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Executive Summary 
Metro’s Fiscal Year 2024 (FY24) budget is aimed at continuing to provide safe, reliable, affordable, and 
sustainable transit service to the region. Specifically, the $4.8 billion budget aims to: 

• Enhance safety through support of our police force, including new crisis intervention specialists 
• Ensure more frequent & reliable service, including increased train service and a complete redesign of the 

bus network 
• Create a more simplified & equitable fare system, including a low-income fare program 
• Improve customer service and communications with a new integrated communications center 
• Advance sustainability, including investments in our zero-emission bus program 
• Continue capital improvements, Metro, including major construction and maintenance projects 

This report includes an overview of the public engagement received, as well as detailed summary of the 
communications and outreach efforts taken to engage the public on the FY24 budget.  

Additional public engagement analysis and a complete transcript of written comments can be found in three 
appendices:  

- Appendix A: Written Comments and Letters 
- Appendix B: Analysis of Customer Feedback on Proposals 
- Appendix C: Additional In-Person Outreach Details 

Engagement at a Glance 
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Public Engagement Results  
In total, Metro received over 4,150 public comments on the proposed budget. More than 93% of the 
feedback was received via the online survey tool. Another 5% of the engagement was received as written 
comments submitted through the survey tool or sent to the Board Secretary’s office.  

- 3,900 survey responses 
- 171 written comments and 32 letters were submitted through the survey or sent to the Board Secretary’s 

Office 
- 52 testimonies delivered at the public hearings  

Metro received 1,000 more comments during this budget comment period compared to Fiscal Year 2023, 
representing a 28% increase in response. 

Written Comments 

Approximately 250 comments were collected through written responses or testimony delivered at the public 
hearings. Over half of the written comments focused on service:  

- 21% related to bus service, including support for reinstating the 11Y Mt Vernon Express bus 
- 30% related to rail service, with customers writing in opposition to the proposal to turn back Yellow Line 

trains at Mt. Vernon Square 

Almost 1 in 5 comments were submitted with concerns about safety/crime and fare evasion. For individuals 
writing in about the capital program, there was broad support for bus electrification.   

See Appendix A: Written Comments and Letters   

Survey Responses 

Out of the more than 3,900 survey responses, 59% of respondents are current Metrobus customers and 89% are 
current Metrorail customers (measured as having traveled in the last week).  The team worked to gather diverse 
voices, with 13% of respondents identifying as Hispanic, 18% African American, and 9% Asian. 

Survey respondents expressed high approval for simplifying fares and making it more affordable to travel:  

- 85% approval for low-income fare program 
- 92% approval of $2 late night & weekend fares 
- 73% approval of eliminating peak & off-peak 

There was notably less support for increasing the maximum fare from $6 to $6.50.  Among low-income 
respondents, two-thirds were opposed.  

Increasing service on the Orange, Green, and Yellow Lines saw support of 80% and more. On turning back 
Yellow Line service at Mt Vernon Square to provide more Green Line service: 

- 55% responded in favor 
- 19% were opposed  
- 26% were “not sure” 
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Overall, the survey respondents demonstrated that service changes have a bigger impact on travel decisions 
compared to fare changes. About one-third of respondents said the fare proposals would increase likelihood of 
choosing Metro, while 60% of customers said increased service would make it more likely they choose Metro. 

See Appendix B: Analysis of Customer Feedback on Proposals 
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Communications and Outreach Overview 
As part of Metro’s commitment to transparency and customer service excellence, public engagement is vital in 
helping Metro’s Board of Directors and management make decisions for the upcoming fiscal year. The feedback 
loop signals to customers that we are listening to their concerns and taking bold action. 

In that vein, the FY24 communications and outreach effort was designed to solicit public feedback from a broad 
spectrum of customers, stakeholders, and community members across Metro’s 1,500-square-mile service area.  

Communications were guided by Metro’s Board-approved Public Participation Plan, which meets or exceeds all 
Federal Transit Administration (FTA) requirements. Metro paid particular attention to ensuring that customers and 
community members from equity populations received high-quality information, communication, and feedback 
opportunities. Efforts included multilingual outreach teams across the system and in the community, 
multilanguage advertisements, and Spanish-language radio, social media, and digital ads. A demographic 
overview of the impacted customers can be viewed in the Title VI equity analysis report. 

