Successful Communications Strategy
in Public Transportation Campaign

Values-Based Communications and Success Keys
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Overview

- Values Based Communication Strategy
- APTA
- Keys to Success

 ldentify/communicate the core values of your region
 Timing

« Research and strategic Intelligence

* Problem awareness

« Diverse, Community Leader Champions
« Specific answers: “What is in it for me?”
« Targeted Messaging

« Stay on Message
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Why Voters Turnout & Vote to Support

- A personal connection or affect to the
spokespeople and high-profile figures
associated with the campaign.

- Belief that the candidate/issue will have a direct
positive impact in their life or the lives of
people they care about.

- Belief that your candidate or issue supports
their core values—they may not agree with
every message, but believe it will
protect/promote the things they care most
about.
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The Power of “Values”

Many of the most successful enterprises have been built on our values
research approach to help a client unlock the key to what makes them
most powerfully and personally relevant to their key stakeholders

Ameriprise &) T Helping you start discovering the

Financial . age = . .
J possibilities, unlocking your passions
N and articulating a vision to your

future.

Drinking milk every day helps you
maintain a healthy weight and look
your best.

S31931Vd1lS PUIN + 1JesH

What happens in Vegas,
stays in Vegas.
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What are Values?

v Values are the central guideposts for human
decision making.

v' Make clear which issues have the greatest
Impact

v" Visions built on the public’s values focus,
engage, and unify public and leaders behind

action—action the public wants and

therefore will support.
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Why Values Matter

* They are

motivational

* Widely shared

 Stable, enduring

_Ideal to inspire to

DO something

. |deal to build coalitions--

expand our base and
reach out

. Echoes of our past

|deals for our future
Continuity throughout

a project--umbrella
theme /‘



Personal Values

v Self-Esteem
v Personal Satisfaction

Belonging
Trust

v' Sense of Accomplishment Sharing with Others

v Happiness Self-Preservation

|

= v’ Security Self-Fulfillment
+

= v’ Care for Others Sanctity of Life
§ v' Peace of Mind Pride

g v' Enjoyment / Enjoy Life Love

o

H

v Personal Freedom and Control Preserve the Earth

v' Take Care of Family Eternal Life / God

Respect

v
v
v
v
v
v
v
v
v
v
v Longevity v
v

v Concern for Future Generations v Self-image
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An Effective Theme or Communication
Must Connect Both Rationally and Emotionally

|dentifying the rational and emaotional drivers —wb—
of this hinge is the purpose of “values”
research.

/

Persuade By Reason,
Motivate By Emotion

Connect emotionally by
tapping into personal
values




Values Research: Rational and Emotional

linking the components

T

Stable, enduring personal goals

derived from the functional
conseguences)

Functional Benefits/Consequences

Functional consequences derived from
pursuing life’s needs/wants)

S31931Vd1lS PUIN + 1JesH

Attributes
(Life’s needs/wants)
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Example of the values process

LOGIC QUESTIONS ANSWERS
VALUE Why is it important for “Security and love as a
you to be more at parent” (Family Love)
ease?
PERSONAL wg:rt] ;sot;]i :r??:if;te t)cl)oyac;u Less worry - more at ease
CONSEQUENCE _ .
Q son in a safe environment? (Less Worry)
1‘ Why is that important to “Raise son in a safe
you? environment”  (Feel
Safe)
FUNCTIONAL  Why are the “friendlier “Better place to raise family”
CONSEQUENCE people” important to you? (Good place for family
1‘ children)
Why did you rate the quality of life <People here just seem to be
ATTRIBUTE

in the region so high?

friendlier” (The People)



Public Transportation Partnership for Tomorrow g
/4

Wherever Life Takes You

Campaign Example

National Turnaround in
Public Transportation



Public Transportation Partnership for Tomorrow @
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Wherever Life Takes You

Support for Public Transportation - 2002

Undecided
36%

Source: Wirthlin Worldwide Poll, January 2002



Community Benefit Built on

Personal Opportunity

PRIMARY VALUES ORIENTATION ,

13

Peace of Mind
Accomplishment

V4

y 4

Allows Me/Others To
Do Their Job provided by mobility,

Do Other Things | Want choice, and accessibility

I which generate a peace
of mind from the

accomplishments of

people getting their

jobs done or other

things important to
them.

e entire community
benefits as a result of
the opportunities

Personal Mobility
Choices and Options
Local Accessibility




Public Transportation Partnership for Tomorrow
Wherever Life Takes You

WITHOUT PUBLIC TRANSPORTATION, EVERY DAY MILLIONS OF PEOPLE
COULDN'T GET WHERE THEY NEED TO GO.

