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Guidance Document
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How to Use This Document
This document should be used by all
practitioners performing CAV-related
communications and engagement as they plan
and implement CAV projects or look to include
CAV messaging and engagement in other
related projects.
The Minnesota Department of Transportation
(MnDOT) prepared this document as high-level
guidance to shape connected and automated
vehicle (CAV) messaging and engagement in
Minnesota.
Throughout the document, you will find information
related to:

Other reference documents and case studies are
noted throughout this document for additional
guidance and support, including:

•

Minnesota CAV Messages and Talking Points
Toolkit: A compilation of specific messages
and talking points for project managers and
other practitioners to reference for CAV-related
communications on their projects. This toolkit helps
provide shared CAV understanding and vocabulary.

•

MnDOT Public Engagement Planning Handbook:
A handbook for practitioners to incorporate CAV as
they walk through the steps of public engagement
planning in their work.

•

Med City Mover Case Study: A real-world example
of this guidance in action and the lessons learned
from messaging and engagement on the Med City
Mover CAV demonstration project in Rochester, MN.

•

Minnesota CAV Messaging and Engagement
Strategic Recommendations: Next steps for how
Minnesota CAV partners can elevate messaging and
engagement programmatically in the next
one to five years.

Goals
Audiences
Core messaging themes
CAV-specific guidance for
engagement

This document outlines the most current
information as it relates to CAV messaging and
engagement in Minnesota. It should be revisited at
least every five years to update and/or reaffirm the
guidance. If technology and people’s knowledge and
feelings toward CAV evolve rapidly, the document
should be revisited more frequently.
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Goals for CAV Messaging
and Engagement

1. Build knowledge of CAV technology
throughout Minnesota so people have the
information they need and can help shape
the future of transportation in the state

When connecting with people about CAV, it is
important to have clear goals to answer the
question—what are we trying to achieve?

2. Develop two-way , trusting and lasting
relationships with communities, organizations
and entities to create a CAV-ready environment
in Minnesota and increase confidence in
Minnesota’s CAV Program

These goals are the foundation of Minnesota’s CAV
communications, engagement and relationship
building. They were developed through
coordination among partners to support the goals
of Minnesota’s CAV Strategic Plan and statewide
implementation. Minnesota has three goals when
it comes to CAV messaging and engagement, and a
set of strategies have been identified for each.

Goal: Build knowledge of CAV
technology throughout Minnesota
so people have the information they
need and can help shape the future
of transportation in the state

Strategies for This Goal:
CREATE A SHARED UNDERSTANDING

•

•

The impacts of CAV technology are still unknown.
Asking various stakeholders to define “CAV”,
or “automated” or “self-driving”, results in
many different definitions. Meanwhile, various
headline-grabbing incidents around the
country combined with varied estimates of
when driverless vehicles will be available create
uncertainty and confusion among individuals and
groups with limited resources to devote to CAV.
Addressing this starts with developing a shared
understanding and vocabulary. This creates
the opportunity to hold a fruitful dialogue with
individuals and groups throughout the state.
This also allows people in Minnesota to provide
meaningful feedback.

3. Integrate Minnesota’s CAV messaging and
engagement into transportation plans, projects
and other related communication
across partners to promote clarity, consistency
and understanding among all audiences

CONVEY ALL SIDES OF CAV

•

CAV is a challenge that’s complex, political,
technical and societal. While the current
narrative is often based on personal, fully
automated vehicles, the reality of CAV technology
is a lot more complex.

•

The different aspects of CAV technology could
have benefits even if fully automated vehicles
are never realized.

•

A key task is to shift the narrative, include
the various levels of automation, emphasize
connected technology and show different
vehicle types. Most people in Minnesota’s initial
exposure to these technologies will be with basic
automated features in their own vehicle.

PROVIDE FEEDBACK AND INPUT OPPORTUNITIES

•

Minnesota’s goal isn’t only to build knowledge,
but to provide meaningful information to help
shape the future of transportation in the state.

•

In addition to providing messaging, it is equally
important for Minnesota CAV partners to listen
and provide opportunities for people to give
their input and feedback on how Minnesota
plans and prepares for CAV technology as part
of its transportation future.
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Goal: Develop two-way lasting
relationships with communities,
organizations and entities to
create a CAV-ready environment
in Minnesota and build trust in
Minnesota’s CAV Program.

