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Executive Summary

On October 24, 2016 the Chicago Metropolitan Agency for Planning (CMAP) rélegsedta

for Proposals (RFP) seeking bids for the next iteration of the Household Travel Survey (HTS) last
conducted in 20608. CMAP uses dat@fn HTSs for near and lotgrm travel model

development needs, including for estimating and calibrating tiReaCtitAtybased model and

trip-based model. It is the aim for these models to represent current travel choices made by residents
in the regionlt is necessary to update the data used in CMAP models regularly in order to capture
and represent the contihpapulation, demographic, lamgk, and travel behavior changes in the

region.

CMAP staff interviewed several prospective teams in Decemban@8&k:cted a consultant in

2017 comprised of Westat, Inc; WSP; Transport Foundry, and Quercus ConsuHingwés to

collect responses from 12,000 households in the region. Work began witti en&eting in

March of 2017. The initial projectedble agreed upon called for design and pilot testing to occur
from July 2017 through November 2017, thenialjoiwree months for review and adjustments,
before a core survey data collection split across a period running from the start of Spriting 2018 to
end of Spring 2019.

The initial pilot test applied a method utilized successfully in the 2016 Naticztabldduavel

Survey and which had yielded initial response rates in the range of 25 to 30 percent depending on
the region. However, in the CMA®Rjion these rates were much lower, even after a second test

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

similar to the approach applied in the ZEZurvey. This approach also failed to generate

sufficient reggonses. In both cases, response rates were so low that the entirety of the survey budget
would have been spant printing, mailing, and postage to achieve the required 12,000 completed
households.

CMAP managers and the consultant team reached outhier axg@ncy in Maricopa County,

Arizona (MAG) who had recently encountered similar challenges in their HTS eledted to
applyanospr obabi lity approach to recruitment for 1
experience and further consideratioallafptions available, the survey team concluded that

applying a neprobability methodology would be the loggion for this HTS effort.

The new approach was designed during the summer of 2018 and deployed in the following fall. The
project team develed tools for tracking recruitment and completion by source and geographic
coverage. The team also expandetthode members of the CMAP outreach and communications
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staff. The ninenonth data collection effort involved regular folipwvith CMAP partner
agencies, engagement online by CMAP communications staff, regular releassed wetial
media advertisingutreach to traditional media, direct outreach to targeted participants, and
coordination with other transportaticiated agencies like thmdbis State Toll Highway Authority
(ISTHA), Metra, the Chicago Transit Authority (CTA), and the Regiongpadiri@tion Authority
(RTA)

The final design of the survey was successful in recruiting over 17,000 households to take part in the
survey. Of thee, 12,660 completed the final stages of thetdgye survey. After review and

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

pilot households were also included with the final delivery bringing tieel®{291. 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 utiliziADiMetisional Balancing (MDB)

to generate weitghfor each household and expand the survey results to estimate the regional travel
demand profile. For thispert, Westat utilized a jackknife replication method to calculate variance
and estimates of the error for each point estimate. These errati@adcsihould be considered
whenever angis of the data is undertaken.

2018-19 My Daily Travel Surveyethods and 2 V Westat’
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Pilot Surveys

The initial conceptionf the survey design adapted an approach deployed in the National

Household Travel Survey (NHTS) in 20Z6In order to ensure that the desigalevaork

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

the team to try two variations of the design before selecting a final main survey design. This section
describes the initial design testlt&sand subsequent changes.

Pilot 1 and 2: Threestage Design

Design and Sampling

The planned data collectstnategy developed for the 2017 My Daily Travel Survey leveraged three
keyconceptsdentifiedby Westasurveymethodologists:

1. Likelihood of Participation @ participantsaremorelikelyto participatavhenpresented
with alow-burdensurveythatpresentgjuestion®n atopicthey find compellingr relevant

2. Perceptionof Burden 0 participantarelesdikelyto takepartin a surveyf theybelevethey
arecommittingto additionabkndexcessiviitureburdenandif theyarepresentedvith too
manydetailgegardinghe depthandscopeof thefutureeffort.

3. Technology Use and Cooperationd recentsurveyfhaveshownthathouseholdsvho
requesto beremindedy emailandwho usetechnologyn generalaremostlikelyto report
theirtravel

To this end,ledesign of the first pilot presenf@dspectivearticipantsvith threesequential,
relativelyow-burdensurveysvith preincentive®r incertivesofferedateachstageThethree
surveysredescribed in the following sections.

Stage 1: ScreenerRecruitment

Westamaikd 5,700nvitationpackes with a $2 prancentiveandabrief maitbackscreener
guestionnairto engagéhe househol@ndobtaincontactinformation(emaiandphonenumber) A
follow-up postcardvassentl4 daysafterthe screenemailingto householdghat didnot respondo
thescreenewith awebresponseption Support was also providedcomputerassisted
telephonenterview(CATI). This survey adopteide first concepbf Likelihoodof Participatiorby

2018-19 My Daily Travel Surveyethods and 3 V Westat
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presentin@short,focusedaskthatshouldtakeno longerthan5 minuteso completeThescreener
included transportatienelated questiomslevanto the Chicagaegion.

