HOV Pooled-Fund Study

Project Proposal Form


	Project Title:

Updated HOV Marketing Manual   

	Statement of Problem:

FHWA sponsored development of an HOV marketing manual about a decade ago.  This manual was made available to HOV practitioners through both hard copy and subsequently on CD ROM.  Its contents included case studies, constituency building, campaign objectives and strategies, development of marketing materials, media relations, advertising placements and promotions, community relations, ongoing marketing, monitoring the project/campaign and evaluating marketing effectiveness, evaluation pitfalls, and various sample surveys and materials.  Much of the summary materials from this guide were incorporated into the marketing chapter of the HOV Systems Guide.  Both are effective resources in explaining the basics of marketing and understanding of the role that marketing serves for HOV lanes.  But much of this guidance has not always found its target audience.  Surveys show that public awareness in some regions still lacks understanding of what HOV lanes do, and more importantly, what benefits they serve in respective locales.  Ongoing public awareness activities have not been performed in a number of locations, and this has posed a challenge in generating support to pursue or maintain support for projects.
Since the development of these guides, a variety of new lessons have been learned, specifically from project terminations like those in New Jersey, high-occupancy/toll (HOT) lanes, managed lanes and legislation to change existing project operations.  The role of marketing has also changed as more projects have matured into regional systems.  Some recent efforts have addressed public support for HOV lanes and comparative support for pricing and changing of the rules and regulations affecting specific projects.  Updating the FHWA marketing manual to address this new experience for a wider array of project types and user groups would be both worthwhile and helpful.  Further, more hands-on examples of materials would be useful to help local agencies fulfill needs for ongoing marketing.  This effort would update current experience and fill these gaps and needs.  It will provide a better set of materials targeted at frequently raised questions dealing with eligibility and hours of operation, access treatments and policies, air quality and transit benefits, impacts to general traffic, pricing issues and overall benefits of the concept in addressing local goals and objectives related to congestion management.  This effort would clearly define resources needed for ongoing marketing and public awareness activities, and provide example programs outlining how to reach out to key stakeholders (i.e., elected officials, local agencies, environmental advocacies and affected commuters) who have in the past had greatest impact on longevity of HOV lanes in operation.  

	Suggested Approach:
Past experience in this topic has shown that the limitations of written guidance is not sufficient to ensure acceptance and adoption.  The successful implementation of these updated guidelines would necessarily need to be linked to real-world cases where issues currently are threatening HOV lane implementation and operation.  As such, training and peer-to-peer outreach would be augmented to help disseminate guidance more effectively.   Marketing “networks” using the potential outlet of a PFS sponsored information clearinghouse and help line through a listserv could place marketing contacts in closer contact with one another.  Education materials (brochures and on-line support) targeted at local agencies regarding the need for marketing budgets would be available.  Outcomes of this effort would not just be written technical materials, but on-call outreach to assist in getting marketing programs activated/reactivated or adopted.  An overall goal of this approach would be building/maintaining a core constituency around a specific project or facility.  

Key issues to be developed include:
· Defining what marketing and public awareness is: Providing a primer on the justification for this function, with particular emphasis to ongoing needs

· Developing a marketing framework: reviewing prior references and updating what marketing is, what it does, who it serves and related introduction materials to address contemporary issues faced today.

· Components of the program: build on components currently available and augment with current applications and examples.  Address the needs of different stakeholder interests within this list of components and highlight which components are best for what groups.  

· Developing and maintaining a marketing plan
· Addressing specific issues: Examine common situational cases related to operation and enforcement policies, design treatments and users.  Provide examples of targeted strategies for each issue or question area, and develop  situational cases and case studies of who’s done a good job.  
· Outreach: Plan for on-line support and peer-to-peer applications (link to listserv resources)

· 
· 
· 
· 
· 


	Products:

· Products would be stand-alone materials and supplemental information to an updated marketing manual (updated through appendices),  brochures, fact sheets and Q&A supplemental information in hard copy and electronic form for use in addressing the most frequently encountered marketing issues.
· Products would also include a framework for outreach and information exchange between marketing professionals within the HOV community.  These products would be training materials, budgets for on-site support, data warehousing site to post marketing materials being applied to specific projects and regions, public survey results, strategies being applied to address legislation affecting HOV lanes, and an on-line reference library of materials including prior guides and products from this effort.



	End Users (Product Customer):

Recipients of this research would be HOV operating agencies, policy-making bodies, the media and general public at the local, state and federal levels.  The target audience would be agencies currently implementing and operating HOV lanes who have responsibility for educating and promoting public awareness of HOV treatments and related operations.


	Training, Outreach, and Distribution Plan:

Outreach would be through training and distribution of materials through outlets currently established within TRB, ITE, FHWA and AASHTO.  Specifically, materials generated from this effort would be incorporated into the NHI HOV Training course, through the TRB HOV Systems Committee and FHWA pool funds study (PFS) website, and through targeted outreach to locations and agencies who have an identified need for this information.  Some person-to-person outreach to help local agencies implement these products may be needed through such programs as the FHWA peer-to-peer program.


	Rough Order of Magnitude Cost:

Person Hours: 

 1400-1600
Labor Cost:

$120,000


Direct Costs:

$  10,000


Total Cost:

$130,000


	Comments:



	In-Kind Support or Other Funding (Beyond SP&R):

To be determined.  Solicitation to HOV practitioners to participate in the listserv is a minimal level of in-kind support that would be needed.  


	Suggested Schedule for Major Milestones:

Separate milestones are possible for the development of different deliverables named above.  The first major milestone would be an updated manual.  Materials augmenting outreach to specific areas would be a follow-on effort. 


	Benefits
Completion of this work will achieve a more user-friendly and updated set of marketing materials that will help a number of agencies in educating the general public about the role and function that HOV lanes serve, in generating and sustaining support for HOV rules and regulations, and in building support for system expansion.  Outreach will help make the existing and updated materials more accessible to end users.
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