey champions and ask 

for their aid in sharing the survey details with their constituencies. Organizations were given a URL 

with a source code of ôorgemlõ to use for tracking responses. Of the 17,635 recruited cases, 2,160 

came from these sources. Of those, 1,582 completed the survey entirely. 

Every Door Direct Mail 

At the beginning of the survey, CMAP and Westat agreed to hold some of the original postage and 

printing budget to be used for targeted mailings with the idea of applying strict controls address-

based sample in order to supplement responses in areas identified as deficient. During the course of 

the data collection period, managers explored the possibility of using a United States Postal Service 

tool called Every Door Direct Mail (EDDM). This tool allows for marketers to send uniform, un-

personalized materials to every residential address on a delivery sequence or route. The USPS 

provides some demographic details for these routes, as well as an API to interact with the 

geographic details of them. Westat used open source GIS tools to join Census data to the routes. 

CMAP managers then selected routes in areas and with demographics where the overall response 

from other sources was trailing ACS proportions. Materials were distributed in two mailings with a 

URL code of ôeddm.õ In total, 509 households recruited into the survey, and of these, 354 completed 

the final stages. 
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Intercept Surveys 

Quercus Consulting worked with Greencorps Chicago to recruit staff to hand out postcards at 

selected locations. These included community college campuses and transit stations. Westat designed 

and produced survey-branded materials and postcards to use in the intercept locations. Examples of 

the materials and the team at work can be found in Figure 1. The code given to the intercept team 

was ôtscard.õ The locations selected for intercept surveys were routes and stations servicing 

geographic areas with higher proportions of both low income and minority households. The tscard 

code accounted for 252 recruited households and 111 completed households. As expected, the 

households from this group represented lower-income and minority households at a significantly 

higher share than many other sources.  
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 Figure 1. Images of Intercept Team at Work 

 

Earned Media 

English and Spanish press releases were distributed, and as media coverage of the survey was 

identified, links to the coverage were posted on the public website. In all, there were four traditional 

media stories published about the survey. Table 3 shows the news organization, date and details of 

each outlet that covered the survey recruitment efforts. Outreach staff also posted a shortened 

version of the release on local news aggregation sites such as Patch and NextDoor. Staff posted 

survey outreach to the region's largest towns throughout the recruitment window. 
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Table 3. List of Earned Media Coverage 

Organization Date Details 

Chicago Tribune 9/3/2018  Front page article published on print edition on Labor 

Day. The web version of the article was freely 

accessible. Resulted in Survey starts increasing from an 

average of 32 per day to over 1,700 completes the day 

the article was published. 

Daily Herald 9/7/2018  The Daily Herald is a subscription-based local paper 

and news website. Subscribers had access to the 

article about the MDT survey.  

NBC 5 Chicago 9/7/2018  The web site of the NBC affiliate posted a brief article 

linking to the Tribune article and the CMAP page. 

WBBM Newsradio 9/8/2018  This article discusses CMAPõs òMy Daily Traveló survey 

to understand peopleõs transportation habits and 

regional transportation needs. 

Social Media Overview 

Between September 2018 and April 2019, a social media strategy was implemented in support of 

survey recruitment. Westat implemented a mixed-method campaign to drive awareness of the survey 

and encourage members of the target audience to participate. This section provides the details of 

that campaign. 

Campaign Goal & Objectives 

The goal of the campaign was to recruit approximately 1,500 participants to complete the survey 

using digital and social media, and outreach efforts consisting of Facebook, Instagram, and Google 

advertisements as well as outreach to influencers who were based in the northeastern Illinois and 

Chicago areas. In the late winter, the digital campaign goal shifted to aim recruitment towards hard-

to-reach populations rather than the total volume of 1,500 participants.  

The objectives of the campaign were to: 

¶ Reach participants using social media and drive them to take the My Daily Travel web 

survey; 
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¶ Engage them to sign up and log their travel for one day to help improve transportation in 

the Chicago region.  