The screenalsoemployedhe secondconcepof managinghe Perceptiorof Burden While
mentionof othersurveysn the program was made, there m@additionaburdencommitedto by
completinghisfirst survey.

Finally the screener leveedghethird concepf TechnologyseandCooperatiory collecting
emailcontactrightawayThe screenerequested phonenumberandinformationon whetheiit
wasa mobilenumberjn whichcasdgherespondemvasinformedthatthe numbemightbeusedo
contacthehouseholdiatextmessaging.

Stage 2: ExtendedQuestionnaire

After receipiof acompletedscreenequestionnair@Vestaprovidedcontinuingengagementith
householdsvith multiplecontactdy emailandtextmessagin(@f providedin the saeenerpr by
phonefollow-up. Thesemodeswereusedo invitescreenehouseholdso completeSurvey2. A
letterof invitationwasmailedto nonresponding householftslowedby aremindepostcardThe
goalof Survey2 wasto obtainacompleteosterof peopleyehiclesandotherdetailedlemographic
andsocieeconomignformationalongwith the collectionof habitualwork andschoollocationgor
usein Surve)8 andto reduceespondenburderwhenreportingmandatoryravel. Households
wereinvitedto respondoy webwith support available via CATI.

Uponcompletiorof Survey2, householdsvere told aboutthethird surveywith avariablencentive
offered,with higher($20$30)incentive®fferedto householdsvhoseprofilesfall within traditional
hardto-reachcategorieandexperienchigherthanaveragéurden(e.g, largehouseholddpwer
incomeminoritiesgtc.) A $10incentivevasofferedto householdsvho aretypicallymore
responsivandlessburdenedincentivesverepaidin the form of acheck. Samples were pre
assigned a base travel period@fZldaydgor whichtravelof allhouseholanemberdive andolder
wouldbereported Eachhouseholdvasalsoofferedthe opportunityto useWes a Dadly3 ravel
smartphonepp(DailyTravet https://dailytravelapp.comto reporttheirtravel.

Stage 3: Travel/Activity Data Retrieval Questionnaire

Surveyd was administered to households that completed Survey 2 to collect the details of each
eligible househdl me mber 8s tri ps and actincldetamaleutod ur i ng
atravellog packeto householdghatcompletedSurvey? anddid not elect touse DailyTravebr did

not electto receivall correspondenday email After travelingand usingthe papertravellog or
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DailyTravehppto recordtrip andactivitydetailshouseholanembersvereableto usethe survey
websitgor reportviaCATI) to provideor confirmdetailsof theirtravel(includingonline
geocodingf allvisitedplaceysandactivitiegduringtheirassignettavelperiodandfinalizeSurve)s.
Similarly to what was done in the 208 8urveywestapropose that50percenbf the sampled
householdbeassignetb collecttravelfor oneweekdayMondayrFridaywhilethe remaining0
percenwill reporttravelfor two sequentiadaygseelask3 for additionatletails)Thefinal
incentivewereprovidel afterdataareobtainedor allhouseholanembersHouseholdnembers
usingDailyTravelvereencouragetb continuereporingtheirtravelfor up to severdaysproviding
the studywith afull weekof GPSdataandtraveldetails.

Expected Versus\ctual Response Rates

Westat expectad achievea20-25 percentresponseateto thefirst recruitment surveyhis
assumed rateambasedn thefactthatamuchmorecomplexscreenegquestionnaireith a generic
guestion set (targeted at a national audiertbeR016NationalHouseholdl'ravel Survey
consistently achieva@8percentecruitmentate.In reality, the first pilachieved only an 8.5
percent response rate for this initial stage.

Weexpeatdto achievearangeof responséetweer65-70percenin Survey? whereas the actual

rate amounted to 24.0 percent at this dtagehe final step,@5-70percentesponsavas

expected, but the final actual rate waSudore\8 was 52.3 peent. heexpectedveralffinal

responseatein therangeof 8.512percentvas actually 1.03 percent. The survey team elected to try

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

the agency logo almthe 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 andetterheadTablel shows the results of all three pilots.

Tablel. 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: Preincentive Testing

Description of Design and Sampling

After Pilot 1 and 2, a third test was tried with the focus on testing the effects ofinashtpres.

Theteam elected to utilize an addiessed frame selecting 12,500 addresses which were sent a
letter informing them about the survey and invitiewigp tio participate. To test the effects of cash
preincentives and both stages, the sample was dividexuithis ind 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
othe aspects of the design remained the same. After review of the results, it was apparent that the
preincenties had only marginal effects on the responseTiaée? shows the response rates for

each segment of the sample.