HOW WOULD THAT AFFECT YOU?

Every day, public transportation enables people from all walks of life to get to work, to get to class, to
volunteer at the local community center, or just go where they want to go. And when people thrive,
communities thrive. Find out why public transportation helps us all. Visit www.publictransportation.org.

PUBLIC TRANSPORTATION
Wherever life takes you




Public Transportation Partnership for Tomorrow @
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Wherever Life Takes You

See Video #1



Public Transportation Partnership for Tomorrow @
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Wherever Life Takes You

Support for Public Transportation - 2002

Undecided
36%

Source: Wirthlin Worldwide Poll, January 2002



Undecided
26%

Support
47%

27%



Wherever Life Takes You

Public Transportation Partnership for Tomorrow g
/4

(PT)%is Working

2008 77%
2009 70&
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“Public Transportation Takes Us There”

e Asingle, unified platform for all
communications

e Message is positive, forward-looking and
evokes movement

W e “There” means something different to each
g audience: the economy, energy
independence, the environment or
improved quality of life

e Easily customized to circumstances or

legislation (e.g. Energy, Climate Change,
Authorization)




Public Transit Benefits

National Beltway
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® Economy
@ Energy
® Environment

Q807 The benefits of public transportation generally fall into 3 broad areas: economic benefits, environmental
benefits, and energy related benefits. Comparing these types of benefits, about what percent of these benefits fal
into each of these categories (your responses should total 100%)?




“Takes Us There” Message Works

Public transportation plays a significant role in finding a solution to the numerous challenges
facing America today. Investing in public transportation not only creates jobs and stimulates
economic growth, it reduces our dependence on foreign energy, protects the environment
and improves our quality of life. Whatever the priority, whatever the issue, public
transportation takes us there.
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83%

i Strongly Agree i Somewhat Agree Somewhat Disagree i Strongly Disagree




Campaign Approach

Air Cover
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Ground Game
(GR/Comm.)

Outreach

Marketing, Media

Outreach




“Takes Us There” Advertising

e Primarily DC-based to reach Congress and
other influencers/policymakers, includes:

e

=1 — Print

+ °

= — Radio

2 .

® — Online
Py

> .
@ — Transit
m

e | ocalized versions available for use

A
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Creating Jobs (@

Investing in public transportation
will spark our economy.

Every S1billion we invest in public
transportation means 30,000 jobs.

Whether it's more jobs, a cleaner
environment, energy independence
or a better quality of life, public

transportation takes us there.

publictransportation.org

Economic
Message

25
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Economic — Local Ad

Every S1 billion we invest in U.S,
public transportation systems like
[system] means 30,000 jobs.

Whether it's more jobs, a cleaner
environment, energy independence
or a better quality of life, public
transportation takes us there.

publictransportation.org



Protecting the Environment

in public
should be part of the climate change bill.

I Environmental
®

One-third of U.S. carbon dioxide emissions
comes from transportation sources. Public
transportation already reduces those
emissions by 37 million metric tons each year.

Whether it's more jobs, a cleaner

Energy Independence

, energy i eora

Investing in public transportation will better quality of life, public transportation -
keep our nation strong. takes us there,
publictransportation.org

Public transportation saves 4.2 billion
gallons of gasoline each year, making us
less dependent on foreign oil.

Whether it's more jobs, a cleaner environment,
energy independence or a better quality of
life, public transportation takes us there,

publictransportation.org

I . Easing Traffic
Greater investment in public

transportation will keep our
community moving.

UBLIC TRANSPORTATION

TAKES US TH

. *o——8 .
acomamy o emvirenmant s mamrgy e ity < e

In one year, public transportation riders save
H 541 million hours in travel time, reducing stress
and decreasing congestion on our busy roadways.

