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Introduction 

Key to success in the deployment of new technology such as ramp metering is the 
successful education of the various constituent groups regarding the goals and benefits of 
ramp metering. Based on the significant database built from multiple ramp metering 
deployments, both nationally and worldwide, issues with ramp metering focus on three 
principal areas of concern:  

 The assumption that ramp meters will back up traffic onto crossing arterials, 
impacting the operation of these facilities. 

 The belief that motorists will take another route to avoid ramp metering sites. 
 A perception from the public that ramp meters will unfairly increase their trip time.  

The overall approach to various stakeholder groups is similar, to present the benefits and 
dispel the myths of ramp metering. The method of engaging the various groups is different 
in both the content and amount of detail, because the important issues and the technical 
knowledge of each stakeholder group is not the same.  

This report outlines a recommended approach to address these concerns, dispel the 
myths, and present the benefits of ramp metering. It will address the important issues that 
must be faced as a ramp metering program—implemented most likely through multiple 
projects—moves through design to implementation. 

Section 4 of this report presents a series of recommended marketing and outreach tools 
that should be utilized. 

From research and discussions with other agencies that have ramp meter deployments, 
public support of ramp meters is essential for a successful implementation. Opposition 
toward ramp metering usually stems from public perception that delays increase due to 
ramp metering implementation, while their associated benefits may not be obvious. There 
is also a perception that ramp meters may contribute to increased rear-end accidents due 
to cars stopped on the ramp. Local agencies tend to assume that the ramp meters will 
back up traffic and degrade traffic flow on the crossing arterial roadway. 

Agencies operating ramp meters have altered these perceptions through focused public 
communications and involvement. By proactively disseminating information to the public, 
these agencies are demonstrating the benefits ramp metering can offer. 

A marketing and outreach plan must be tailored to address the concerns of the following 
constituent groups that have respective interests in the proposed project: 

 Technical staff – Engineers, planners and related management, who best benefit 
with information concerning engineering justification of ramp metering, 
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 Law enforcement/emergency responders – Principally, the NC State Highway 
Patrol, city police, county sheriffs, local fire and rescue personnel, who are most 
interested in the impact of ramp meters on their duties and ability to respond, 

 Public officials – Appointed and elected citizens on the NCDOT Board of 
Transportation, Metropolitan Planning Organization officials and local government 
elected officials, whose interest focuses on funding and public support, and 

 General public – End users of the ramp meters, who are most concerned about 
direct impact on their travel such as safety and delayed travel time. 

The target audience for public information dissemination should also include community 
leaders, elected officials, motorists, enforcement agencies, transit authorities, and notably, 
the local media. It is important to reach out to constituents—both proponents and 
opponents—of ramp meters. Many concerns can be addressed in the implementation of 
ramp meter strategies, as these concerns are often products of misinformation or 
misunderstanding and can be resolved. 

Costs for recommended approach of the marketing and outreach program described in 
this report could reasonably be in excess of $100,000, and potentially up to $150,000. The 
range of costs is highly dependent on a number of issues related to how the ramp meters 
will be deployed.  
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1. Target Audiences for Marketing and 
Outreach 

The agency staff interviewed for Task 5 - National Research Report stated that public 
support of ramp meters is essential for a successful implementation. Agencies installing 
ramp meters can alter many negative perceptions through focused public communications 
and involvement. It is essential for these agencies to be proactive in disseminating 
information and demonstrating the benefits ramp metering has to offer. 

A marketing and outreach plan must address the concerns of the following constituent 
groups that have respective interests in the proposed project. 

1.1. Agency Staff 
Agency staff consists of NCDOT staff, local maintaining entities such as the Town of Cary, 
Cities of Raleigh and Durham who maintain the traffic signals and the cross roads, and law 
enforcement and emergency services. Each of these constituent groups has different 
interests and concerns. 

1.1.1. NCDOT staff  
Generally, the main concern for NCDOT traffic operations staff is to ensure the proposed 
operation is an improvement in the level of service, is safe, and does not degrade freeway 
or ramp operation. The staff members participating in this feasibility study will have 
become very familiar with ramp metering. The focus for NCDOT staff should be on those 
who have not participated in this study and are unfamiliar with ramp metering. 