Social media ads were optimized to drive users to the website and take the survey. Conversion 

tracking was set up on the My Daily Travel website prior to campaign launch, and unique URL 

codes were used for each platform to further track performance by mode. We also measured 

relevant metrics such as click-through-rates, engagement, reach and impressions across all 

recommended strategies.  

Target Audiences 

The main target audience for this campaign were: 

¶ Chicago region residents 

¶ Hispanic/Latino population  

¶ Regional commuters 

Later, secondary, hard-to-reach audiences emerged and ads were adapted to reach them: 

¶ Income under $50,000 

¶ African American 

¶ Ages 65+ 

Campaign Strategy by Platform 

We used four key social media strategies to reach the target audience with messaging around the My 

Daily Travel survey. These included Facebook, Instagram, Google and digital influencers. Consistent 

messaging was used across the digital ad platforms. Ads used imagery that either included a regional 

landmark in the Chicago area or displayed the demographic that the ad was aiming to reach. 

Graphics that were being used for the ads were also provided to the influencers for sharing across 

their social media platforms in order to stay consistent across the campaign and boost brand 

recognition of the My Daily Travel Survey. 

Facebook and Instagram 

Launched on September 6, 2018, ads ran on the Facebook and Instagram News Feed, Stories, 

Instant Articles, both on desktop and mobile devices until April 19, 2019. Ads targeted Cook and 

non-Cook County residents in the survey area, English and Spanish speaking residents, Hispanic and 

African American parents (ages 25-40), and lower income families.   
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In total, a series of 36 different image-based ads were developed and implemented. The initial set of 

12 ads were launched on September 6, 2018 and targeted more broadly. A sample of these can be 

seen in Figure 2.  
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Figure 2. Initial Facebook and Instagram Ad Examples 

Instagram Post Instagram Story Facebook Mobile Newsfeed 

 

  

   

 Facebook Desktop  

 

 

 

On January 10, 2019, 14 additional ads were developed that included several new images which 

represented several outer counties (i.e. DuPage, Lake, McHenry, Will). A sample of these can be 

found in Figure 3 below. 
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Figure 3. County-specific Facebook and Instagram Ad Examples 

Instagram Post Instagram Story Facebook Mobile 

Newsfeed 

 

 

 

   

 Facebook Desktop  

 

 

 

   

Lastly, the team refreshed the suite of ads to include graphics featuring the My Daily Travel 

branding and logo, as well as graphics that were optimized for Instagram and Facebook stories 

versus the default story version that can be seen in Figure 3. The new text that was developed to 
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accompany these ads appeared in English only, and these ads were launched on March 14, 2019. See 

the 10 redesigned ads in Figure 4. 

Figure 4. Redesigned Facebook and Instagram Ad Examples 

Instagram Post Instagram Story Facebook Mobile 

Newsfeed 

 

 

 

   

 Facebook Desktop  

 

 

 

 

For a full list of Facebook and Instagram ad imagery and text, see Appendix A. 
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Google Display Network & Search  

Between September 6 and October 19, 2018, ads were placed via Google Search and Google Display 

Network (GDN). The GDN placed banner ads across a series of websites, both desktop and 

mobile. A series of ads also ran on Googleõs search engine. This process worked by targeting ads to 

appear in search results when certain keywords were input by people using Google.com. 

The following search terms were used: 

¶ CTA Chicago 

Transit Authority 

¶ Earn money online 

survey 

¶ Pace bus 

¶ Carpool Chicago 

¶ transit chicago app 

¶ ctabustracker 

¶ Online travel 

survey 

¶ My Daily Travel 

survey 

¶ transit authority 

chicago 

¶ Metra 

¶ Commuter train 

¶ Bike commuting 

Chicago 

¶ Chicago transit 

¶ Commute time 

¶ Metra map 

 

 

To view all GDN and Google Search ads, see Appendix B. 