Table2. Response Rates by Incentives at each Stage
Prelncentive 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 thsaevey approach would not work in the Chicagion, the survey

team began to research the us®ofprobability 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 survlg. Survey team met with members of the Phoenix

team o 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 recruitmen

Lessons from Phoenix

The Phoenix MPO, or the Mayga 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, sutvampion recruitment, and partnering. Champions

incluced 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 moetary incentives. The final form of this includekD@ ompletion 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 aptdie).rMAG staff

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

certain channels if particular geographic areas or demographics wepeesested.

Final Design

After consulting with MAG, the CMAPam elected to conduct the survey using-anodablity

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 promisikan ince

of $50 to anyone who participated in the sdovegmpletion. 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 futumacts. At the end of the survey,

participants weressigned a random travel date based on the sample flag generated when they began
their recruitment.
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Final SurveyReport



Participants were then mailed a travel day packet with instructions and memory joggers. These
packets aatained a $2 cash pneentive as well. Participantye 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 theal tveevweksurvey 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 twotinei address, generally within two
weeks of partipating.

Multimode Survey Approach

The survey allowed for mutiode administration. However, the goal was to limit modes offered by
stage based on research showing that people are more likely toréaligiwan a survey if it does

not require mode switicly. 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 aely option on the first mode could cause people itateas

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 arnallin an

Despite this finding, the team elected ter @élephone 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 computeebaccess were able to participate. This was
deened crucial for including lewwcome, socioeconomically disadvantaged, and older members of
the population.

Finally, Westat offered a smartphone application to any participant, 13 or older (with
parentalguardian permission), who was willing to use thferajpavel 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 completeeativia CATI or web

based survey, and in mosesaseeded 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 versug-day division was eliminated, opting instead to have all reports be for alsmgle 24
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period. Results in the pilot showed a steep declinaptetions for households in thel@y

cohort. The survey team elected to remove some questions from #féomaiimcluding most
attitudinal questions, and some behavioral questions. Some workplace behavior questions were
moved from recruitment to regvial.

Main Survey Data Collection

Schedule and timeline

Data collection for the main study took place frepteghber 2018 to May 2019. This schedule
included a break in data collection during the week of Thanksgiving and also during the final full
week oDecember 2018 with data collection resuming after the first partial week on Monday,
January the 7th. A finateak in travel date assignments occurred during the week of April 14, 2019
to allow for the period when the majority of local schools were ng Brak. During these break
periods no travel reporting days were assigned; however new householdstovecergibbte
recruitment to join the survey. The team elected to close out recruitment the week after Spring
Break with final recruited househdtdseling in the weeks of April 28th and May 5th.

Outreach Plan

Duringthesurveythep r o | paldidwélsteservedasacentralportalfor the publicoutreach
efforts,containingsectionsvith descriptionsf the surveyfrequentlyaskedjuestiongFAQs),and
newsaboutthe surveyThe survey team broadened to include CMAP staff from Outreach and
Communicabns. Based on discussions with the Phoenix survey team, several groups of potential
advocates were developed. These included local school disitisot$ local government,

community organizations, and bloggers.

While CMAP had originally created apagcmap.illinois.gov to promote the sytheypage

scope was broadened to serve as both a description of the survey effort to enticespariitipant
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 outreadidinmg social media posts, emails, and newsletters.
CMAP communications and outreach staff also worketlydiviéh partners and regional contacts

to promote the surveynfbrmationapostcardsveredistributecat ON TO 2050publicmeetings,
whichincludedabriefdescriptiorof thesurveyandthep r o j URE.t © s
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In order to track the source of the complete Egrige survey team designed a web solution to
capture an el ement from a URL and store it as
mydailytravel.com/cmapwoul d st ore a value of O6cmapd in t
participant had come begin the survey via a link on the main CMAP page. Distinct URLs were
provided for school districts, press, and community organizatmtkilepresseleaseand
sociaimedigpresencavere also developed to incrgagaicawareness and opportunifes

recruitment

Language Support

Two population®f interest which required accommodaiticiudel participantsvith Limited
EnglishProfidency(LEP)andparticipantsvith low literacyRegardingjteracyall materialsvere
writtento allowcomprehensh with abasiagradeschoollevelabilityto read Peoplewith profound
literacy barriers dependedoommunityresourceto be madeawareof thesurey and to
understand when theyne@vitedto takepart;their participatiorwassupportedat everystag of
thesurveybyWe s t halpdésistaff.