Potential concerns for the staff unfamiliar with ramp metering will be design details and 
safety concerns, and not benefits of ramp metering. Numerous ramp metering evaluation 
studies can be used to educate unfamiliar staff. In particular, evaluation reports of other 
agencies will demonstrate the benefits and address the various concerns, and do so with 
the level of technical discussion expected by these individuals. 

1.1.2. Local Municipal Agencies 
Local transportation agencies maintain many of the traffic signals where the ramps meet 
the crossing arterials. In some case these agencies may also maintain the crossing arterial 
roadways. 

The typical concern of local transportation agencies is the perception that ramp meters will 
back up traffic and degrade the arterial roadway as well as their traffic signal operations. 
This concern, which is nearly universal, can be countered by numerous experiences and 
evaluation studies of other agencies where proper software selection, design, and timing 
parameters are able to mitigate this potential issue. 
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1.1.3. Law Enforcement and Emergency Services 
Law enforcement officers and emergency service personnel (fire and emergency medical 
services) may have several potential concerns: 

 Is there an unsafe situation by installing a ramp meter to stop traffic on a freeway 
ramp?  

 Will the operation impede the ability of law enforcement officers and emergency 
service personnel to respond to incidents?  

 How do we enforce a ramp meter during times when the ramp meter is not 
operational? 

These concerns can best be mitigated through open discussion settings, facilitated by 
traffic engineers or, ideally, by suitably experienced law enforcement professionals. 
Suitable large-format schematic graphics, whether static boards or projected, can be used 
as props and visual aids to facilitate discussions.  

1.2. Citizens 
Citizen opposition and concerns with ramp meters are directly related to the impact upon 
their individual trip. Recurring questions and example responses include: 

1. “Will traffic back up onto the side street?” There is the potential on short ramps and 
very high-volume ramps, but the system will be designed and timed to prevent that. 
Each ramp meter has detectors to measure traffic volumes and adjust the timing 
accordingly. Cameras can also be used to observe traffic in real-time. 

2. “When will the ramp meters operate?” Ramp meters are designed to work at the 
onset of peak travel times and when traffic volumes dictate. When the traffic volume 
on the freeway drops below a certain threshold volume, the ramp meters will be 
turned off. 

3. “What happens if I run the light?” Legally running a red light on a ramp carries the 
same penalty as running any traffic signal. 

4. “What happens if there is an accident on the freeway and traffic stops?” In order to 
minimize backups onto the cross streets, the ramp meters will automatically be 
turned off and drivers will enter the freeway normally, as they do when there are no 
ramp meters. 

5. “How effective are ramp meters?” When more cars try to merge onto the freeway 
than there are available gaps in traffic, the traffic slows down. These reduced 
speeds can cause backups and potential accidents. By matching the entering cars 
to the available gaps, congestion is less likely. The short wait on the ramp will help 
maintain the overall operating speed of the freeway. 

6. “What are the goals of ramp meters?” The goals are to reduce delays, reduce 
accidents caused by congestion where the ramps merge, and provide more reliable 
and consistent travel times.  

7. “How long should I expect to wait?” Ramp meters are timed according to current 
highway traffic conditions—the wait may vary but typically should range from a few 
seconds to not more than a minute. 
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8. “Why are ramp meters being installed at my entrance ramp and not upstream, 
causing me to wait longer than they do?” An engineering study of the entire corridor 
has determined that the selected locations will serve the whole corridor and improve 
operating speeds for all motorists. 

9. “How will I know when the ramp meters are operating?” Flashing yellow lights with 
signs located at the beginning of the ramps will alert motorists that the ramp is 
being metered, and that they should be prepared to stop. Signs and road striping 
also indicate where to stop and how to proceed. 

1.3. Public Officials 
Public officials include those appointees to boards and MPO committees who have some 
role in the approval of State Transportation Improvement Plan (STIP) projects and MPO 
plans as well as approval of funding. The public officials’ concerns will somewhat be driven 
by citizen input. By virtue of their public role, these officials are also concerned about 
budgeting and scheduling. 
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2. Other States’ Marketing Strategies 

2.1. Introduction 
This section presents information on the marketing and outreach by a select group of 
states—those that have relatively recently implemented ramp metering. In addition, 
Minnesota DOT undertook a major reevaluation of its ramp meter system in 2001, and that 
information has been included as well. Many of the more prominent operators of ramp 
metering—including Caltrans and Arizona DOT—have mature systems and are not adding 
significant quantities of new ramp meters. 