BUILD ON EXISTING TRUST

•

Strategies for This Goal:
DEVELOP MEANINGFUL RELATIONSHIPS

•

•

CAV implementation will require coordination
and collaboration among many entities to
successfully meet the needs of everyone in
Minnesota. The need to move from transactional
relationships to transformational relationships
is recognized by most governmental entities and
many local government entities in Minnesota.
Transactional relationships focus on
maximizing what one party can receive from
the other party, while giving as little as possible.
Transformational relationships require each
party to be open to the other’s point of view and
the possibility of change.

ACT AS A CONVENER

•

Creating a CAV-ready environment in Minnesota
requires collaborative relationships with
organizations throughout the state. The rapid
evolution of technologies combined with marketbased approaches and varying levels of authority
creates a potential for chaos.

•

The state has a role in planning for the future
and establishing policies to guide toward that
future, but these cannot be developed in a
vacuum. Collaboration empowers each partner
to achieve the benefits of innovation.

REDUCE POLICY CONFLICTS

•

Fragmented policies create uncertainty
and confusion in the system. MnDOT has a
responsibility to guide and implement statewide
policies in partnership with local government.
Non-governmental organizations and businesses
also play a crucial role in developing, refining and
supporting, or obstructing, policies at both state
and local levels.

MnDOT is responsible for state transportation
infrastructure investment and planning for the
state’s future transportation needs. MnDOT’s
CAV-X office has been successful in implementing
scenario planning efforts around the state and
has developed a leadership role in state, regional
and national transportation arenas. However,
many people in Minnesota don’t understand
MnDOT’s or Minnesota’s role in reducing
uncertainty by planning and preparing for the
future. Building trust begins with demonstrative
acts that are both honest and transparent.

Goal: Integrate Minnesota’s CAV
messaging and engagement into
transportation plans and projects
and other related programs across
partners to promote clarity,
consistency and understanding
among all audiences.

Strategies for This Goal:
BUILD A COMMON LANGUAGE

•

This is an interconnected system; audience
groups interact with each other and individual
audience group members are often part of
more than one audience group. This complexity
requires a shared understanding and vocabulary
for everyone in Minnesota to build knowledge.
This shared understanding and vocabulary must
be consistent across all projects and audiences.

REDUCE NOISE

•

Integrating communications and engagement
across all projects and audiences ensures
consistency and can help reduce sending mixed
or conflicting messages. People learn from
exposure to and repetition of concepts and
ideas. Consistency helps to create meaningful
connections and reduce messaging noise.
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Understanding Minnesota
CAV Audiences
Minnesota’s CAV partners need to effectively
communicate with a variety of audiences to
meet overall program goals. Understanding the
differences between the audiences, and their
different interests, influence and perspectives, will
help make messaging and tactics more successful
in connecting with people. For the purposes of
analysis and guidance, we split audiences into
two groups: (1) partners and industry and (2) the
broader public.
PROGRAM-LEVEL AUDIENCES

Partners and Industry
Audience Groups
In spring/summer 2020, we connected with
MnDOT staff throughout the agency via facilitated
workshops to identify an initial list of partner
and industry stakeholders. We categorized the
individual stakeholders into audience groups based
on interest and influence. The three partner and
industry audience groups are listed here:
CHAMPIONS AND DECISION MAKERS
These individuals hold formal or informal power
to support or obstruct success on CAV-related
activities.

Implementation tip: It is important to keep
these stakeholders informed about CAV activities
in Minnesota due to their role.
INFLUENCERS AND ADVISORS
These individuals are interested in CAV and
can affect outcomes but do not establish the
environment and direction for a program or project.

Implementation tip: Because they are highly
interested, it is important to provide these
stakeholders with opportunities to get involved in
CAV activities.
PARTICIPANTS AND OBSERVERS
These individuals are interested in CAV but unlikely
to affect program or project outcomes at this time.
PROJECT-LEVEL AUDIENCES

Implementation tip: Keep these stakeholders
informed about CAV activities because they are
likely to move between audience groups
depending on the specific project.
It is important to note that these categories are not
static. Audience groups or individuals can move
between categories based on their interest and
influence over time. For example, as an industry,
transit agencies may be a member of Influencers
and Advisors, but when a specific transit agency is
partnering with MnDOT on a project, they become a
Champion Decision Maker.
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Below is a non-exhaustive list to show examples of
different industries, sectors and organizations that
require outreach for Minnesota’s CAV Program to
be effective.