~ Whether it's more jobs, a cleaner environment,
energy independence or a better quality of life,

public transportation takes us there.
publictransportation.org

PUBLIC TRANSPORTATION ("-‘
TAKES US THERE =

aconasmy o emvircrmect s emargy » 5wty it 1he

TAKES US THERE

ecomarmy s areironmant s emargy s 11ty <4 e
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Keys to Success
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Keys to Success

- |dentify and communicate around the
core values of your region

- Timing
- Research and strategic Intelligence

- Problem awareness

- Diverse, Community Leader Champions
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- Specific answers: “What is in it for me?”

y

- Targeted Messaging

.- Stay on Message




No Silver Bullet:
Messages Targeted to Your Region

Finish the Freeways Phoenix

Getting our Economy Back on Track Santa Clara

Choice: The Urban Commuter Rail: New Ways to Austin
Connect

mc

5 -Existing Tracks

3 - Keep the Freeways Moving

_—g—; Keep K.C. Working Kansas City
i -Neighbors Helping Neighbors

§ -What if you had no way to get to your job?

m Its all about more choices... Miami-Dade
ﬁ

4 Pulling Together MARTA

- Pulling Together: Employers and Employees
- Pulling Together: Sports and Fans

Serving All Walks of Life Lansing
Wherever Life Takes You...We’'ll Get You There  Tulsa

Some of us ride it. All of us need it. St Louij




UTAH: Personal and Community Enrichment

: : 31%
Children and Future Generations (31%)
Personal Self Esteem
Enjoyment Self /
PERSONAL VALUES Sat l Sfactl O n
/ Accomplishment
CONSEQUENCES Colnr][rol Better Quality Makes Me Happy Feel
of Life Do a Better Healthy
/ Less Stress Job
Spend Time
With Family
Buy Other Do Other Things

FUNCTIONAL

Become a

consequENess Victim of Crime
Save Time

More [ Will (Not) Be

More Car Sick

,\,,S;\]/gy Crowds Accidents
ATTR'BUTES ................................ Affordable ................. Crl ...... e ..................................................... / .............................................................................................................. Cl .......... t .............................
Living mate
Outdoor _
Level  Taxes P%Rlél\zttl " I Traffic Quality
Scenic |
— Beauty Infrastructure



Personal Time and Opportunity (21%)
0

Self Esteem
Self Esteem Personal /
Family | S€curity
.............................................................................. / S\ N0 = -Y-o (o) 1 WO Sttt NSRRI U
consecuences Get Along . |f][ ,  Better Quality Feel
With Others ~°2M° of Life Do a Better Healthy

Job

/

Feel Good
Feel ISafe
Buy Other
lﬁ/ﬂ - Commonly
............................................................................ g Held Ideas
O s _Become a
Victim of Crime Children Handle
Life’s Problems
More l
Save Crowds Children More Car
Money Learn More Accidents
Gain
........... Knowledge  Cholces .\l ol
ATTRIBUTES AffO r d ab I e Crl o
Living e Educational
/ LDS System
Church

High Income

Populatign

Level Good Place for

Taxes  Growt Family/Children |
_— Infrastructure




Time, Opportunity for Personal Priorities (34%)
Outdoor/Scenic Component (positive)

The beauty of the ;
region provides Pea;;gml”d’
many recreational Enjoyment
options. Residents
are surrounded with Less Stress /
opportunities to Speng;me With
experience the 4
outdoors and relax Do Other Things /
with their families. Have More Choices

Outdoor Rec /

Scenic beauty




Time and Opportunity for Personal Priorities (34%)
Traffic/Commute Component (negative)

No Peace of mind

By Spending
Less Time on the Less Personal
: happiness
Road, Residents
are Able to Save Stressful /

Can’t spend time

Time , Relax and . _
with family

Spend Time with
their Families

More time spent
driving

Commuter traffic




UTA: Future Generations

See Video #2
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Central Florida Decision Making Map