Many of the communications and outreach tactics occurred during the official public comment period from 
Saturday, February 18 to Thursday, March 16, 2023. The public comment period was originally scheduled to 
close on Wednesday, March 15, but was extended to ensure the public had maximum opportunity to take the 
survey, given that there were intermittent issues with the website that Wednesday.  

The communications and outreach plan included the following efforts: 

• Partner engagement 
• Targeted marketing and media 
• In-person outreach 
• Open Houses & Public Hearings 

Metro established communications and outreach goals to ensure that communications were open and transparent 
and led to public understanding of: 

• What the proposed changes were 
• Why changes were proposed 
• How the public could comment on the proposed changes 
• When the changes could go into effect 

Feedback was collected through the following sources during the public comment period: 

• Online surveys  
• Comments received at the Public Hearings through in-person or virtual testimony 
• Written comments received online and by the Board Secretary’s Office 

A summary of the more than 4,150 comments received can be found in the Public Engagement Results section of 
this document. 
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Partner Engagement 
To reach customers and community members across Metro’s service area, we engaged a broad range of 
government, business and community partners to help amplify the FY24 budget messaging and collect feedback 
across the region.  

A comprehensive outreach effort was made to inform and connect with elected officials, jurisdictional partner staff, 
business leaders, transit advocates, and community-based organizations (CBOs).  
 
Elected Official and Partner Emails 

Metro sent FY24 budget email communications to over 2,700 partners representing CBOs, local BID/Civic 
Associations, businesses, event venues, government facility/agencies, hospitals/medical services, hotels, places 
of worship, residences (apartments, condos), schools, shopping centers, and transportation partners.  

Email communications were sent the week of February 20 to announce the public comment period and how the 
public could provide feedback and encourage them to share the information via their communications channels 
with the community toolkit, which was available in English and Spanish. 

Reminder emails were sent the week of March 13 to remind partners that the public comment period was closing 
and shared video explainers to encourage feedback. Additionally, Metro staff followed up by answering emails 
and phone calls from community contacts.  

Committee Briefings and Meetings  

The Customers Advisory Council (RAC) received briefings on the proposed service and fare concepts contained 
in the FY24 budget at its November 2022 meeting, and on the General Manager’s Proposed Budget at its January 
2023 meeting. RAC members also attended each of the three hybrid hearings to listen to comments and talk with 
customers.  

The Accessibility Advisory Committee (AAC) received regular updates throughout the budget process, including a 
briefing at its January 2023 meeting, and email communications on February 21, February 24, and March 1. AAC 
members also participated in budget hearings in-person and virtually.  

Finally, the MTPD Youth Council received a presentation from Metro staff on the overall goal of a budget, the 
proposed changes, and how young people can give their feedback. 
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In-Person Outreach  
Between Saturday, February 18-Wednesday, March 15, 2023, Metro conducted an extensive in-person outreach 
campaign to reach customers where they are rather than expecting them to “come to us” to provide feedback.  

Over 100 street team staff in their distinctly recognizable yellow Metro-
branded aprons distributed brochures answered questions, and 
helped customers take the online survey via a tablet or on a 
customer’s mobile device.  

Street teams visited all 97 Metrorail stations, major bus transfer 
locations, and rode along with customers whose bus routes would be 
directly impacted by the proposals—routes A12, 16G and 16H.  

Street teams were also deployed to multiple community-based 
organizations and Supplemental Nutritional Assistance Program 
(SNAP) centers to provide materials. The teams also visited two 
charter high school campuses to engage students in the budget 
process.  

Bilingual staff wore large buttons that identified the languages they 
spoke; half of all street teams featured fluent Spanish speakers. Some 
teams featured staff members fluent in American Sign Language, 
Amharic, Mandarin, Korean and Vietnamese. Bilingual staffing 
requirements were based on the current demographics of the stations 
and bus routes.  

In total, street teams spoke with over 254,000 
customers—a nearly 50% increase over the 
135,000 last year—and handed out more than 
100,000 brochures (25% more than last year). Over 
12% of customer interactions (32,000) were in 
languages other than English, with a vast majority of 
those in Spanish (86%). Additional customer 
interactions in languages other than English included 
Amharic (8%), Mandarin (2.6%), Korean (0.8%) and 
occasional American Sign Language, Arabic, French, 
Portuguese, and German. Find more information in 
Appendix C: Additional In-Person Outreach Details. 
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Appendix A: 
Written Comments and Letters 
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Appendix C: Additional In-Person Outreach Details 




















