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P.03 01  The Context: Congestion Pricing in NYC
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 After years of New York City subway delays and 
breakdowns, then-New York State Governor Andrew 
Cuomo announced the formation of the Fix NYC 
advisory panel. 

 The panel’s findings included congestion pricing, 
which Gov. Cuomo then included in his 2019 state 
budget. That budget would need approval from the 
State Legislature.

 Our task? Convince a majority of the 213-member 
New York State Legislature to support congestion 
pricing.

 Congestion pricing was reasonably popular: 
52%/39% in a January 2019 Siena Research 
Institute poll. But it was not popular among elected 
officials at the time.  

 Congestion Pricing in NYC
The Context:
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 Who Are Your Audiences?
 An audience is:

• A subset of the general public

• Necessary to motivate to help you achieve your goals

• Are receptive to your messages

Things to Consider When Thinking About Audiences:
• Who influences your audience? How do you reach them?

• Multiple audiences? Tailor your message!

• Go to where your audience is to both reach them and shape who is a part of your audience.

Who Matters and Why?
Know Your Audience
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• Theory of mind: others think 
differently than we do

• People don’t view the world neutrally
• Frames are mental shortcuts that 

influence how we process data and 
complex issues 

• We trigger frames through word 
choice, use of imagery, or speaker 
identity 

• What do your audiences care about?

 The Theory of Mind Approach
Values and Frames:
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Tri-State Transportation Campaign’s District Fact Sheets
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Tri-State Transportation Campaign’s District Fact Sheets
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 Shifting the Narrative
Impact:



summitfdn.org



In a sentence or phrase, what 
is your biggest storytelling or 

communications challenge?



link: "Safe for All" storymap
link: "Seguro para Todos"

https://storymaps.arcgis.com/stories/3a3a426a303c41bab65936eda0d58fde
https://storymaps.arcgis.com/stories/18bd4fa67f8546af8a3ff5e8e707e7ba


Context



Redlining

Deed restrictions

Interstate Highway System



Interstate 35 in 1940 (left) vs present day (right)











• Think about internal audiences 

• Data points are real people

• Storytelling to inspire bold action

Our Key Takeaways
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Better Bus Network



• 2018 - First community-led full network redesign

• No major changes since start of rail in 1986

• Re-imagined bus network

• Increased access to frequent bus routes 

• Improved off-peak service

• Faster journeys

• 2020 – Developed a pre-COVID cost-neutral plan

• 2021 – Approved a 9 per cent increase plan

• (~$27M annualized costs)

BETTER BUS NETWORK



HISTORICAL CONTEXT
Surtax Skepticism – People’s Transportation Plan 2002

Budget constraints and service/quality cuts

Worsening congestion with rapid population growth

Degradation of public trust

Local advocates taking the initial project lead



WHAT’S THE STORY?

Among very 
large metro 
areas

Only 15.5% of people 
can access jobs with a 
transit commute of 
90 minutes or less

Transit Coverage

Source: Where the Jobs Are: Employer Access 
to Labor by Transit | 2012 | Brookings Institute 



WHY FOCUS ON BUS SERVICE?



AUDIENCE 

13 County Commissioners – low transit knowledge

Strong Operator Union – high transit knowledge

Local Residents – transit knowledge specific to them



EXISTING NETWORK

•From the 1980s
•Confusing
•Duplicative
•Unreliable
•Slow

WHAT’S THE 
PROBLEM?



WHAT’S THE PROBLEM?



• No major changes since 
start of metrorail in 
1986

• County’s population 
grew nearly 75%

WHAT’S THE PROBLEM?



HOW DID WE GET HERE?

• Lowest level of service hours since 
2002

• Better Bus Network brings us back to 
around 2015 levels



WHAT ARE THE BENEFITS?
• Connects residents to more opportunities 

> 30% more in 60 minutes transit and walk travel time

• Provides consistent high-frequent service
Major corridors 6am-10pm

• Creates a more efficient system
~10% of our service is duplication

• Provides greater access to high frequent routes
> 350,000 residents from 10% today to 23%

• Creates more equitable service 
Greater accessibility gains in minority and low-income areas



ACCESSIBILITY

How far can I travel in 
45 minutes from 
Aventura Mall at noon?