Implementation tip: These categories are initial
program-level audience groupings and should be
consistently monitored and evaluated.
Additionally, a specific audience identification
process should occur for every CAV project.

Broader Public Perspectives
In summer/fall 2020, we connected with about
2,200 people in Minnesota via survey and follow-up
interviews to better understand what people know
and how they feel about connected and automated
vehicle technology. From this input, we identified
four perspectives that are common among people
in Minnesota:

• CAV Cautious—

The Information Seekers

CHAMPIONS AND DECISION-MAKERS

•
•
•
•
•
•
•
•

• CAV Caregiver—

Business advocacy

The Community Allies

CAV industry
Technology

• CAV Critical—

Policy advocates

The Historically Underprioritized

Freight and logistics
Metropolitan Planning Organizations and
Regional Development Organizations

Transit agencies
Education
Transportation services
Labor
Departments of Transportation
Historically underprioritized communities
Disability rights
Advocates
Media

PARTICIPANTS AND OBSERVERS

•
•
•
•

The Spirit Squad

Elected officials

INFLUENCERS AND ADVISORS

•
•
•
•
•
•
•
•
•

• CAV Confident—

Counties and cities

Manufacturing
Active transportation
Neighboring states
Aviation

These perspectives are not specific people and
any given person may identify with more than one
perspective. However, this framework provides
guideposts to help Minnesota CAV partners verify
they are effectively communicating and engaging
with people in Minnesota.
HOW TO USE THIS INFORMATION
Each of the four perspectives includes a brief
description which outlines the general motives and
values driving the perspective. Understanding this
context will help tailor messaging to meet people
where they are in terms of their knowledge and
feelings related to CAV. Minnesota CAV partners
should reference this framework when developing
specific messages, materials and approaches to
connect with people in Minnesota. The framework
can help answer the following types of questions:

•
•
•
•

What aspects of CAV should we highlight?
What level of detail should we give?
What are we asking of people?
What should our priorities be when planning
CAV demonstrations?
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CAV Cautious

THE INFORMATION SEEKERS

People with this perspective have their reservations
about CAV, but there is hope that they will become
committed to seeing it as a part of Minnesota’s
future as they learn more. Their knowledge of CAV
varies. However, regardless of how much they
know, they have questions and are looking for more
information.
The information they are looking for is similar
even though they have a variety of concerns. They
tend to be most interested in understanding how
the technology works, especially related to safety
and winter weather, and how CAV will impact
them personally. Before talking to people with this
perspective about the full breadth and potential
of CAV, it is important to first empathize with their
perspectives and address their questions.

High

FEELINGS ABOUT CAV
Negative

On technology

On impacts

Personal

Community

WHAT WE HEARD
“

“

“

FAMILIARITY WITH CAV
Low

FOCUS OF MESSAGING

“

I don’t have enough information about how this
works, especially in rural/ frontier Minnesota.”
When it is clear that the introduction has been
carefully tested and vetted, I would be glad to
try one. Until then, however, I would avoid such
vehicles.”
Minnesota should do more to have companies start
testing and developing for weather.”
Things we could do would be to test out some of
the technology in our day-to-day life. Test vehicles
could be loaned to people to test out and then give
a report on it.”

Positive

Implementation tip: This perspective is the most common among people throughout Minnesota. Even
people who identify with other perspectives are likely to identify with aspects of CAV Cautious as well.
When in doubt, tailor messaging to this perspective. This should be the baseline for Minnesota’s CAV
messaging and engagement, building in aspects of other perspectives as needed.

WHAT THIS LOOKS LIKE IN PRACTICE

Med City Mover Case Study
On the Med City Mover project, the project team
developed messaging materials with the CAV
Cautious perspective in mind. Since this is the most
common perspective in Minnesota, the materials
would likely connect with the broadest audience.
This meant framing the demonstration project as an
opportunity to discover CAV technology since this
group is information seeking and focused on learning.

