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ENTRY INFORMATION 

	Division No.
	3

	Category No.
	3f)  Newspaper or magazine print ad

	Title of Entry
	“Driving Safety Home on the Boulevard”


CONTACT INFORMATION

	Entrant/Organization Name
	Pennsylvania Department of Transportation

	Contact Name
	Eugene Blaum

	Title
	Assistant Press Secretary

	Street Address
	7000 Geerdes Blvd.

	City
	King of Prussia 

	State
	Pennsylvania

	ZIP/Postal Code
	19406

	Phone
	610-205-6800

	E-mail
	eblaum@state.pa.us


ENTRY PROFILE

1)
Situation, goals and objectives of public relations activity

The Pennsylvania Department of Transportation (PennDOT) developed a comprehensive public information and education campaign aimed at enhancing vehicular and pedestrian safety along Roosevelt Boulevard/U.S. 1 in Philadelphia. 

Roosevelt Boulevard is a 12-mile long, 12-lane highway that accommodates over 100,000 vehicles a day in addition to thousands of pedestrians who live and work along it.  The Boulevard is one of very few highways of its kind in the United States -- essentially a limited access highway functioning as an urban street in a densely populated area.  While the Boulevard may carry interstate-like traffic volumes, motorists and pedestrians use it each day to reach adjacent neighborhoods, churches, schools, shopping centers and businesses.  Unfortunately, the Boulevard has been the scene of nearly 3,000 crashes and more than 55 fatalities, including 19 pedestrians, in the past five years from 2003 to 2007.

Aside from its width and number of travel lanes, the uniqueness of the Boulevard is further illustrated by its 48 signalized intersections; 56 crossovers for travel between the highways’ express and local lanes; 13 marked mid-block pedestrian crossings, and two overhead pedestrian bridges.  By its length and design, the boulevard provides numerous locations for pedestrians to cross its 12 lanes.
Campaign goals were to curb aggressive driving and reduce crashes and fatalities; create public awareness and adoption of proper highway safety measures; and prompt attitude and behavior changes to increase safety.

The goal of the print component of the Roosevelt Boulevard safety campaign was to reach citizens who live, work or drive along the Boulevard and people who use mass-transportation (SEPTA) on the Boulevard.  The ads were featured in three prominent Philadelphia newspapers: the Philadelphia Daily News, the Northeast Times, and the Philadelphia Metro. 

The ads succeed in highlighting the unique nature of Roosevelt Boulevard, a bustling highway lined with homes, businesses, and a thriving community. The ads emphasize this contrast through the use of juxtaposed imagery. One side of the ad has an image that would be associated with a highway: a steering wheel, motorcycle, traffic cone, and the other side has an image associated with a community: a dog collar, bicycle, ice cream cone. 

PennDOT’s campaign also featured a two-page full color cover wrap in the Metro, a free newspaper that caters to SEPTA bus and rail riders. The outside of the cover wrap featured two of the full-page ads, while the inside of the cover wrap featured information about the Boulevard and safety tips.

2)
Target audience

· Travelers (drivers, pedestrians, SEPTA riders) of the Boulevard aged 16 and over

3)
Measurable results

Fatalities on the Boulevard were reduced by over 50 percent in 2008 as compared to the previous year due to a comprehensive safety program, which included PennDOT’s public information/education campaign that launched in late September ‘08. The campaign received 121 million impressions. The campaign reached 93% of adults 25-54 in our target market an average of 34 times. Impressions are the percentage of people reached multiplied by the average number of times a person was exposed to the campaign efforts. Combined, these numbers doubled initial projections.  More importantly, post-campaign quantitative research demonstrated statistically significant changes in consumer behavior:
· People are more likely to take action after seeing/hearing safety messages about Roosevelt Boulevard, than they were before the campaign commenced.

· The campaign significantly impacted those aged 16-24 – a difficult population to reach and move.  A sampling of young adults’ revealed they now believe Roosevelt Boulevard is valuable and makes their lives easier; crashes can be prevented; and it’s only safe to cross at marked crosswalks.

· The campaign increased agreement that Roosevelt Boulevard is valuable and that authorities are doing what they can to maintain safety on the Boulevard.

· People are less likely to cross the Boulevard at places where there are not marked crosswalks, than they were prior to the campaign.