Reaching: 
15% more jobs
20% more residents
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WHO HAS ACCESS TO HIGH FREQUENT SERVICE?
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Existing

49 out of every 

50 will have same 
or better transit 
service



KEY TAKEAWAYS

• Clearly identify the problem/story hook

• Mea Culpas are healing, and deflecting

• Consider your audience’s knowledge/interest levels 

• Transparency builds trust



THANK 
YOU!

Linda Morris – linda.morris@miamidade.gov
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Elevating Stories 
Through Data

Jenesis Gallego, NYC DOT
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Useful Context
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NYC DOT Street Ambassadors (in action)



Agenda

Public 
Engagement 
Group

Canal St Outreach

Presentation of 
Findings

Key Takeaways

Presenting Findings in an Outreach Summary

Things to Note

Intended Audience
• Primarily for Project Manager/Planning Unit
• Prepped for use in Community Board Presentations

Deliverable Goals
• Tell the community's story in a way that is useful for the PMs, Planners, and 

Decision Makers, but maintains the humanity of the data.

Our Unit’s focus is to move forward the 
voice of the public.
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Canal St Visioning Project Public Engagement

Background
• The Pedestrian Unit collaborated with the Steet 

Ambassadors to collect feedback from the 
members of the community about their experience 
on Canal St.

What We Knew
• Canal St handles high volumes of pedestrian traffic on 

narrow sidewalks especially throughout the Chinatown area, 
a popular New York City destination. 

• Large vehicle lanes that use up most of the street space in 
this area. 

• Vehicles use Canal St to reach both the Manhattan Bridge 
and Holland Tunnel. Trucks travel both through Canal St, as 
well as to destinations along the corridor to unload goods to 
many local merchants.
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Public Engagement

Our Process
Between March and August, we collected 
feedback and engaged the public through 
multiple avenues.

• Print Advertisements
• Cards
• Flyers
• In English, Spanish, Simplified Chinese

• Social Media (Weekly)
• Facebook, Twitter, Instagram
• Over 100k impressions total over 8 

weeks
• Collaboration with Chinatown BID
• In Person Deployments

• Merchants
• Pedestrians



Agenda

Public 
Engagement 
Group

Canal St Outreach

Presentation of 
Findings

Key Takeaways

Setting the 
Stage

A Full Story Summary
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Deployment Sites

Where?
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Demographics: Manhattan Community 
Districts 1, 2, and 3

Race & Hispanic Origin

Data Source: https://communityprofiles.planning.nyc.gov/manhattan/3

Quick Facts
Category Community District 1 Community District 2 Community District 3

Foreign Born 28.1% 21.5% 34.5%

Have Limited English Proficiency 9.6% 6.1% 28.1%

Under 18 16.7% 9.4% 11.4%

Age 65 & Older 9.5% 16.5% 17.9%

Are Rent Burdened 
(spend 35% or more of their income on rent) 28.4% 33.4% 38.4%

Mean Commute Time 26.1 min 24.9 min 31.3 min

Who?

https://communityprofiles.planning.nyc.gov/manhattan/3
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How do people get around in the neighborhood?

» Most respondents reported walking as their preferred mode of transportation for accessing their selected activities on Canal St, while 
fewer participants indicated driving alone as their typical mode of transportation. 

» Respondents reported using public transit often for work (20%), visiting friends and family (23%), and going to restaurants/bars/social 
venues (38%), emphasizing its importance for commuting, socializing, and accessing goods and services.

» Based on the experiences reported, driving alone is not commonly used for most activities on Canal St. However, a few respondents 
reported using carpooling/pickups or for-hire vehicles for visiting friends and family, shopping/errands, and visiting restaurants.

Baseline Data: Trip Purpose
Brief 

Highlights

Illustrating 
Big Picture 

Use
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Use of 
Color

Clean 
Design

Using 
Quotes

Use Direct Quotes 
when possible.