RegardingfEP,Wes a appreactofferedthefollowingaccommodationall digital and hardcopy
materials provided Spanish translations dadieatedhnguagsupporthotlinenumber A Spanish
version of the gblic website provided the full English conpeotessionally translated into
Spanish; andl@nlineinstrumentandthe smartphonappsweremadeavailablén Englishand
Spanish

The team alsprovidel machindranslationsf thep r o j Englighlanguagepublicwebsite
contentusingthe GoogleTranslateAPI. Thisservicerovidesprovenandeffectivetranslationgor
asmanyas100language$Vhilethe team wasomfortablewith providinginformationatontentvia
thisserviceit was not deemed acaape fortranslatinghe actuainstrumentsThis stemmed from
concerns about the quality of machine translated versibasvofdingof eachquestiorandits
answeset Insteadhe team included staff to suppmrertheline professionahterpretatia
serviceprovidedby BrombergandAssociatesgiatelephoneThis supportwasofferedin all
communicationaboutthe surveyincludingprintedanddigitalmedialn addition to these
accommodations, CMAP staff developed and distributed Spagishge aterials at public
meetings, dicting people to a Spaniahguage URL for more details about the survey. This
holistic approach to language support provided the best opportunity to gain representative
participation from the Spanispeaking communitigsthe region.
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Primary School Digricts

As partof the publicoutreackheffort, officialsat Chicagaegionschoolsverecontactedndasked

to promotethe surveythroughofficial schoolcommunicationsincludingsociaimediagmailsand
newsletterddousénoldsthatcompletd the surveyasaresultof the schooloutreacteffortsearred
theirschooldistrictadonationof $10 School District representatives were directed to the CMAP
webpage for the survey where they could find various examples of &eixt toaisefforts. Emails
to prospective districts also included exemplar text. Each district was provided wittU&unique
containing a district identifier. In total, 1,432 households recruited using the school codes
distributedof these, 960 househsldompleted the survey.

Community Partners

CMAP staff utilized existing contact lists for local community pairickrding community

colleges, the faith community and local chambers of commerce, to engage survey champions and ask
for their aid in shargnthe survey details with their constituencies. Organizations were given a URL

wi t h a s our comusfordacking fespénses. @ktha 17,635 recruited cases, 2,160

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

EveryDoor Direct Mall

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 respanaeecas identified as deficient. During the course of

the data collection period, managers explored the pgssibising 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 demograpbetails for these routes, as well as an API to interact with the

geographic details of them. Westat used open source GIS tools to jErd&terns 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 06 e dd mdsaecrlited intodhte aurvey, ahdloBthebep354scentpleted
the final stages.

2018-19 My Daily Travel Surveyethods and 11 V Westat
Final SurveyReport



Intercept Surveys

Quercus Consultingorked with Greencorps Chicago to recruit staff to hand out postcards at

selected locations. These included community college campusasiasiti@ans. Westat designed

and produced surwyanded materials and postcards to use in the intercept $o&atamples of

the materials and the team at work can be folfidurel. The code given to the intercept team

wasot scard. & The | ocat iyowers roses hnd statienslser/iong 1 nt er c e
geographic areas with higher proportions of both low income and minority households. The tscard
code accounted for 252 recruited households and 111 completeddmusglexpected, the

households from this group repented lowencome and minority households at a significantly

higher share than many other sources.
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Figurel.

Images of Intercept Team at Work

i R i
B et s 4

The display table was set up adjacent to the main entrance for high
visibility without impeding traveler circulation.

Some passengers paused to learn
more about the survey.

The team positioned themselves between the bus arrival location and the
train entrance and delivered quick, friendly greetings, encouraging
travelers to take the postcards.

Earned Media

English and Spéai press releases were distributed, and as medsgemf 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 sumadye3 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
surve outreals to the region's largest towns throughout the recruitment window.
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Table3. List of Earned Media Coverage

Organization Date Details

Chicago Tribune 9/3/2018 Front page article published on print edition on Labor
Day. The wb versia of the article was freely
accessible. Resulted in Survey starts increasing from &
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 subscripticbhased local paper
and news webdie. 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 CMAPage.

WBBM Newsradio 9/8/2018 This article di actlysds a@
to understand peopleds t
regional transportation needs.

Social Meda Overview

Between September 2018 and April 208&;ialmediastrategyvasimplemented in support of
surveyrecruitment. \&stat implementedraixedmethod 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 & Objetives

The goal of the campaign was to recruit approximatelypartfipants to complete the survey

using digital and social media, and outreach efforts consisting of Farstagomand Google
advertisementss well as outreach to influencers wéi@ based in tmortheastern lllinois and
Chicago i as In the ate winter, the digital campaign goal shifted to aim recruitment towards hard
to-reach populations rather than the total volume of 1,500 participants.

Theobjective®f thecampaignvere 6:

1 Reach participants using social media and drive them to tdgelxagy Travel web
survey;
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1 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 tme My Daily Travel webspgor to campaign launch, and unique URL

codes were used for each platform to further track performance by mode nWasalsio

relevant metrics such as ctlmloughrates, engagement, reachianptessionacross all

recomnended strategies.

TargetAudences

The main target audience for this campaign were:

1 Chicagoegionresidents
1 Hispanic/Latingpopulation
1 Regionatommuters

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

1 Income unde$50,000
M1 AfricanAmerican
1 Ages 65+

CampaignStrategy 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 influersterd. Cons
messagingas 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 alstedrtivthe inflancers 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.