Common strategies among most of these states include the following: 

 Website that provides: 
o Basic project information 
o Project schedule (key dates) 
o Contact information (phone, email, address) 
o Benefits of ramp metering 
o Questions and answers to dispel preconceived opinions or concerns about 

ramp metering. 
 Public meetings for citizen input 
 Press releases to announce: 

o Public meetings 
o Implementation dates 
o Key decisions 

Some of the more sophisticated marketing plans included a slogan, and all collateral 
materials followed a consistent theme and style. We have provided select examples of 
outreach materials used by these states in the Appendices. 

In Appendix B, additional examples of press releases, in addition to those referenced 
below, are included. 

2.2. Atlanta, Georgia (Georgia DOT) 
Georgia DOT deployed more than 160 ramp meters throughout Metro Atlanta between 
2008 and 2010 under Georgia DOT’s “Fast Forward” program. Prior to this large 
implementation, five ramp meters were deployed in 1996 and four in 2005.  

The 2008‒2010 deployment was the Atlanta area’s first significant exposure to ramp 
meters. Georgia DOT led an aggressive public outreach by submitting press releases for 
printing in the Atlanta Journal Constitution, and by holding at least five public meetings for 
community groups units. While Georgia DOT believes its outreach methods were 
successful, numerous complaint calls were received after initial implementation.  

Georgia DOT created a very informative website specifically for public outreach (home 
page is shown in Appendix B-1). The website provides results of earlier Georgia DOT 
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studies, definitions, facts, need-to-know questions/answers, locations, and hours of 
operation. The website does not provide contact information. Recently, Georgia DOT 
added “Ramp Meter Myths” to the website at: 
http://www.dot.ga.gov/travelingingeorgia/rampmeters/Pages/Myths.aspx. 

A video of the before-and-after conditions was prepared to show the improvement in travel 
and reduction in congestion. This video is available on the internet for viewing at: 
http://www.dot.ga.gov/travelingingeorgia/rampmeters/Pages/default.aspx. 

Georgia DOT conducted tours for representatives of the media and invited them to view 
the initial startup at the Atlanta traffic management center (TMC).  

Georgia DOT staff members reported many calls during the startup phase of the project. 
As the ramp meters were fine-tuned and drivers adjusted to the presence of ramp meters, 
the complaint calls died down quickly.  

2.3. Kansas City, Missouri/Kansas (Kansas and Missouri DOTs) 
The Kansas and Missouri DOTs operate the Kansas City Scout freeway management 
system. Marketing materials and website follow a consistent theme and style, along with 
the slogan “Maximizing the Flow.” 

About one year prior to ramp meter deployment, the agencies began their public outreach 
campaign. The campaign was designed to inform the public what to expect and addressed 
how ramp meters work, how long drivers will typically wait on the ramp, and how drivers 
will know when ramp meters are in operation, as well as described how other cities are 
using ramp meters.  

They also produced several two-page flyers that included the overview of the project, its 
benefits, location of improvements, and contact information (phone and website) in easy to 
understand terms. One of these flyers is shown in Appendix A-1. 

Additionally, the DOTs held public meetings at local large businesses and shopping 
centers near the affected corridor.  

The most effective outreach method was found to be the informational website and videos 
showing ramp and freeway operation before and after ramp meters. The home page of this 
website is shown in Appendix B-2. The website has much of the same information as the 
Georgia site, but also includes an executive summary of the evaluation report 
(http://www.kcscout.net/downloads/RampMetering/2011RampMeteringEvaluationReport.pdf) 
and videos (http://www.kcscout.net/RMWatchTheVideo.aspx) that discuss the benefits of 
ramp metering. The executive summary can be found in Appendix B-3.  