“Participant feedback about 
needing more street space”

“Direct quote from a participant 
sharing their experience about 
crossing the street.”

Using their words can be powerful!

Brief 
Highlights
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Narrow or crowded sidewalk Long crossing distance

Blocked or damaged sidewalk Aggressive driversBlocked crosswalk

• 43% of participants reported 
experiencing narrow or crowded sidewalk 
issues; many identified points between 
Broadway and Bowery on Canal St. 

• Over a quarter of reported pedestrian 
concerns noted long crossing distances.

Pedestrian Experience

Reported Pedestrian Pain Points/Concerns

Geospatial 
Illustration
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What We Do

1. We tell the story of our data – 
Who, what, where, when, and why

2. Humanize the data – Photos, 
Quotes

3. Create minimal, colorful, and 
accessible visuals

4. We provide brief notes on the data 
presented in the visuals – ideally in 
accessible language
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Our Mission
The District Department of Transportation’s 
mission is to equitably deliver a safe, sustainable 
and reliable multimodal transportation network for 
all residents and visitors of the District of 
Columbia.
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https://visionzero.dc.gov

The District of Columbia has a Vision Zero goal
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In 2022:
• 35 people died in or from crashes

• 19 people were pedestrians
• 3 people were killed while they were 

biking
• 2/3 cyclists killed by right turning 

large trucks on green

• 307 people suffered major injuries 
including: 
• 146 People driving 
• 40 people inside the vehicle
• 86 people walking
• 23 people biking

…and it is challenging.
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How can data help us achieve our safety goals?
● Big goal = make our streets safer for all

● Show our progress and better tell our story
○ to internal DDOT teams
○ to residents
○ to the Mayor’s Office and Council
○ to the media

● Effectively advocate for more funding for our transportation 
infrastructure projects
○ Competing against other local funding priorities
○ Opportunity of the Bipartisan Infrastructure Legislation (BIL)
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https://ddot.dc.gov/page/pavedc-frequently-asked-questions
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How is DDOT using dashboards to communicate 
progress on our safety projects?

● Iterative approach worked on by several teams across the agency
● Using dashboards to provide transparent, trackable, and 

up-to-date information

Three examples:
1. Safety Intervention Dashboard
2. Annual Safety Improvement Program (ASAP)
3. Traffic Safety Input (TSI) Program 2.0
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https://visionzero.dc.gov/pages/engineering
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https://visionzero.dc.gov/pages/engineering
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https://ddot.dc.gov/featured-content/traffic-safety-input-tsi-dashboard
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Next Steps and Challenges
• DDOT has identified a High-Injury Network 

(HIN) comprised of 29 corridors.
• How to communicate progress on bigger, 

long-term capital projects in a 
comprehensive and coordinated fashion 
(not just individual project websites)

• How can we more effectively use 
dashboards and data to communicate 
both internally and externally how we are 
planning, prioritizing, funding, and 
implementing safety projects?

• Challenge and opportunity presented by 
new BIL funding
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Different programs and projects require different methods of 
presenting information.

• Past-looking vs. future-looking (What we have 
accomplished/built vs. a plan for future work)

• Reactive projects vs. proactive projects (The importance of 
“closing out” requests)

• More nimble and tactical projects (show results faster) vs. 
progress on longer-term capital infrastructure projects

Strategies and Considerations
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250 M St SE | Washington, DC 20003 | 202.673.6813

Thank you!

Amanda Stout, AICP | Deputy Chief Project Delivery Officer
amanda.stout@dc.gov | 202-409-1907

Vision Zero website: https://visionzero.dc.gov/

Traffic Safety Input (TSI) program: 
https://ddot.dc.gov/featured-content/traffic-safety-inve

stigation-tsi-dashboard

mailto:amanda.stout@dc.gov
https://visionzero.dc.gov/
https://ddot.dc.gov/featured-content/traffic-safety-investigation-tsi-dashboard
https://ddot.dc.gov/featured-content/traffic-safety-investigation-tsi-dashboard
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