Facebookand Instagram

Launched on September 6, 2018, ads ran on the Faaetidoktagram Nes 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 parentsges 280), andower income families.
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In total, a series of 36 different imbhgeed 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 irFigure2.
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Figure2. Initial Facebookand Instagram Ad Examples
Instagram Post Instagram Story FacebookMobile Newsfeed

Q Westat

We need your input to help us spend our
transportation dellars wisely. Participate in My
Daily Travel to help inform travel in our region.

e
;r

Necesitamos su aporte para que nos

Learn More ayude a gastar nuestros délares para el
transporte sabiamente. Partidpe en My MYDAILYTRAVEL.COM
Qv H Daily Travel para ayudar a mformas YOUR opinions and travel habits could help

sobre viaj nuestra region.
e oo shape Chicago’s transportation system!

To plan for transportation improvements in Chicago, we
need your input. You may be eligible to receive

a QO 40 12 Comments 17 Shares

L'I’ ) Like "7\ Comment : Share

FacebookDesktop

Westat
Sponsored - @

el transporte sabiamente. Participe en My Daily Travel para ayudar a
informar sobre viajes en nuestra regién. Como residente de la region de
Chicago, tiene derecho a ganar $50 por su tiempo.

MYDAILYTRAVEL COM
iSUS opiniones y habitos de viaje pueden ayudar a mejorar el
sistema de transporte de Chicago!

@O Ricardo Larios, Rocio Cuevas and 89 others 5 Comments 14 Shares
o) Like () comment ¢ Share

On January 10, 2019, 14 additional ads were developedutiat several new images which
represented several outer counties (i.e. DuPage, Lake, McHenry, Will). A sample of these can be
found inFigure3 below.
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Figure3. Countyspecific Facebookand Instagram Ad Examples
Instagram Post Instagram Story FacebookMobile
Newsfeed

Instagnam

Westat

Sponsored

Ayudenos a mejorar el viaje en la region
metropolitana de Chicago participando en My
Daily Travel, una encuesta en ...See More

Westat
Spansored
s 4\

See Translation

Learn More
To plan for transportation improvements in the Chicago

region, we need your input. You may be eligible ..

MYDAILYTRAVEL COM
iTrabajemos juntos para mejorar SUS viajes
diarios al trabajo!

Westat
Sponsored - @

We need your input to help us spend our transportation dollars wisely.
Participate in My Daily Travel to help inform travel in our region. As a residen
of Lake County, you are eligible to earn $50 for your time.

MYDAILY TRAVEL COM

YOUR opinions and travel habits could help shape Lake County’s
transportation system!

Lastly, the team refreshed the suite of ads to include graphics featuring the My Daily Travel
branding and logo, as well as graphics that werezegtfimi Instagram and Facebook stories
versus the default story version that can be seEgura3. The new text that was developed to
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accompany these ads appeared in English only, and these ads were launched on Mageke 14, 2019.
the10redesigneddsin Figured4.

Figure4. RedesignedFacebookand Instagram Ad Examples
Instagram Post Instagram Story FacebookMobile
Newsfeed

@ Westat

Now through May 2019, we are collecting data
that will help improve transportation in your
region. Participate in our survey and you may
be eligible to receive $50 just by telling us about
your daily travel habits.

@ https://mydailytravel.com/signup/fcbk

Westat
Sponsored

D

MY DAILY

MY DAILY
TRAVEL

TRAVEL

,,,/J

Participate NOW

until May 2019! Tt S Tk

Learn More - S = % D’:' Like () Comment ,' Share
lllinois residents, swipe up to >
. o “ %
QY A earn $50 for participating in our
Help us make YOUR commute better! SL{erey!

Participate in My Dasily Travel, an online survey sbout
your commute and travel habits. As a resident of the
Chicago region, you sre eligible to earn $50 for

FacebookDesktop

Westat

Sponsored - @
Participate in My Daily Travel, an online survey about your commute and
travel habits. As a resident of the Chicago region, you are eligible to earn
$50 for your time.
https://mydailytravel. com/signup/fcbk

MYDAILYTRAVEL COM
Help us make YOUR commute better! Learn More
Visit our website to participate

o) Like () Comment /> Share

For a fulllist 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, 28d®8eeeplacedviaGoogleSearctandGoogleDisplay
Network(GDN). The GDN placedanneradsacrossaserieof websites, both desktop and
mobile A serieof adsalsoran on G 0 0 g deardiengineThisprocessvorkedby targetingadsto
appear in search results when cektiwordsvere input by people using Google.com.

The following search terms were used:

1 CTA Chicago 1 Onlinetravel 1 Bike commuting
TransitAuthority survey Chicago

1 Earnmoneyonline 1 My Dalily Travel 1 Chicagotransit
survey survey 1 Commutetime

1 Pacebus 1 transitauthority 1 Metramap

1 CarpoolChicago chicago

1 transitchicagoapp 1 Metra

1 ctabustracker 1 Commutertrain

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 Chicagarea online influencers who promoted survey particigatibeir audiences

through a series of Facebook and Twitter posts. Wetstdtl5 Chicagebasednfluencers

identified by The Motherhoadhofit atleasioneof thefollowingcriteriaand/or reacleda
relevantudienceparentsvith multiplekids,low sacio-economicstatusmix of demographics
(especiallifispanic/Latinos)politicallyor sociallyactivemoms financiallysavvymoms(suchas

thosewho shardipsaboutmakingmoneyon the side) and/or thosewho blogaboutnewtech,
civictech,communityimprovemenor localtravel.The teanaimed to recruiamix of influencers
amonghesecategoriebasedn interestand availability.