However, the project team also developed talking
points and supporting materials that focused more on
community impacts of CAV or specific related topics.
This allowed the team to easily share this information
in conversations with groups and individuals. Visit the
Med City Mover Case Study report for more information
about how the project team brought to life the messaging
guidance in this document.
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CAV Confident
THE SPIRIT SQUAD

People with this perspective have a positive outlook
on CAV. They look forward to its implementation
and want to see it spread within their communities,
quickly. They tend to be more familiar with CAV
technology, at least aspects of it, and some
individuals are even early adopters.
To round out their existing knowledge of CAV
technology, it is important to make sure they
understand the full breadth and potential of CAV.
Foster relationships with these individuals and
provide additional education to set them up for
success as CAV ambassadors in their communities.
FAMILIARITY WITH CAV

FOCUS OF MESSAGING

On technology

On impacts

Personal

Community

WHAT WE HEARD
“

“

“

Low

High
“

FEELINGS ABOUT CAV

Negative

Positive

I’m excited about the future of autonomous and
connected vehicles. I believe they will improve
traffic and safety.”
Great opportunities to reduce congestion, improve
safety, and potentially lower costs for many.”
Minnesota should be on the cutting edge of
education and testing.”
I could see them with seats designed so occupants
could face each other and have a conversation,
maybe a table in the middle to use as a desk. If
it’s completely automated, they could be doing
whatever work along the way: emails, laptops,
movies.”

Implementation tip: This perspective is less common than others. However, people with this perspective
tend to be vocal and well connected. It is important that they see themselves in messaging and have
opportunities to engage. This perspective is more common in urban areas.
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CAV Caregiver

THE COMMUNITY ALLIES

People with this perspective are concerned about
the social issues often associated with CAV. They
focus less on the technology itself and more on
what it may mean for their community. They want to
keep their community safe and ensure Minnesota’s
transportation system is an equitable one.
Their outlook on CAV is negative only because
they don’t trust that the roll out will go in the right
direction. Their knowledge of CAV varies but there
is a common theme of distrust in government and/
or private industry to make decisions in the best
interest of Minnesota communities. Building trust is
the foundation for connecting with these individuals.

FOCUS OF MESSAGING

On technology

On impacts

Personal

Community

WHAT WE HEARD
“

FAMILIARITY WITH CAV
“

Low

High

FEELINGS ABOUT CAV

Negative

Positive

“

On a scale from convenient to an essential service,
we’re currently closer to convenient. But, as we
get closer to essential (i.e., a requirement for safe
transportation), we need to make sure people can
afford these technologies.”
The more I think about my mother, the more
interesting I think it would be to promote AV as
a way to enable autonomy. That is an attribute to
emphasize—the extent to which autonomy can be
enhanced.”
[CAV] would proliferate the number of cars in
the United States. There’s an obsession with that
here. More cars mean more freeways and more
dependence with that method of transport.”

Implementation tip: This is the most negative perspective in Minnesota. It is less common than others
but can be disruptive to conversations if people aren’t able to find the information they are looking for or
don’t have opportunities to get involved. Though it shows up differently, this perspective exists in both
urban and rural areas.
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CAV Critical

THE HISTORICALLY UNDERPRIORITIZED

People with this perspective don’t believe CAV
will be accessible to or benefit them, so they
tend to disregard it. This perspective is rooted in
communities underrepresented in past or current
transportation decision-making. There is a general
feeling among people with this perspective that
the system is not designed for them. Their level
of knowledge of CAV varies, some may even be
excited about it, but they don’t think it will apply to
them and don’t trust that getting involved will make
a difference. Relationship building is essential to
connecting with these individuals.

High

FEELINGS ABOUT CAV

Negative

Positive

FOCUS OF MESSAGING

On technology

Personal

“
“

“

“

FAMILIARITY WITH CAV

Low

WHAT WE HEARD

On impacts

Community

Focus on making public transit better.”
Limits of technology is one of my concerns–I live in
an area that part of the time you can’t even make
a cell phone call. How will vehicles know their way
when they can’t connect with GPS or some other
means of communications?”
I’m just a poor person with very little income. I
don’t have much to say. I think people should be
able to vote on these things, fill out surveys. I don’t
have much power.”
As a taxpayer, I’m not sure I want to pay for that
for the few people that will gain from it.”