PERSONAL

PEACE OF MIND

ENJOYMENT

sonfean

PRIDE EAMILY LOVE PEACE OF MIND
WELL BEING
SELF PERSONAL PERSONAL
PERSONAL SATISFACTI SECURITY ENJO;(MEN
----------- ENJO¥MENT S ""_VJ\L_""" L g
DO A GOOD JOB AS SPEND TIME WIT QUALITY /
A PARENT FAMILY / FRIENDS OF LIFE
LESS DO OTHER LESS ENJOY
STRESS THINGS STRESS
MAKES ME LIFE m
HAPPY
% PROLONGS LESS WORRY 2
PEND MONEY LIFE o
OTHER THINGS N D
/ HEALTHY | CAN FEEL SAFE
LIFESTYLE RELAX
MAKE MORE ENJOY
e f - R T P e A NATURE- - - =|-{---- - SR Y [ —— ——
# MONEY SAVES ME TIME ENERIT |
CHILDREN HAVE ROADS SAFE HAVE PRIVACY [ ooioa | S
BETTER QUALITY
OF SFE TO DRIVE CAN GO OUTDOORS NOJT'ZOEL';E conomy| 2
DO OUTDOOR - S
)
‘ ACTIVITIES KIDS BRING IN
CHILDREN WILL ARE TOURISM  CAN BE
LESS TRAFFIC SAFE ACTIVE
LEARN BETTER
e oo | ST ST N N gy
GOOD THINGS ARE HAVE THE SUN/ E LARGE'LOTS
AVAILABLE
SCHOOL VRO O LOCAL / FAMILY WEATHER| / NATURAL [ COMMUNITY|  varps | ACCESSIBLE
SYSTEM PLANNING FOR ACCESSIBLE HERE NVIRONMENT 5
GROWTH NEIGHBORLY/  THEME =
LIMITED ADEQUATE LOW CRIME ~ FRIENDLY PARK\/SARIETY oF &
PEOPLE o
GROWTH INFRASTRUCTURE / WELL THINGS TO DO
MAINTAINED THE BEACH
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Three Foundational Values Pillars of

Central Florida

Nature and the
Outdoors

High Quality
of Life from

Enjoyment in
Family
Friendly
Activity Nature
Allows

Safe and
Secure
Communities

Peace of Mind
and Security
from Living in
Safe and
Secure
Communities

Education

Community
and Parental
Peace and
Pride

Through Good
Educational
Opportunities




Key Values Strategy

Peace of Mind from Living in Safe and Secure Communities

Foster Distinct, Attractive Place to Llve
Key Stakeholder

Leading to Greater
Peace of Mind and
Sense of Security

Less Worry Over
Personal and Family
Safety
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Feeling Safe

Safe, Neighborly
Community

tral Florida



Values Translated into Visions and Scenarios
Safe and Secure Communities

Foster Distinct, Attractive Place to Llve

Choice B - Centers

Low-densi
suburbanIty

Develops 844 square miles
of additional land.



Key Values Strategy
High Quality of Life from Enjoyment in
Family Friendly Activity Nature Allows

Preserve Open Space Key Stakeholder

Personal & Family
Enjoyment, and
Development

Live Better Enjoying
& Relaxing w/ Family
and Friends

Enjoy Outdoors & Choice A - Green Areas
High-densi
Nature . Urban Ehgfr densly “

Live Healthy iﬁﬁ.ﬁﬁm

Weather,
Environment,
Natural Beauty

Develops 918 square miles
of additional land.

tral Florida



Other Values Themes in Central Florida

Provide Transportation Choices
Key Stakeholder

Peace of mind
Personal happiness

Less stressful
Do other things/
Spend time with

famil

Less time spent
driving
Less road rage
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Less commuter
traffic

entral Florida



Timing

e Key factor in timing links to who makes up your

winning coalition of voters:
e How strong is support?
e  When are they likely to turn out?
 General, primary, Presidential or ‘off year’, special...
* Whatelseis is on the ballot to impact their turnout?

 Generally requires 16-18 months from time that
key components of strategy are known and in
place (funding mechanism, theme/message,

modal emphasis). Many other factors impact...