Westat crafted several sample social media pastiiércers to publish on Facebook and
Twitter:

1. YouropinionsandtravelhabitscouldhelpshapeC h i ¢ aampspditatiorsystem!
Participatéen My Daily Travelto helpinform travelin our region Residentsf northeastern
lllinois areeligibleto earn$50for theirtime.[LINK] #MyDailyTravel

2. Is yourcommutegettingyoudown?@ONTO2050(CMAP)is payingesident®f
northeastertilinois $50to participatén My Daily Travelasuvey about your travel habits.
Yourinfo will helpbuildacompletepictureof localandregionatransportatiomeedsso
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https://twitter.com/ONTO2050

decisiommakersaneffectivelyecommendavhereto makemprovementqLINK]
#MyDailyTravel

|l nfluencersd posts were staggered over the mo
content and retain a unique feel, given thatalanfluencers posted similar content. Influencers

were also encouraged to craft their own content using timeg&saging provided in order to foster
authenticity of the post. Seigure5 below for examples of the most effec8ponsored posts.

Figure5. TopPerforming Facebook and Twitter Influencer Posts
m Natasha C. Nicholes
. - 2 March 18- Q@
Lisa v

. @bim03 ! olow |} v Attention fellow Chicagoans: Is your commute getting you down? The
Chicago Metropolitan Agency for Planning

* 5 : . (https:/iwww facebook.com/1CMAPY/) is paying eligible residents of Chicago

# C h ICa g oans: CO mmute g ettin g yo u d own ? and the surrounding areas in northeastern lllinois $50 per household to

@ | T - H participate in My Daily Travel, a survey about your travel habits. Your info will

& O N TOZO 50 wi ” pay ehg I ble I eSIdentS Of help build a complete picture of local and regional transportation needs, so

no rthea stern | |_ $50 to pa [t| C | pate | n decision-makers can effectively recommend where to make improvements.

; : ; s #MyDailyTravel #ad

* My Da I |yTI ave(, a SUrVey a bOUt yOU rr aVel Click to find out if you're eligible and take the survey

habits. Info will help shape local & regional hitps/imydailytravel.comisignup/mh3006
transportation needs: ) ’
mydailytravel.com/signup/mh9014 ad

D

Qs 4 Comments

o) Like /> Share £~

PAR

@ Andrea Dillon Turner Edward Vitralis this may be of interest to you,
since you do fransit to work. It also might serve as a short distraction
from your day.

Like - 28w O

122 Retweets 5 Likes * S ‘033 € Edward Vitralis Cool, I'l take  look. &
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.

SocialMedia Results & KeyFindings

Gi ven t heprimaayrggakto dgve tesruitment, our key performance metrics were
recruitment numbers that could be attributed to our digital ads via the aforementioned custom
URLSs. In this report, partial recruitmerticates that the individual started the initiaégLafter
clicking the ad, completegtruitmenmeans that the participant finished the survey and signed up
for the study, and completedrievakntails that the participant successfully reportiedrével 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 discontinesadly 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 numbg@eople who saw oadsatleastonce andimpressionghe

numberof times the ads were on screen. Another key performance indicator for this campaign was
the clickthroughrate (CTR), which showed the success of each individual ad by calculating the
per@ntage of people who saw the ad and performed Adlpgrformance by platform and
contributions to recruitment results are described below.

Facebookand Instagram Results

The Facebook and Instagram ads reached 855,228 unique people and garnénedlmrer 3
impressions, leading to 25,968 total udigkielicks. This contributed 1®,624artial recruits,

853 completed recruits, and 1,111 retrieval completes. The avethgeuglelate (CTR) was
1.31%, and the average uniqgue CTR was 4%vah@ibstantially higher than the average CTR
across Faebook, which is .9%.

The followingTable4 outlines all Facebook and Instagram campaign results divided across
individual ads.