Based on the engagement and audience analysis
completed as part of developing this guidance,
demographic groups that are likely to hold this
CAV Critical perspective, and therefore should be a
priority for future relationship building, include:

•

Black, Indigenous and
people of color

•
•

New immigrants

•

People with low
income

•

People with
disabilities

People with limited
English proficiency

•

People walking,
bicycling and rolling
(e.g., using mobility
assist devices)

•

People with limited
internet connectivity

•
•
•

Older people
Women
Rural communities

Implementation tip: This perspective is more indifferent than negative. It’s not enough to just have
messaging tailored to this perspective. Traditional communications and engagement methods may not be
effective in connecting with these individuals and communities. Be open to and adopt new approaches to
include this perspective.

9

Minnesota’s Core CAV
Messaging Themes
Creating consistent messaging is critical to building
understanding with all audiences. Successful
messaging responds to two key questions:

•
•

What do we want people to know?
What do people want to know?

Equity, Access
and Mobility
CAV technology can support Minnesota to
create a transportation system that works
for all.
WHAT WE HEARD
“

We answered these questions by learning from
partners what is important for people to know
about CAV and hearing from people in Minnesota
directly what matters to them.
Moving forward, Minnesota’s CAV program will
focus on four core CAV messaging themes:

Innovation
Connected and automated vehicle technology
is already in use and is the future of
transportation so Minnesota is proactively
planning and preparing.
WHAT WE HEARD
“

[CAVs] are the future and I believe
Minnesota should be at the forefront”

I think it is a great future resource for people
with disabilities and seniors to be more
independent.”

Economic and Workforce
Development
CAV will drive opportunity for Minnesota.
WHAT WE HEARD
“

“

I think connected vehicles will be
transformational to the US economy, and of
course Minnesota.”
The best way to ensure that MN can be part
of the economic advancement of CAVs is to
be a part of the testing and development.”

HEARING FROM MINNESOTA

Safety
Safety is and will continue to be our top
priority and CAV has the potential to improve
safety for roadway users.
WHAT WE HEARD
“

“

Need to be analyzing what is being put out
there to say ‘yes, it is safe’, ‘yes, it is reliable.’
Someone from government needs to take
that responsibility.”
This could allow a person to learn from their
mistake without dying, and then they won’t
do this again. AV can gently correct a person
making a foolish mistake.”

Identifying core themes
What do we want people to know? We connected
with partners via a working group and
individual interviews to learn what they felt is
critical information to share with stakeholders
and people in Minnesota. They identified these
four core messaging themes more frequently.
What do people want to know?
When we asked people in
Minnesota what matters to them
via survey and interviews, Safety
and Equity, Access and Mobility
were the most common themes.
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These core messaging themes should stay
consistent throughout all Minnesota CAV
communications and engagement. However,
individual messages may be emphasized more
or less based on the specific audience and/or
project. More detailed messaging, talking points
(statements) and proof points (data) to support
these themes need to be tailored to specific
audiences and projects.
A PEEK INSIDE

Minnesota CAV Messaging Toolkit
The Minnesota CAV Messaging Toolkit is a
resource for practitioners to make it easy to
incorporate CAV messaging into their projects.
The toolkit includes more detailed messages,
talking points and proof points related to each
theme. It also includes a glossary of terminology
and guidance on how to tailor points to specific
audiences, types of projects or phases within a
project. Minnesota CAV partners will review and
update the toolkit on a regular basis to make
sure practitioners have easy access to the most
current CAV messaging.

Project Type Messaging
Considerations
The type of project you are working on also matters
for how you talk about CAV in Minnesota. CAV
technology is new and evolving—what is possible
today is different from what might be possible
in the future. Therefore, the time frame of your
project matters. For the purposes of analysis and
guidance, consider the following project types

•

CAV demonstration project—Near-term
to long-term focus; on-the-ground testing of
CAV technology that is available today but in
preparation for the future

•

Construction project—Near-term focus;
implementation is within the next few years

•

Planning project (CAV-specific or general)—
Mid-term and long-term focus; implementation
time frame is several years away

General Messaging Considerations
The following are general considerations that
practitioners should build into CAV messaging
whenever possible:

•

Framing: The role of CAV messaging and
engagement is to build knowledge not to
“sell” CAV. However, there is an opportunity
to increase people’s excitement for CAV by
increasing their exposure to it.