Paid Influencer Outreach 

In addition to advertising across these platforms, Westat worked with The Motherhood to engage a 

series of Chicago-area online influencers who promoted survey participation to their audiences 

through a series of Facebook and Twitter posts. Westat vetted 15 Chicago-based influencers 

identified by The Motherhood who fit at least one of the following criteria and/or reached a 

relevant audience: parents with multiple kids, low socio-economic status, mix of demographics 

(especially Hispanic/Latinos), politically or socially active moms, financially savvy moms (such as 

those who share tips about making money on the side), and/or those who blog about new tech, 

civic tech, community improvement or local travel. The team aimed to recruit a mix of influencers 

among these categories based on interest and availability. 

Westat crafted several sample social media posts for influencers to publish on Facebook and 

Twitter: 

1. Your opinions and travel habits could help shape Chicagoõs transportation system! 

Participate in My Daily Travel to help inform travel in our region. Residents of northeastern 

Illinois are eligible to earn $50 for their time. [LINK]  #MyDailyTravel 

2. Is your commute getting you down? @ONTO2050 (CMAP) is paying residents of 

northeastern Illinois $50 to participate in My Daily Travel, a survey about your travel habits. 

Your info will help build a complete picture of local and regional transportation needs, so 

https://twitter.com/ONTO2050
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decision-makers can effectively recommend where to make improvements. [LINK]  

#MyDailyTravel 

Influencersõ posts were staggered over the month of March 2019 to retain a steady drum beat of 

content and retain a unique feel, given that several influencers posted similar content. Influencers 

were also encouraged to craft their own content using the key messaging provided in order to foster 

authenticity of the post. See Figure 5 below for examples of the most effective sponsored posts. 

Figure 5. Top-Performing Facebook and Twitter Influencer Posts 

 
 

To view a full list of influencers who were engaged in this program, as well as links to their 

published content, please see Appendix A.  

Social Media Results & Key Findings  

Given the campaignõs primary goal to drive recruitment, our key performance metrics were 

recruitment numbers that could be attributed to our digital ads via the aforementioned custom 

URLs. In this report, partial recruitment indicates that the individual started the initial survey after 

clicking the ad, completed recruitment means that the participant finished the survey and signed up 

for the study, and completed retrieval entails that the participant successfully reported their travel on 

the day assigned by the research team.   

Facebook, Instagram, and Google ads were initially optimized around clicks from the ads to the 

survey landing page; however, this was discontinued in early January 2019 due to security issues on 
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the CMAP public website. Ads were then optimized around clicks and were automatically optimized 

to reach audience members who were more likely to click anywhere on the ad. 

We also tracked reach, the number of people who saw our ads at least once; and impressions, the 

number of times the ads were on screen. Another key performance indicator for this campaign was 

the click-through-rate (CTR), which showed the success of each individual ad by calculating the 

percentage of people who saw the ad and performed a click. Ad performance by platform and 

contributions to recruitment results are described below.  

Facebook and Instagram Results 

The Facebook and Instagram ads reached 855,228 unique people and garnered over 3.6 million 

impressions, leading to 25,968 total unique link clicks. This contributed to 10,624 partial recruits, 

853 completed recruits, and 1,111 retrieval completes. The average click-through-rate (CTR) was 

1.31%, and the average unique CTR was 4%. This was substantially higher than the average CTR 

across Facebook, which is .9%.  

The following Table 4 outlines all Facebook and Instagram campaign results divided across 

individual ads. 

Table 4. Facebook and Instagram Ad Results 

Ad Name and 

Language 

Date 

Created 
Impressions Reach 

Unique 

Link 

Clicks 

Total 

Spent Per 

Ad 

Post 

Comments 

CTR 

% 

Unique 

CTR 

% 

Metra Stairs 

(English) 
9/6/18 453,267 224,499 6,484 $3,308.65 58 2.08 3.41 

Metra Stairs 

(Spanish) 
9/6/18 396,736 138,328 3,744 $3,202.20 96 2.05 4.14 

People on 

Bikes 

(English) 

9/6/18 185,833 102,770 1,341 $2,537.33 26 1.19 1.76 

Girl on Metra 

(English) 
9/6/18 235,529 120,088 1,330 $2,807.66 37 1.14 1.70 

Lake County 

(English) 
1/10/19 82,918 36,249 1,244 $1,112.29 19 2.73 4.82 

Woman on 

Bike (Spanish) 
9/6/18 142,536 65,778 961 $1,857.90 7 0.94 1.82 

Financial Lake 

(English) 
1/10/19 57,359 32,844 821 $852.03 9 2.47 3.50 

Hispanic 

Parents V2 

(English) 