Table4. Facebookand InstagramAd Results
Unique Total Unique

A(Ij_;\lnamuael ?d CEc)ez;tti: d Impressions  Reach Link Spent Per Corzc:énts CJR CTR

guag Clicks Ad 0 %
MetraStairs | g1 g 453,267 | 224,499 6,484 | $3,308.65 58 2.08 3.41
(English)

MetraStairs | g1 g 396,736 | 138,328 3,744 | $3,202.20 96 2.05 4.14
(Spanish)

Peopleon

Bikes 9/6/18 185,833 | 102,770 1,341 | $2,537.33 26 1.19 1.76
(English)

GirlonMetra g1 g 235529 | 120,088 1,330 = $2,807.66 37 1.14 1.70
(English)

LakeCounty | /14/q 82,918 | 36,249 1244 = $1,112.29 19 2.73 4.82
(English)

Womanon
Bike (Spanish)  2/6/18 142,536 = 65,778 961 $1,857.90 7 0.94 1.82
FinanciallLake | /1419 57,359 | 32844 821 $852.03 9 2.47 3.50
(English)

Hispanic

Parents/2 3/14/19 156,741 = 30,612 638 $1,723.20 3 0.80 3.15
(English)

AA Parents 4 1 q 131,956 = 28,074 627 $1,652.16 2 0.92 3.27
V2 (English) ’ ' 199 : '
Transport

Kayak 1/10/19 01,029 @ 48,824 717 $853.74 6 1.29 2.11
DuPage

(English)
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AdName and  Date : Unique Total Post CTR
Impressions Reach Link Spent Per

Language Created Clicks Ad Comments %
Parkv2 3/14/19 62,530 | 21230 677 | $1,266.55 3 1.79
(English)

CTAV2 3/14/19 = 144152 @ 30,439 633  $1,623.53 3 0.90
(English)

BikingLake 1019 | 135706 = 27946 642 $931.63 1 0.70
(Spanish)

GirlonMetra g0/ g 152,915 = 57,178 580  $1,890.21 15 0.91
(Spanish)

Parkv1 3/13/19 76,237 | 21544 528 $853.62 0 1.03
(English)

SocialKayak

DuPage 1/10/19 75,735 | 21782 541 $608.94 0 1.17
(Spanish)

Biking Outer

Counties 1/10/19 38,978 21,042 518 $341.25 0 1.48
(English)

SocialKayak

DuPage 020  1/10/19 58,349 | 35039 518 $583.92 2 1.34
(English)

Manin City ' g/0/10 111,179 = 56,412 515  $1,203.12 1 0.61
(Spanish)

Financiallake ' /1619 50182 | 16,807 471 $494.32 4 1.49
(Spanish)

McHenry — ,10/10 70231 | 41222 426 $625.67 7 1.10
(English)

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

Woman

Parking 9/6/18 97,878 | 49032 423 $1,149.98 6 0.81
(Spanish)

Manin City 0/6/18 82,607 | 53,418 419 $558.31 1 0.58
(English)

AA Parents

Vi (Engien | 3/14/18 77461 | 25987 380 $893.14 5 0.83
Hispanic

Parents/1 | 3/14/19 77.887 | 25406 367 $827.34 1 0.77
(English)

CTAVL 3/14/19 88,976 | 25259 364 $930.95 5 0.88
(English)

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

Woman

Parking 9/6/18 62,351 | 38456 335 $824.77 8 1.01
(English)

McHenry — 4,10/10 42,693 | 16166 214 $324.32 1 0.88
(Spanish)

OlderCouple

V2 (Engian, | 314119 24,440 | 8,336 148 $211.52 0 0.78
OlderCouple

VL (Engiany | 3/14/19 32,355 | 7,510 137 $231.68 0 057
Transport 1/10/19 14,667 7,563 64 $206.39 0 0.65
Kayak
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%

4.48
3.53
2.87
1.93

3.07

3.61

2.54

2.02

1.15
3.73
1.72

3.28

1.40

0.86

2.12

2.02

2.75

1.94

1.40

2.08
2.09
2.16

1.18



Unique Total Unique

Ad Name and Date Post CTR

Impressions  Reach Link Spent Per . CTR

Language Created Clicks Ad Comments ) %
DuPage
(Spanish)

BusCouple ' g/6/1g 4,192 3,221 49 $54.24 3 179 192
(English)
Biking Outer

Counties 1/10/19 9,145 5,087 31 $122.34 0 0.45 0.71
(Spanish)
BusCouple

(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%

GoogleGDN and Search Results

In total, the Google campaign Hz2119818impresions 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
Sarch ad were marginally more successful than GDN.

Table5 shows all Google ad results divided by type of ad, as well as, the six different GDN ad
groups.

Table5. GoogleAd Results
Ad Name and Date : : CTR
Language Type of Ad Created Impressions Clicks Total Spent %
SocialGood GDN 9/10/18 537,796 3,149  $1,101.60 0.59%
(English)
Transport
Improvement GDN 9/10/18 349,577 3,481 $1,319.48 1.00%
(Spanish)
Transport
Improvement GDN 9/10/18 99,931 690 $35104 0.69%
(English)
SocialGood GDN 9/10/18 89,663 536 $210.33 0.60%
(Spanish)
Financial
Incentive GDN 9/10/18 84,056 370 $161.35 0.44%
(English)
Financial
Incentive GDN 9/10/18 35,918 218 $74.21 0.61%
(Spanish)
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Ad Name and Date . . CTR
Language Type of Ad Created Impressions Clicks Total Spent %
GoogleSearch Search 9/10/18 22,877 1,431 $1,575.23 6.26%
(English)

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

Paid Influencer OutreachResults

In total, a digital amplification team of 15 influencers published 21 total posts on Facebook, which
led to 622,318 impressions and 105 engagements (reamtiomsnts, and shares). On Twitter,

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

contributing to 4,917,905 Twitter impressions and 141 engagements. Although this resulted in over
5.5 million total impressis, only 102 participants were partially recruited, 3 completed recruitment,
and 3 participant®mpleted their travel log.