•

Terminology: There is a terminology gap
between how people in Minnesota talk about
CAV and what partners and industry are using
(e.g., “CAV” versus “self-driving”).

•

“Connected” and “automated” are the
preferred terms. However, use “self-driving”
conversationally or when there is not an
opportunity to provide additional context.
“Self-driving” and “automated” are preferred
over “driverless” or “autonomous” due to public
perceptions related to safety.

•

Specific ternimology was considered and chose
to ensure the effectiveness of the Statewide
Baseline Survey and other project materials.
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WHAT THIS LOOKS LIKE

Statewide Baseline Survey
For the statewide baseline survey, we used the term “self-driving” on the social media ads asking people
to take the survey. We used the term people are more familiar with because the social media post was
short and we were trying to catch people’s attention quickly. We didn’t have the space or time to explain
what “CAV” or “connected” and “automated” mean. However, in the survey itself, we used “connected”
and “automated” because we were able to provide additional context as to what they mean.
It was important for us to initially meet people where they are in their understanding of CAV terminology
but also to use our interaction with them to build knowledge of the preferred terms.

•

CAV use cases: Public-facing CAV messaging is
currently focused on single-occupancy vehicles.
Use future messaging to expand people’s
understanding of CAV by building in more types
of examples.

•

Related topics: Shared-use mobility and
sustainability, specifically electrification and
greenhouse gas emissions, are topics people
in Minnesota often connect to CAV in their
conversations. Be prepared to also address
these topics when talking with people about CAV,
especially for audiences who are more interested
in impacts than the technology itself.

•

Relation to demonstrations: Individual
feelings about CAV technology generally
mirror the success of specific local tests and

demonstrations. For future demonstrations,
monitor the technical success of the project to
know if project messaging needs to change. Have
a project-specific crisis communications plan in
place to quickly adapt if needed.

•

Minnesota’s CAV Program: People in Minnesota
don’t see the CAV activities in the state as
part of one program and can’t easily find
information about the different work happening
in Minnesota. Find opportunities through
messaging and branding to highlight how CAV
activities are part of a broader Minnesota CAV
Program.
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Planning for
CAV Engagement

Step 1: Define expectations
CAV-specific considerations for this step include:

•

MnDOT created the handbook as a guide for the
agency’s staff. While MnDOT currently leads a lot
of CAV engagement, efforts are often broader
than just one agency. As you define expectations,
be sure to clarify expectations and commitments
from all partners leading the CAV engagement
activities (e.g., messaging for a CAV shuttle
demonstration project needs to be clear about
the expectations and commitments from MnDOT,
the relevant city/county and transit provider.)

•

CAV messaging is often one piece of broader
project messaging. In these instances, review the
questions in the handbook with a CAV-specific
lens in addition to the general project goals (e.g.,
ask “what are the CAV messaging goals for this
project?” in addition to “what are the overall
project goals?”)

To successfully communicate CAV messaging
and engage people in Minnesota in CAV decisionmaking, Minnesota CAV partners need to identify
the right tools to use for each specific project or
need. Individual projects benefit greatly from
creating project-specific communications and
engagement plans to thoughtfully guide internal
and external messaging and involvement.
CAV projects, or projects looking to incorporate
CAV messaging, should create a communication
and engagement plan at the start of the project.
This upfront planning is critical to integrate CAV
messaging and engagement across projects and
promote clarity, consistency and understanding.
Successful engagement planning includes six
key steps (as outlined in the MnDOT Public
Engagement Planning Handbook):

•

Step 1: Define expectations—Clearly define the
project, expectations and commitment

•

Step 2: Identify issues—Identify stakeholders,
issues and needs

•

Step 3: Determine level of engagement—
Determine level of engagement and public
influence

•

Step 4: Clarify roles—Clarify public role in
decision-making

•

Step 5: Create a plan—Create and implement
public engagement plan

•

Step 2: Identify issues
CAV-specific considerations for this step include:

•

Step 3: Determine level of
engagement
CAV-specific considerations for this step include:

•

In addition to the factors in the Handbook,
CAV-specific factors for consideration include:

» Applicable Minnesota CAV audiences
» Existing knowledge and feelings related to CAV
» Influence or role in CAV decision-making
» Previous exposure to or involvement with CAV
» Recent local or national news related to CAV
» For CAV-specific projects, risk of concept or

Step 6: Evaluate—Evaluate engagement efforts
(after action review)

The MnDOT Public Engagement Planning
Handbook is a step-by-step guide for how to do
this. The following sections include considerations
specific to CAV for practitioners to include when
planning for engagement, either as a standalone CAV
project or when including CAV messaging as part
of a larger project. Practitioners should add these
considerations to the general considerations in the
MnDOT Handbook.