Also included are hotlinks to web alerts, a mobile web application used for traffic alerts, 
and a blog that also disseminates the press releases. Specific contact information is 
difficult to find on the website. 
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The agency indicated that once the public understood how and why ramp meters worked, 
the deployment was generally supported. 

2.4. Baton Rouge, Louisiana (Louisiana DOTD) 
Louisiana deployed 16 ramp meters along I-12 in 2010. Included in Appendix A-2 is a 
flyer/press release LaDOTD prepared to announce the construction and implementation of 
a series of ramp meters. The flyer included the following information: 

 Facts about ramp meters 
 Map of the ramp meter locations along the interstate.  
 Information about what drivers could expect. 
 Website link for further information. 
 Quote from the Department of Transportation and Development Interim Secretary: 

“The ramp meter system combined with the widening projects on I-12 will result in a 
reduction of travel times by more than 30 minutes for some commuters.” 

2.5. Las Vegas, Nevada (Regional Transportation 
Commission/Nevada DOT) 

Nevada DOT initially deployed ramp meters in 2005. To educate the community and all 
affected stakeholders, the Regional Transportation Commission (RTC), in cooperation with 
Nevada DOT and Nevada Highway Patrol, developed a communication plan that 
consisted of public service announcements, media and community outreach, and 
intergovernmental relations prior to ramp meter activation. The campaign primarily 
targeted commuters who used the ramps that planned to be metered. Secondary target 
audiences included elected officials, owners and employees at businesses adjacent to the 
affected ramps, local jurisdictions, media representatives, professional drivers, municipal 
court judges, administrators, and staff. The campaign disseminated information through 
the following techniques: 

 Fact sheets 
 Hotline 
 Mobile freeway/roadway message signs 
 “On the Move” television show story 
 “On the Move” newsletter story 
 Other jurisdictional newsletters and publications 
 Call center quick glance fact sheet 
 Nevada Power bill inserts 
 Homeowner’s association newsletters 

This website (shown in Appendix B-4) has hotlinks to follow the RTC on Facebook, Twitter, 
and YouTube. The Twitter link provides very limited information about an event, and the 
website has no ramp meter-specific contact information. 

Nevada found that law enforcement officers and municipal court judges’ methods to 
uphold enforcement were critical to the success of the ramp meter program. Nevada DOT 
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entered into agreements with the Nevada Highway Patrol and the Las Vegas Metropolitan 
Police Department to pay overtime for approximately the first month, as they enforced the 
ramp meter operation in the morning and evening peak periods. Law enforcement 
personnel pulled drivers over and explained proper meter use, and traffic fines were 
suspended for that one-month period. 

2.6. Minneapolis/St. Paul, Minnesota, Minnesota DOT  
Ramp metering has been deployed in the Twin Cities since 1969; however, most of the 
region’s 433 ramp meters were installed in the 1990s. The last ones were installed in 
2000. When the ramp meters were deployed in the 1990s, their marketing and outreach 
campaign consisted of press releases, brochures, and radio spots that used the tagline, 
“It’s worth the wait.” 

Minnesota DOT still maintains a website (as shown in Appendix B-5) with ramp meter 
information at: http://www.dot.state.mn.us/rampmeter/index.html. That website provides 
much of the same information as Georgia, but also includes cost data. The website also 
has information on ramp meters elsewhere in the United States (see Appendix B-6), and 
includes the names and contact information of responsible DOT staff.  

In 2001 Minnesota conducted a legislatively mandated ramp meter evaluation study that 
included turning off the system to do a “before” evaluation study, and then turning the 
system back on after its completion. As part of this effort, Minnesota DOT employed a 
citizen advisory committee. This committee represented the public to help ensure the 
credibility and objectivity of the study. The citizen advisory committee assisted with policy 
oversight, technical guidance, expertise, and quality control. 
 
Minnesota DOT utilized focus groups and telephone surveys of motorists. During the 
evaluation, Minnesota DOT provided a lot of materials including survey data, results, 
evaluation study documents, and future direction of the ramp meter system (see Appendix 
B-7). Copies of the evaluation reports were also included on the website. Minnesota DOT 
conducted surveys with the citizens and, from these surveys, found that citizens noticed 
the increased congestion during the “before” evaluation and supported reactivating the 
operation at the conclusion of the study. 