3/14/19 156,741 30,612 638 $1,723.20 3 0.80 3.15 

AA Parents 

V2 (English) 
3/14/19 131,956 28,074 627 $1,652.16 2 0.92 3.27 

Transport 

Kayak 

DuPage 

(English) 

1/10/19 91,029 48,824 717 $853.74 6 1.29 2.11 
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Ad Name and 

Language 

Date 

Created 
Impressions Reach 

Unique 

Link 

Clicks 

Total 

Spent Per 

Ad 

Post 

Comments 

CTR 

% 

Unique 

CTR 

% 

Park V2 

(English) 
3/14/19 62,530 21,230 677 $1,266.55 3 1.79 4.48 

CTA V2 

(English) 
3/14/19 144,152 30,439 633 $1,623.53 3 0.90 3.53 

Biking Lake 

(Spanish) 
1/10/19 135,796 27,946 642 $931.63 1 0.70 2.87 

Girl on Metra 

(Spanish) 
9/6/18 152,915 57,178 580 $1,890.21 15 0.91 1.93 

Park V1 

(English) 
3/13/19 76,237 21,544 528 $853.62 0 1.03 3.07 

Social Kayak 

DuPage 

(Spanish) 

1/10/19 75,735 21,782 541 $608.94 0 1.17 3.61 

Biking Outer 

Counties 

(English) 

1/10/19 38,978 21,042 518 $341.25 0 1.48 2.54 

Social Kayak 

DuPage_020 

(English) 

1/10/19 58,349 35,039 518 $583.92 2 1.34 2.02 

Man in City 

(Spanish) 
9/6/18 111,179 56,412 515 $1,203.12 1 0.61 1.15 

Financial Lake 

(Spanish) 
1/10/19 50,182 16,897 471 $494.32 4 1.49 3.73 

McHenry 

(English) 
1/10/19 79,231 41,222 426 $625.67 7 1.10 1.72 

Dupage 

(Spanish) 
1/10/19 51,660 19,478 408 $465.17 6 1.50 3.28 

Woman 

Parking 

(Spanish) 

9/6/18 97,878 49,032 423 $1,149.98 6 0.81 1.40 

Man in City 

(English) 
9/6/18 82,697 53,418 419 $558.31 1 0.58 0.86 

AA Parents 

V1 (English) 
3/14/19 77,461 25,987 380 $893.14 5 0.83 2.12 

Hispanic 

Parents V1 

(English) 

3/14/19 77,887 25,406 367 $827.34 1 0.77 2.02 

CTA V1  

(English) 
3/14/19 88,976 25,259 364 $930.95 5 0.88 2.75 

Dupage 

(English) 
1/10/19 39,400 23,048 343 $479.49 2 1.30 1.94 

Woman 

Parking 

(English) 

9/6/18 62,351 38,456 335 $824.77 8 1.01 1.40 

McHenry 

(Spanish) 
1/10/19 42,693 16,166 214 $324.32 1 0.88 2.08 

Older Couple 

V2 (English) 
3/14/19 24,440 8,336 148 $211.52 0 0.78 2.09 

Older Couple 

V1 (English) 
3/14/19 32,355 7,510 137 $231.68 0 0.57 2.16 

Transport 

Kayak 
1/10/19 14,667 7,563 64 $206.39 0 0.65 1.18 
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Ad Name and 

Language 

Date 

Created 
Impressions Reach 

Unique 

Link 

Clicks 

Total 

Spent Per 

Ad 

Post 

Comments 

CTR 

% 

Unique 

CTR 

% 

DuPage 

(Spanish) 

Bus Couple 

(English) 
9/6/18 4,192 3,221 49 $54.24 3 1.79 1.92 

Biking Outer 

Counties 

(Spanish) 