The Minnesota CAV audiences identified in this
guidance document provide a framework for
identifying stakeholders, issues and needs for
CAV engagement activities.

technology

•

Keep in mind the level of engagement may
change throughout the project; it may vary by
phase. Additionally, when CAV messaging is
part of a larger project, the level of engagement
specific to CAV may differ from that of the overall
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project (e.g., the purpose of engagement on the
overall project may be to get input on a roadway
design but the purpose of CAV engagement may
be just to inform.)

•

•

Since CAV is relatively new to most audiences,
CAV engagement at the “Inform” level should be
included on projects whenever possible to build
knowledge among all audiences.
The figure below identifies recommended tools to
use with CAV audiences across the participation
spectrum. We identified these recommendations
based on the analysis and engagement with
people in Minnesota and CAV partners as part of
developing this guidance document.

LEVEL OF ENGAGEMENT

Inform
Provide balanced objective
information to help understand
the problems, alternatives and/or
solutions.

Consult
Obtain feedback on analysis,
alternatives and/or decisions.

Involve
Work directly with the public or
stakeholders throughout the
process to ensure that their issues
and concerns are consistently
understood and considered.

Collaborate
Partner with the public or
stakeholders in each aspect of the
decision, including the development
of alternatives and the identification
of the preferred solution.

Empower
Place final decision-making in the
hands of the public or stakeholders.

•

Additional considerations for tool selection:

» There is an apparent correlation between

people’s knowledge of CAV and their
excitement for it. Prioritize opportunities for
engagement activities that expose people to
the technology.

» The current CAV conversation in Minnesota

is partner and industry focused. Look for and
prioritize opportunities to share CAV messages
with people in Minnesota broadly, especially
priority populations identified in the CAV
Critical perspective.

» Minnesota households are well connected
to the internet, but not all households are

TOOLS FOR PUBLIC CAV AUDIENCES

•
•
•
•
•
•
•
•
•

TOOLS FOR CAV INDUSTRY PARTNERS

Community group presentations
CAV Ambassadors
Facebook
YouTube
Public-friendly website
Press releases

•

•

Demonstration projects
Online surveys
Interviews/ focus groups/
listening sessions
Community events

Demonstration projects
Online surveys
CAV Thought Leaders
Focus groups/ listening sessions
Industry/ stakeholder events
Small stakeholder meetings

•
•

Community advocates
Workshops/ charettes

•
•
•
•
•
•
•
•
•

•
•

Community advisory committees
Partnerships with communitybased organizations

•
•

I-CAV
CAV Innovation Alliance

•
•

Voting community committees
Community balloting or polling

•
•
•

Governor’s Advisory Council
Voting industry committees
Industry balloting or polling

•
•
•

Industry
presentations
CAV ambassadors
Industry focused
website
Email updates

•
•
•
•
•

Newsletters
Fact sheets
Facebook
Twitter
LinkedIn

Stakeholder workshop/ forum
Planning studies
CAV Champions

These tools are not limited to one level of engagement. Most often, tools from previous
levels are used in combination with the tools in the level of engagement you’re working in.
Note: Graphic adapted from IAP2 and MnDOT Public Engagement Planning Handbook
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connected. Digital engagement can be effective
in reaching many, but CAV engagement also
needs to have non-digital strategies, especially
in rural areas.

» Facebook and YouTube are the most common

Step 5: Create a Plan
CAV-specific considerations for this step include:

•

social media platforms people in Minnesota
are using. Leverage these to reach more
people.

» People in Minnesota are highly engaged in
government, but not in public meetings.
Use engagement tactics other than public
meetings.