2.7. Seattle, Washington (Washington DOT) 
In July 1999 Washington DOT developed an outreach program, “Go with the Flow,” prior to 
implementing new ramp meters on I-405. A two-page handout extensively covered the 
reasons for installing ramp meters, where they would be installed, when they would be 
installed, and how they would operate, and listed common questions and answers about 
ramp meters. The handout advertised the new ramp meter project as “high-tech freeways” 
and listed directions for using the newly installed meters. Various methods of contact were 
listed. 

Washington DOT employed an engineering professor to develop a very creative video 
demonstrating traffic flow theory using rice through a funnel. That video can be viewed at: 
http://www.wsdot.wa.gov/Traffic/Congestion/Rice/ 
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Washington DOT maintains a web page on ramp meters. The website provides a blind 
contact email where the user fills out a form to send to Washington DOT that does not 
reveal the contact information to the user. 

2.8. United Kingdom (UK Highways Administration) 
Public and local maintaining agencies’ responses to ramp meters are largely similar to 
what has been experienced in the United States. The Highways Administration (UK’s 
equivalent to FHWA) commissioned a video to help explain the concept and benefits of 
ramp metering to stakeholders such as police, maintainers, operators, and local 
authorities. Meetings were held with stakeholders prior to implementation. Brochures 
similar to those used in the United States were handed out to the local public, and news 
articles were broadcast on local television. 
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3. Recommended Marketing and 
Outreach Approach 

3.1. Introduction 
Marketing and outreach with local agencies, public officials, and citizens is necessary to 
educate them on the benefits of ramp metering and to dispel any misunderstandings or 
misconceptions about this type of project. This process is not required, but highly 
desirable.  In fact, many states who operate ramp meter systems say that this marketing 
and outreach is essential to get local agencies, public officials, and citizens’ support for 
ramp meters. 

The marketing and outreach program must be tailored to the expected concerns of the 
various constituent groups as described below, and to the level of understanding and 
knowledge of these groups. 

3.2. Public Involvement 
Environmental analysis required for the proposed ramp metering projects will have to 
undergo analysis defined by the National Environmental Policy Act (NEPA). That process 
has separate requirements for public involvement not addressed in this report.  The type of 
environmental analysis is dictated by the type of improvement. 

3.3. Marketing and Outreach Resources 
A variety of marketing and public outreach tools can be used to develop a marketing and 
outreach campaign. The following techniques are recommended in the FHWA Ramp 
Management Handbook. 

3.3.1. Brochures, Flyers, and Newsletters 
Brochures, flyers, and/or newsletters are excellent tools for providing information to the 
public. These can be mailed or hand-delivered to residents or nearby businesses, major 
employers, public facilities, and open-house facilities near affected ramps.  

It is recommended that the brochures contain the following: 

 Reasons why ramp meters are being implemented 
 Expected benefits and cost-effectiveness of ramp metering 
 Description of the ramp metering to be implemented 
 Locations where ramp metering will be implemented 
 Contacts or websites where additional information can be obtained or public 

comments can be collected 
 Expected date and/or time of day that ramp metering will be in effect 
 Public information and outreach activities and details 
 Instructions for complying with ramp metering 
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As the project progresses, it is recommended that periodic updates be provided through 
distribution of a newsletter. Key points for newsletters would be at the project initiation, 
prior to construction, and post-construction after an evaluation is completed.  

3.3.2. Websites 
Websites are excellent tools for providing information to all constituent groups. A variety of 
content can be provided that allows the visitor to the site to read as much as desired. 
Websites can be easily set up to provide general information about the ramp metering 
implementation as well as specific information about projects where ramp meters are 
being implemented.  

Websites can also be used to disseminate information of ramp closures if they occur 
during initial construction. Websites can also be changed very quickly as conditions or the 
need arises. 

Website information can also be posted on Facebook pages, and could be “metered out” 
via Twitter feeds.  