1/10/19 9,145 5,087 31 $122.34 0 0.45 0.71 

Bus Couple 

(Spanish) 
9/6/18 3,252 2,342 24 $30.79 

 

0 
0.77 1.07 

Total 3,628,242 855,228 25,968 $37,640.35 

 

337 1.31 4% 

 

Google GDN and Search Results 
In total, the Google campaign had 1,219,818 impressions and nearly 10,000 clicks. The GDN ads 

contributed to 1,726 partial recruits, but only 2 completed recruits and 4 completed retrievals. The 

Search ads contributed to 337 partial recruits, 3 completed recruits, and 9 completed retrievals. The 

Search ads were marginally more successful than GDN.  

Table 5 shows all Google ad results divided by type of ad, as well as, the six different GDN ad 

groups. 

Table 5. Google Ad Results 

Ad Name and 

Language 
Type of Ad 

Date 

Created 
Impressions Clicks Total Spent 

CTR 

% 

Social Good 

(English) 
GDN 9/10/18 537,796 3,149  $1,101.60  0.59% 

Transport 

Improvement 

(Spanish) 

GDN 9/10/18 349,577 3,481  $1,319.48  1.00% 

Transport 

Improvement 

(English) 

GDN 9/10/18 99,931 690  $351.04  0.69% 

Social Good 

(Spanish) 
GDN 9/10/18 89,663 536  $210.33  0.60% 

Financial 

Incentive 

(English) 

GDN 9/10/18 84,056 370 $161.35 0.44% 

Financial 

Incentive 

(Spanish) 

GDN 9/10/18 35,918 218 $74.21 0.61% 
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Ad Name and 

Language 
Type of Ad 

Date 

Created 
Impressions Clicks Total Spent 

CTR 

% 

Google Search 

(English) 
Search 9/10/18 22,877 1,431  $1,575.23  6.26% 

Total 1,219,818 9,875 $4,793.24 0.81% 

 

Paid Influencer Outreach Results  

In total, a digital amplification team of 15 influencers published 21 total posts on Facebook, which 

led to 622,318 impressions and 105 engagements (reactions, comments, and shares). On Twitter, 

including retweets (e.g. shares), the influencers collectively published a total of 166 posts, 

contributing to 4,917,905 Twitter impressions and 141 engagements. Although this resulted in over 

5.5 million total impressions, only 102 participants were partially recruited, 3 completed recruitment, 

and 3 participants completed their travel log.  

Although the influencer effort garnered the highest number of impressions, it led to the least 

number of completed recruitments. This is at least partly due to the fact that in March 2019, the 

study team had a large success rate in recruiting participants via an email invite done by the Illinois 

State Toll Highway Authority. Therefore, as the influencer campaign launched, the survey began to 

ramp down; and the team narrowed down study inclusion criteria to only include low-income 

households, individuals aged 65+, households with zero workers, as well as household sizes greater 

than four people. The Westat team encouraged influencers to emphasize that participants will need 

to visit the My Daily Travel website and check their availability to participate.  

Furthermore, although all of the selected influencers were based in the Chicago or northeastern 

Illinois area, not everyone in their audience was guaranteed to live in that geographic location. In 

future programs that require precise targeting, we recommend using SmartBoost targeting, or paid 

amplification of influencer content, which allows for more precise targeting and optimizes paid 

media spend across an influencerõs content. Furthermore, influencer efforts typically achieve a 

higher success rate if they are not restricted to a small geographic location and narrow inclusion 

criteria.  

In total, 1,964 households recruited into the survey from the Facebook channel with 1,111 

completing the survey. These households were generally lower income, and more representative of 

minority or hard-to-reach populations than the other sources for the survey recruitment efforts. 
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Facebook and Instagram 

Overall, Facebook and Instagram ads were the longest running and the most successful recruitment 

platforms for this effort. In terms of messaging, ads with the best results highlighted the financial 

incentive of the study with statements such as, òParticipate in Chicagoõs My Daily Travel Survey and 

get paid!ó Therefore, we recommend consistently including any incentive information at the 

forefront of each recruitment ad. Other successful ads incorporated an urgency or time component, 

i.e. òNow through May 2019, we are collecting data that will help improve transportation in your 

region.ó Including a study conclusion allows the audience to recognize that this effort is up-to-date 

and time sensitive. 