Step 4: Clarify Roles
CAV-specific considerations for this step include:

•

There are likely to be multiple CAV audiences
applicable to a specific project (e.g., some
Champions and Decision-Makers, some
Influencers and Advisors, some Participants and
Observers, and the public). When asking the
questions identified in the Handbook, be sure to
answer them for each relevant CAV Audience as
roles they play are likely to vary.

When you are incorporating CAV messaging
into a larger project, you don’t need to create a
standalone plan for CAV engagement. Rather,
include notes specific to CAV audiences,
messaging or tools in the broader engagement
plan when applicable. Both types of activities—
communications and engagement—can be
included as part of the same plan.

Step 6: Evaluate
CAV-specific considerations for this step include:

•

One of the goals for Minnesota CAV messaging
and engagement is—build knowledge of CAV
technology throughout Minnesota so people
have the information they need and can help
shape the future of transportation in the
state. Whenever possible, ask the core survey
questions about knowledge and feelings related
to CAV to help evaluate overall CAV messaging
and engagement success over time.

FOR YOUR INFORMATION

Existing CAV Advisory and
Working Groups

Advisory Council to study, assess, and prepare
for the opportunities and challenges associated
with the widespread adoption of connected and
I-CAV: The Interagency Connected and Automated automated vehicles (CAV) and other transportation
technologies. Since its inception, the Council has
Vehicles Team (I-CAV) includes representatives
from state agencies, the University of Minnesota’s launched the CAV Innovation Alliance, tested
Center for Transportation Studies, Met Council and new connected vehicle technologies, conducted
a fiber investment plan, and launched the state’s
the U.S. Department of Transportation’s Federal
messaging and engagement plan.
Highway Administration to ensure coordination
on CAV activities, support policy developments,
CAV Innovation Alliance: The Minnesota CAV
advice the Governor’s CAV Advisory Council, and
Innovation Alliance is a broad statewide network
actively work towards CAV solutions and projects
to coordinate connected and automated vehicles
that make Minnesota’s multimodal transportation
activates—including research, projects, planning
system safe, equitable, efficient, sustainable, and
and policy—to help the state plan and prepare
healthy.
for emerging technologies. The Alliance includes
representatives from universities and technical
Governor’s CAV Advisory Council: In April
colleges, private industry, nonprofits, and
2019, Governor Walz issued an executive order
government.
appointing a Connected and Automated Vehicles
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KEY TAKEAWAY

The Value of Demonstrations
Demonstration projects need to be a
core strategy for CAV engagement. We
heard from people in Minnesota that
opportunities to experience the technology
are the most effective way to build
knowledge, which also leads to greater
excitement for CAV. Demonstrations
also provide Minnesota CAV partners
opportunities to test new technologies and
potential real world use cases for CAV.
The strongest demonstration projects will
combine all these benefits into one—giving
people the opportunity to experience and
provide input on new technology and use
cases while partners are simultaneously testing how it works. Practitioners should give special attention
to focusing demonstrations on addressing core messaging themes and/or connecting with priority
populations. The focus of demonstration projects will need to change over time as technology and
people’s knowledge of it evolve. However, demonstrations are likely to remain an effective engagement
tool as long as there continues to be new technologies and use cases to test.

Resources
•

•

•

•

Minnesota CAV Messaging and Engagement
Strategic Recommendations: Next steps
for how Minnesota CAV partners can elevate
messaging and engagement programmatically in
the next one to five years.

•

Minnesota CAV Messaging Toolkit: A
compilation of specific messages and talking
points for project managers and other
practitioners to reference for CAV-related
communications on their projects. This toolkit
helps provide a shared understanding and
vocabulary of CAV.

Baseline Statewide Survey and Interviews
Summary—High-level results and takeaways
from the engagement with people in Minnesota
completed as part of developing this guidance.

•

Media Review Summary—High-level takeaways
from the media review completed as part of
developing this guidance.

Med City Mover Case Study: A real-world
example of this guidance in action and
the lessons learned from a messaging and
engagement on the Med City Mover CAV
demonstration project in Rochester, MN.

•

Peer Agency Interview Summary—High-level
takeaways from the peer agency interviews
completed as part of developing this guidance.

•

Minnesota Data Review Summary—High-level
takeaway from the data review completed as
part of developing this guidance.

MnDOT Public Engagement Planning
Handbook: A handbook for practitioners to
incorporate CAV as they walk through the steps
of public engagement planning in their work.
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