 Transportation/Transit image

*  Public outreach/engagement

*  Problem awareness

*  Familiarity with vision and proposed solutions
Fundraising
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Research and Strategic Intelligence

* |dentify Key Issues/Concerns (problem awareness)
* |dentify core values and themes

 Hone message to address key issues in context of
key themes/values

e |dentify best mix of projects (modes and specific
projects)
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* Identify your winning coalition and when they

turnout (helps determine timing)

e Test public reaction to funding mechanisms

* |dentify key spokespeople/groups
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Problem Awareness

The Wasatch Front’s growing
transportation crisis

TRANSPORTATION

Why we’re here

e Major transportation investments have bee
made over past decade
I-15 in Salt Lake County

TRAX main line and University line
e Projects done on time and under budget

Utah hailed as being on leading edge of
innovative transportation projects

e Major positive impact on peonle’s lives and

N

Why should we care?

e Transportation is the backbone of our economy and
quality of life

e A congested transportation network:

Transperting goods to and from Utah is a $100 billion
a year industry and growing - 75%+ travel by truck

Increases the cost of doing business
Puts us at an economic disadvantage to competitors

Reduces productivity and increases costs due to time
lost sitting in traffic

Creates a more stressful, less-desirable place to live

and work
Increases air pollution and related health costs /

our needs are growing much faster
than our ability to meet them

e Expand I-15 in Utah &
southern SL Cos.

e Expand I-15 in Davis &
Weber Cos. & complete
Legacy Parkway

e Build commuter rail
between Brigham City & ¢
Payson '

e Build Mountain View
Corridor

(Expand TRAX

A/

Your commute time in 2015 =

/
—
Salt Lake City to South Jordan — PM rush h

Today 37 minute

2015 with planned improvements nute

47 minute

2015 with today’s revenue only 63 minute

It's up to us

e We have two choices:

o Address our transportation
needs now and protect our
economy and high quality of life.

o  Delay action and face a future of

congestion, lost productivity and
lower quality of life.

L0 i

Look familiar?

'y,



Problem Awareness

See Video #3
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Diverse Community Leader Champions

Take every opportunity to link to
broad, diverse coalition partners

i
D
QD
= Who we are
=
3 ¢ Mountainland Association of Governments (MAG) —
(ﬂ transportation planning organization for urban Utah County
g ° Wasa_tch Front.RegionaI Council (WFRQC) —ftransportation
r_r|| plannl_ng organization for urban Weber, Davis and Salt Lake
0) Counties
@ Utah Department of Transportation
Utah Transit Authority

Envision Utah
Salt Lake Area Chamber of Commerce

. J




Diverse Community Leader Champions

See Video #4
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Specific Solutions:
Part of a Vision that Helps Everyone

Educate the Public. Sell the big picture—a

transportation system that helps everyone.

When People Thrive, Communities Thrive.
Even if you never ride, you benefit.

ON TRACK TO
THE FUTURE

It’s your chance fo choose the route
your UTA takes into the future.

« High-speed commuter service.

LIFE IN THE FAST LANE
WHAT’S AHEAD?

s 4 day ride the
n north/south

THE FINANCIAL
CHALLENGES DOWN
THE ROAD.

points in b )

vail system + High-tech, arrival information
systems. Riclers will get «

I e to-underss

used publi nin the

e, all local operuting funds
come solely from sales
tion strictly prohibits the
7 public transportation,

oven to be

information

non-polluting, quiet transportati
aliernative. Teamed with UTA's bus s
TRAX has becom

next ride will arive. This high
tech information will
UTA build 4 m
elfictent system

To become 3 the Wasarch From

Regional Counci that there

will be loc
GETTING THERE it

Bus service is rolling, too. FROM HERE. ¥

« Expanded bus service. Gettlug 1o The Wasatch Front Regional ¢

1t 0 go will be entrusting UTA with Implementation of

the public
sportation plas for good

ATE ASSUT

SU ot for a ony

sales tax.

No increase since 1974, The origina
1/4-cent per dollar has not increased in
26 years. A litle Bas gone a long way

neil is

enient—

ansit part of its

« Transportation tax nues equal

reason transportation services. All funds go
directly to public transportation and

maintenance. Service is equitshly

ally

s, Sund

sed rail extensions,

* Qur record of achievement
wer of the

through inc

the tralfic along the Wasatch [l also be more TRAX trains arris

brin,

UTA Is a two-time w
1 Public Tra

with

distributed based on county sales

ion the gro

¢ tax collection
or
* More TRAX destinations. You'll b

« A significant portion of Utah's sales tax
ride TRAX 10 most major

comes from visitors, Tourists contribute
tly to Utah's sales tax revenues,

« We've proven we can get the
job done, It 1999, the General signifi

answer, In a

percent of Wasate

| commeernail | Lohies

Accounting Office (€

that UTA had the best re

mote frequent and express \hie United States for building a i
have system under budget and