It is recommended that a project website include the following information: 

 Contact information including name, phone number, and email address as well as 
mailing address 

 Public meeting notices (scheduled dates and minutes) 
 Means to providing input to the agency 
 Description of the proposed project with timelines and locations (maps would also 

be very helpful) 
 Justification or an explanation of the benefits expected from ramp metering in 

layman’s terms 
 Narrated video explaining how a ramp meter works (videos have been found to be 

more effective than static images) 

3.3.3. Videos and Simulations 
Simulation of ramp meter operations can be highly effective to demonstrate or explain the 
traffic conditions before and after implementation of ramp metering. A narrated video of the 
actual operation showing the same is even more effective, as it is harder to refute actual 
video coverage. While videos can be posted on a specific ramp metering website, 
furnishing a link to a YouTube video provides potentially even more exposure.  

A video and simulation is recommended to be used at public meetings and on the website. 

3.3.4. Open House Meetings 
Open house meetings are excellent tools for providing information to most constituent 
groups and, more specifically, the general public. They provide an opportunity to ask 
questions about specific interests and can offer further clarifications not covered in the 
marketing materials. Meetings with citizens can be held before implementation of ramp 
meters in order to gather input and disseminate information to the public. Additional 
milestone meetings can be held following implementation to gather public input. 
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A recommended format for an open house includes: 

 Easy-to-find location with plenty of room. 
 Informal atmosphere. 
 Maps and conceptual designs sufficient to explain the project. 
 Plenty of staff to listen to citizens and respond to their questions. 
 Flyers about the project. 
 Narrated video and/or a graphic simulation. 

The number and frequency of meetings will depend on how the sites will be packaged into 
projects.  

3.3.5. Inter-Agency and Public Officials’ Meetings 
Meetings in the form of at least two workshops or roundtable discussions are 
recommended with local agencies, law enforcement, and emergency responders to: 

 Promote the benefits and dispel preconceived negative opinions about ramp 
metering. 

 Solicit and gather information regarding implementation and enforcement concerns.  

This will also give agencies the opportunity to coordinate operations and activities and 
express needs related to these activities. An interagency meeting can include more 
detailed information than a citizen’s open house meeting. 

A similar set of meetings is recommended with public officials to brief them on the project, 
although these meetings would be of a less technical content. 

3.3.6. Media Releases 
News media are always looking for stories. They can be used as a distribution source 
through interviews with staff, and via paid advertisements. Print media, such as 
newspapers, can be used to publicize ramp meter locations and implementation dates, 
along with times and locations of public information meetings.  

NCDOT can also release statements or hold press conferences to disseminate information 
to the media and answer questions. Often, graphic presentations can be prepared to 
strengthen overall understanding of ramp management strategies. 

 Media releases are recommended and should include: 
 News releases announcing key decisions, events, and schedules. 
 Contact information. 
 Briefing materials describing the proposed project with timelines and locations. 
 Justification or an explanation of the benefits expected from ramp metering. 

3.3.7. Automated Messages 
Recorded automated messages can be used to give callers basic information pertaining to 
ramp meters. An option or additional phone number should be available for callers to 
receive more detailed information or talk to an operator. 
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Automated messages should include short message to identify where to get more 
information (e.g., website and contact number). 

3.3.8. Signs 
Prior to construction portable, changeable message signs are recommended to be posted 
along the ramps where ramp meters are to be installed to announce the date of 
construction and operation. 

3.3.9. Social Media 
Social media such as Facebook, Twitter, and blogs provide another means for constituents 
with Internet access to interact with NCDOT concerning ramp metering. Optionally, Twitter 
can be used to provide short messages and can include links to a website.  

3.4. Constituent Group Recommendations 
The marketing and outreach program for each constituent group must be developed with 
regard to each group’s technical knowledge and concerns. 

3.4.1. Local Transportation Agencies 
The local transportation agency staff will have significant influence on the decision to 
implement ramp metering. If a project is not supported by the local agency, it may affect 
the approval of the project on the MPO’s TIP priority project list. Since this constituent 
group has the most technical knowledge, the level of detail can be greater. The important 
information to convey to this group includes the following: 

 Purpose and need 
 Locations 
 Benefits: 

o Reduced travel time 
o Trip reliability 
o Safety improvement 
o Air emissions reduction 
o No impact from queues on their facilities 