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

number of completed recruitmenthislis at least partly due to the fact that in March 2019, the

study team had a large succesgrateruiting participants viaemail invite done by the lllinois

StateToll HighwayAuthority. Therefore, as the influencer campaign launched, thebagaeyo

ramp down; and the team narrowed down study inclusion criteria to only inelndenhawv

households, individuals aged 65+, households with zero workers, as well as household sizes greater
than four people. The Westat team encouraged influeneerghasize that participants will need

to visit the My Daily Travel website and check theialalitilto participate.

Furthermore, although all of the selected influencers were based in the Chicago or northeastern
lllinois area, not everyone in thaidience was guaranteed to live in that geographic location. In

future programs that require psedargeting, we recommend using SmartBoost targeting, or paid
amplification of influencer content, which allows for more precise targeting and optimizes paid
media spend across an influencerds content. F
higher success rate if they are not restricted to a small geographic location and narrow inclusion
criteria.

In total, 1,964 households recruited into theegudrom the Facebook channel with 1,111
completing the survey. These households were genealinémme, and more representative of
minority or hareo-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 mostreotogsstut

platforms for this effort. In terms of messaging, ads with the best results highlighted the financial
incentive of the s tRadigpateimCh h c MyDaify BranveSurvesands uc h a
getpaidb Ther ef or e, wtentlyrineledmgramentehtive infarnsatios at the

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

i . ow thrmughMay2019wearecollectingdatathatwill helpimprovetransportatiorn your

regiond0 I ncluding a study conclusi on al-to-dates t he &
and time sensitive.

The highest overall CTR was attributed to the ad grogesrtarthe 65+ population and the lower
income population with the redegidgmads launched in March 2019, as well as an ad group targeting
Lake County. In future efforts, mig¢ewgeting groups of ads to specific populations is the most
strategic approadather than broadly targeting all zip codes with general messaging &yt M
Travel. Furthermore, we recommend always developicefahiag but simple graphics branded

with the program logo to engage the audience. This helps legitimize thangdbeln with the

study while also allowing ads to stand out amongsttowgraigital 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 suppdivittuals who mentioned that their

PIN was not working or answer quest@msut 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 arac&lowever, given the volume of comments, it is recommended to

develop a bk 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-Spaalshg team member suppo
responses to Spanish comments, which we were unable to address.

GoogleGDN 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 complstedythAfter observing

this dropoff, the study team decided to end tlsegle 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 efforténsaincontributed 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, warsnarize campaign results by platform.

Table6. Tofal RecruitmentResultsby Digital Ad Platform
Recruit Recruit Retrieval
Platforms Dates Impressions| Clicks| Total Spent Partial Complete Complete
Facebookand | 9/6/18 &
3,628,242 | 25,968 | $37,640.35 10,624 853 1,111
Instagram 4/19/19
GoogleDisplay | 9/6/18 &
1,196,941 8,444 $3,218.01 1,726 2 4
Network 10/19/18
9/6/18 &
GoogleSearch 22,877 | 1,431 | $1,575.23 337 3 9
10/19/18
Paid
3/1/19 &
Influencer 5,540,223 N/A $3,000 102 3 3
3/31/19
Outreach
Total 10,388,283 | 35,843 | $45,433.59 12,789 861 1,127
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Cutreach Summary Figure6. Examples of Source Tracking Toc

Overall, the digital recruitment effort

contributed to over 10 million impressions === _ _
of My Daily Travel, with nearly 36,000 = -1 1.
individuals clicking through to the survey I :
website Although not every site visitor : ; - = .‘
resulted in complete participation, the . i . T e
campaign contributed to higher brand = - N - -
awareness of My Daily Travel in addition tc: ': _ | :
the 1,127 successfully completed : pec

- o L

recruitments. The social media campaign,
coupled with the otlhesouces engaged by

CMAP, allowed for the survey team to .
collect responses from a range of househa .
types and a range of geographies.

Tracking by source allowed the project tee
to track where recruits were coming from ar
to react and change strategass neded.
Figure6 shows a selection of screen shots
tools used to track progress by source.

Sources that were used by the project te
included Bromberg, community colleges of
Chicago, the CMABesigned project page
every door idect mail (EDDM), Facebook,
Google Display Network, Google Search a
hired social media influencers, commun
interest groups and advocates that CM
knew of, postcards handed out at pub
meetings, th€hicagbribuneSabers Poder,
Chicago area tsool districts, and intercep
postcards. Sources like Google Ads and
Google Display Network were determined
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