ported * Our current investment?
- tles' Investment in wransit
sales tax is less than half the

of ¢
Alrport, West Valley
Jordan and Draper

expanding our pub

porded by Servicw

bilities. A long
has already been de

by our elec

bus services. Our end goal? T head average for U.S, cities
buses arrive at stops with suc of schedule

riders will

<] leaders,

make it ha

WASATCH FRONT RESIDENTS OVERWHELMINGLY
FAVOR EXPANSION OF PUBLIC TRANSIT e lorser head s

The plan, and the driving force | Dim Jomes & Assavtates. Ajedd 2000 i

Orppose | Fovor

« In 1969, + Expanded vanpool and
formed the W

deal with im;

{ officials of the five Wasatch Front counties

-
carpool programs.
tch Front Regional Couneil 1o specifically Canbliad Cogitsi [ carp
= : - N rea employes
nding growth and transportation concerns D” {ajor arca employers
ar transportation plan, with specific project scittoba oty [ [N ]

icatlons, woved by the Wasatch Fro o~

Council. The Ut L atharity has been Dends Counly "u P |
transit portion of that plan

o We're ready. W
improvements

's 1/ 4-cemt

) lar sales
*ln ss than half

ional ave

&

t3
Vb Cay R

inding Is available. transportation

1 begin immedia

TRANSPORTATION TIMELINE }

[ TR




Specific Solutions:
Part of the People’s Vision

Educate the Public. Sell the big picture
Particularly if it is their vision!

Alternaby : Misplaced Emphasis?
et o\What the...?
T e «Stop Plannerspeak
e The People’s Vision
m=s==== . <Tieinto the equity of well
.:...:-:'_w'—"_w_,;___, established community process and
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"‘“ o
e o o gificans B
ol g Jev s wrpwiert
gurde® ks ravenod S e The alvasmacve

!i’,::.‘l'-'w:.:':%ﬂ:;f‘::f“’ vision
~ oo iEe eContinuation of your vision—
——— protecting and promoting what you

Metroplan 2030 Long Range Value mOSt

Transportation Plan Executive Summary




Specific Solutions: What is in it for me?

Yes, Draper City could Your vote
have a light rail extension. can make it

VOTE YES on County Measure #1 and l
here’s what we could get in Draper City: et

* Alight rail extension that will - 15 to 20 minute frequency =
connect Draper City with Sandy of bus service on all major _§
City, Salt Lake City, the University corridors 3
of Utah and other destinations « Acoess 10 2 regional commuter & D R A P E R
along the Wasatch Front

rail system from Ogden to Provo

o Over the length of the plan, a o Park-and-Ride lots
doubling of the bus service in

123008,

Draper City including: * Community transit hubs
- Increased night service * More service for the disabled
- Increased Safurday service community

Alternate |[Route
— v | | e

- Sunday & holiday service

/ 3 o Ll o0

. . ” , B tightRailNow [ LightRail Proposed = :

All we need is 1/4 of 1% in additional sales tax §just 25¢ A 5 o orlm i

for every $100) to qualify for over $600 million in Federal Commer ol Proposed

support to make it happen. Vote Yes on County Measure #1!

e .
YES: o #1
ol b

Better Public Transit

Paid for by Pecple for Sensible Transportation

\Nevertheless, Its st
about the bigger
svstem

UTAH TRANSIT
AUTHORITY




Targeted Messaging

W/ f/f’fv}lfw

)\

Mailed to Republican and
rural voters,
Sonoma Co. 2004

Logking cut

for Transit Riders

Mailed to
Democratic, Green,
and urban voters,

Sonoma Co. 2004

Kaep possanger roil

On Track
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Stay on Message

Staying on Message = Force Multiplier

“Our coalition of supporters made for strange
bedfellows. We had the business community,
elected officials, bus operator unions, even
environmentalists all preaching our simple,
consistent message. Even when our
opponents tried several different attacks,
we all stayed on message.”

Natalie English, Charlotte Chamber




Successful Communications Strategy
in Public Transportation Campaign

Values-Based Communications and Success Keys

I 4

Dee Allsop, Ph.D. .
703-889-0238 Heaft + |\/|Iﬂ
dtallsop@heartandmindstrategies.com STRATEGIES