 Schedule 
 Contact information 

3.4.2. Law Enforcement and Emergency Responders 
While this constituent group has less technical understanding of the engineering aspects 
of ramp metering, these “first responders” are keenly aware of traffic safety and 
enforcement issues. They will be influential in making a successful ramp metering 
program. The important information to convey to this group includes the following: 

 Purpose and need 
 Locations 
 Benefits: 

o Reduced travel time 
o Trip reliability 
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o Safety improvement 
o Air emissions reduction 

 Schedule 
 Assurance that response times will not be negatively affected 
 Understanding how ramp meters operate 
 Legal authority and enforcement issues 
 Contact information 

3.4.3. General Public 
The general public will likely be most interested in the direct impact upon their travel and 
how much it might delay them. Materials must be developed that have less technical 
content and very few engineering terms. The important information to convey to the 
general public includes the following: 

 Purpose and need 
 Benefits: 

o Reduced travel time 
o Trip reliability 
o Safety improvement 
o Air emissions reduction 

 Schedule 
 Contact information 

3.4.4. Public Officials 
Public officials are the ultimate decision makers and will draw upon the input of the other 
decision makers. The important information to convey to this group includes the following: 

 Purpose and need 
 Benefits: 

o Reduced travel time 
o Trip reliability 
o Safety improvement 
o Air emissions reduction 

 Schedule 
 Contact information 

3.4.5. Recommended Marketing and Outreach Materials for Each 
Constituent Group 

From the above marketing and outreach resources, certain materials can be designed to 
serve each constituent group. Table 1 depicts the recommended and appropriate 
resources for each group. For each constituent group, there are particular marketing and 
outreach materials that are more effective and more appropriate. As an example, it is more 
effective to use brochures, flyers, and newsletters, and websites for the general public 
than it is for public officials, local transportation agency law enforcement and emergency 
responder staff. A “P” indicates a primary communications media for that constituent 
group. An “S” indicates a secondary communications media for that constituent group. 
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Table 1. Constituent Group Recommendations 

Resource 
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Brochures, Flyers, and Newsletters S S P S 

Websites S S P S 

Videos and Simulations P P P S 

Open House Meetings   P S 

Inter-Agency and Public Officials’ 
Meetings 

P P  P 

Media Releases S S P S 

Automated Messages   P  

Social Media   P S 

3.5. Marketing and Outreach Budget 
This report describes an approach to a marketing and outreach program, separate from 
any NEPA requirements for public involvement. The items described above would cost in 
the range of $100,000 to $150,000. This range is highly dependent on the amount of 
printing, mailing lists, number and location of public meetings, and how much of this plan is 
actually performed by agency staff. 

3.6. Schedule 
The process of marketing and outreach should begin once funding is secured for the first 
project. For local transportation agencies, law enforcement and emergency responders, 
and public officials, marketing and outreach should begin prior to the approval of funding, 
when the projects are being reviewed for inclusion in state and MPO TIPs. 

Ideally, the marketing program for the general public should begin 1 year prior to 
implementation. It should continue through design and after implementation, and until the 
results of the first installations can be evaluated.

  



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 19
 

Appendices ‒ Example Marketing 
Materials 
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Appendix A. Brochures, Flyers, and 
Newsletters 

A.1. Kansas City SCOUT Flyer 
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A.2. Louisiana DOTD Flyer 
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Appendix B. Websites 

B.1. Georgia DOT Website 
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B.2. Kansas City Scout Website 
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B.3. Kansas City Scout Executive Summary 

 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-4 
 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-5 
 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-6 
 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-7 
 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-8 
 



M-0446 Ramp Metering Feasibility Study for Durham and Wake Counties 
Marketing and Outreach Plan 
 

 
  
Atkins Marketing and Outreach Plan I Final Report I 12 March 2013 B-9 
 

B.4. Las Vegas RTC Website 
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B.5. Minnesota DOT Ramp Meter Home Page 
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B.6. Minnesota DOT Ramp Meter Nationwide Page 
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B.7. Minnesota DOT Ramp Meter Evaluation Study Page 
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Appendix C. Media Releases 

C.1. Caltrans Press Releases 
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C.2. Caltrans Project Fact Sheet 
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C.3. Georgia DOT Press Release 
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C.4. Louisiana DOTD Press Release 
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