The highest overall CTR was attributed to the ad groups targeting the 65+ population and the lower 

income population with the redesigned ads launched in March 2019, as well as an ad group targeting 

Lake County. In future efforts, micro-targeting groups of ads to specific populations is the most 

strategic approach, rather than broadly targeting all zip codes with general messaging about My Daily 

Travel. Furthermore, we recommend always developing eye-catching but simple graphics branded 

with the program logo to engage the audience. This helps legitimize the ads, linking them with the 

study while also allowing ads to stand out amongst competing digital real estate.  

Lastly, given the engaging nature of Facebook and Instagram, there was much to glean via ad 

comments. The team was able to provide technical support to individuals who mentioned that their 

PIN was not working or answer questions about when to expect their incentive. Providing this kind 

of support allowed us to keep the participants engaged and quell any concerns from the audience 

that the study may be a scam. However, given the volume of comments, it is recommended to 

develop a bank of approved responses prior to launching the ads to avoid any delay in responding to 

participants. It would have also been beneficial to have a Spanish-speaking team member support 

responses to Spanish comments, which we were unable to address.  

Google GDN and Search 

Ads on Google garnered successful CTR and sizable impressions, but only 0.2% of participants who 

arrived at the survey via GDN and 2.7% via Google Search completed the study. After observing 

this drop-off, the study team decided to end the Google component of the campaign and divert 

funds into Facebook and Instagram. In future efforts, we do not recommend using Google ads for 

this kind of recruitment effort.  
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Summary and Recommendations 

The digital advertising campaign, across all efforts combined, contributed to 1,127 total individuals 

completing their travel log on the assigned day, with at least 12,789 participants at least starting the 

survey. In Table 3 below, we summarize campaign results by platform. 

Table 6. Total Recruitment Results by Digital Ad Platform 

Platforms Dates Impressions Clicks Total Spent 

Recruit 

Partial 

Recruit 

Complete 

Retrieval 

Complete 

Facebook and 

Instagram 

9/6/18  ð 

4/1 9/19  
3,628,242  25,968 $37,640.35  10,624 853 1,111 

Google Display 

Network 

9/6/18  ð 

10/19/18  
1,196,941  8,444 $3,218.01  1,726 2 4 

Google Search 
9/6/18  ð 

10/19/18  
22,877 1,431 $1,575.23  337 3 9 

Paid 

Influencer 

Outreach 

3/1/19  ð 

3/31/19  
5,540,223  N/A $3,000 102 3 3 

Total 10,388,283  35,843 $45,433.59  12,789 861 1,127 
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Outreach Summary 

Overall, the digital recruitment effort 

contributed to over 10 million impressions 

of My Daily Travel, with nearly 36,000 

individuals clicking through to the survey 

website. Although not every site visitor 

resulted in complete participation, the 

campaign contributed to higher brand 

awareness of My Daily Travel in addition to 

the 1,127 successfully completed 

recruitments. The social media campaign, 

coupled with the other sources engaged by 

CMAP, allowed for the survey team to 

collect responses from a range of household 

types and a range of geographies. 

Tracking by source allowed the project team 

to track where recruits were coming from and 

to react and change strategies as needed.  

Figure 6 shows a selection of screen shots of 

tools used to track progress by source.  

Sources that were used by the project team 

included Bromberg, community colleges of 

Chicago, the CMAP-designed project page, 

every door direct mail (EDDM), Facebook, 

Google Display Network, Google Search ads, 

hired social media influencers, community 

interest groups and advocates that CMAP 

knew of, postcards handed out at public 

meetings, the Chicago Tribune, Saber es Poder, 

Chicago area school districts, and intercept 

postcards. Sources like Google Ads and the 

Google Display Network were determined to 

Figure 6. Examples of Source Tracking Tools 


















































































































































































































































































