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Initiative·· Overview 

At the <:enter pf'jlfAUAdds Up to Ct~anerAir" is the importance of people's 

ch.oices-inthis case,transpprtation .choices. an(i their effect onair·quality.congestion. 
and overaJI· quality. of life. Jointly sppnsoredby the .us ... Department .. ofTrans~rtation 
(US •. DOl) ... f~ral·.f:tigh~Y.·.and ... FegeratTransitAdminiwations •.. (FHWA .an~ •.•. Ff A), 
an~ the lJ.S,Envirorymental .. Pn:>tect~on. /;gency (US EPfJ .... Office. ofTransportation·• and 
Air Qvatity (P"f /\Q),the .. It .Alt.Adds Up·tpCJean~Air'· ·initiative· seeks to inform 
peopte't~portatiofl. choic;:es. 

Vvi!h .. •the •. ·.hetpof ,a .. ·s~dat •. roarkeiing firm, •. tbE;.•concepts, themes, .. an~ materials 
developed a~ part of this ipitiative aim.to c~lebrate ~e positive chokes people are 
makingthatimprqye .• afr.quality and •. re.duc:e.trafflc••Congestion,''Ffexibilify'' is a central 
fpect of !he .~proac~. project planners havi~liste?ed to stakeholders' requests and 
given them• rn<1terials and message~ .that they can adapt and •. customize to .meet their 
d~rse ne~qs. lmplemerted clt the community level ... ltAII Adds Up to C:leaner Air'' 
does.not .• fo~ea .. ·1'.pne ·size .•. it$·.·. atr• .• soluti.on to.the .. unique· .• cin;urnstances .. eocQu.ntered 
by <iifferent CQmmunities. butprovides a, v~<<>f interchange~le components that 
comrn~nities ~n .. tai.lor fortheir own purposes. Toe. range an~ .high •. quility·of .materials 
devek>ped aJ)cl the lev~@ging of a<idition~ ·materials.and resoun;es by communities 
a~ at major initiative highlight 

''ltAUAddsiUp to Cleaner Ai( i$rOOted in an i.ntensive effortby thefederaf 
partners {DOT and EPA) to discO\'er the. needs.oftheirstakehofders charged with 
impleme~ng···federal .•... @quirernents .. ·Specifi9tly.··states.asked.•for.help·.· in .. meeting 
tougher requirernentsjssuingJrom OeanAirAct Amendments of l~9 {CAM), 

the•·• .. lnterrn~dal•Srnfa~eTransportation.·.Efficiency.Ac:t··of 199 '·•·. (lSTEA).·.an(i··.•now·.the 
Transportatipn Equity Actfor the 2lst Century {fEA-21 ). efta<±ed inJ 998. States 
needed the federal .tqvef!ln'l~nt's h~tp··to•r-aiseipublic .aw~nessand ·. suppQrtfor 
actionsthatwould.redµce .(:ongestjon .• and air ppU\Jtion. and. helpthern fT;leet 

increasingly gr-in~nt·fecleraltransportation .. ~d air qt1afity-.mandates. · ··• 

tn •·direct. responseto stakeholderrequests,feedbad< •. and.guidance, DOT and 
EPA.developed.a national.public informatiQfl Pfrtnership-builditJgin.itiativ~ focusing on 
individualf transportation choices and• refatecl effects .on· air qtJality, traffic congestion. 
and quality of fife. 

Following.extensive •. researth.ard mess~e testing.ttire~ pilot .communities.·were 
used to testth~Jnitiative .• in. real-W()rld conditions. permitting aviewofthe concepts. 
rnessagt$,. ai1d products •. atwork in actual con1mun~ies, Project ·staif.integrated lessons 
learned from the pilot communities, and adjusted the refined initiative's messages, 
concepts, and materials. in· t 4 demonstration communities, as a ·way. to continue to 
improve products. and· concepts and provide support to states. 





• The centralized yet flexible approach used in delivering this initiative. serves 
wetl those state and local communities implementing dean air requirements: 
federal partners facilitating community~based solutions to community-identified 
problems minimizes. duplication of effort and makes· optimal use of .scarce 
community resources. 

• . Relationships and networks created among those committed to the 
initiative's prin~iples have brought ab<:,ut increased national consistency, 
greater leveraging .of resources.· and· continued· information sharing, problem 
solving, and· product sharing. 

• Being involVedwith a successful. national initiative has improved communities' 
visibility and credibility: the value of this· relationship often· outweighed the 
value of the firnited grant funding. 

• Collaboration among the federal. agendes involyed has set an example for 
state and .. local agencies. to. follow in forming partnerships. 

• The. initiative was•instrumental • in establishing the Alliance for Clean Air 
and Transportation, which· is designed to meet states' expressed. need for 

a coaHtion.·ofnational groups to·tackle.public information on transportation 
and· air quality. issues. Research··indicated that federal· participation and. a 
genuine balance ofdiverse perspectives were essential to the initiative*s 
tong-term· success. 

• The high.quality materials prodo<;:ed .Jor this initiative ·can ·be modified and 
used nationwide by a diversity of organizations involved in transportation 
and air.quality issues . 

• lilt All Adds Up ... H materials andconceptshave beensucc~sfuHyintegrated 
into ongoing public information efforts and can also. be used as an effective 
starting .point fQr transportation and air quality programs-as demonstrated 
by a number of ''materials:..onfy" communities {i.e .• communities that did 
not receive the program· grant, but wanted the materiafs for use in their 
communities). 

• The federal initiative laid the foundation for future public information efforts in 
communities nationwide. 

• Grants of $25,000 per· demonstration community were. l~veraged into 
more than· $4.7 million of free.~dia. ·ad ·sponsorships,·and·other in-kind 
services. 

Achievements and· Lessons. Learned 

In direct response to the call of their stakeholc:lers. DOT.and EPA produced 
high-quality research-based ·products· that are. being. rnodified·and used>by the. range 
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Conclusion 

''It A'J Adds .Up to pec10er-Air'~- provid,d context_-·.ind· laidthe ~roundw?rkfor 
futu~ public_ information ___ efforts.•in con,munitie~••oati<>n\Vide, empoweriflg ~omrll~ni-
ties to establish. and· strengthen bQth traditi.onal and nontradmonal partnerships to 
pursue· regional_ outreach and .education· projects. 



The State ofThings: Why the Initiative 
Came into Being 

While air quality has substantially improved 

since 1970, congestion is increasing everywhere; 

travel by car has more than doubled over the 

last 30 years.At the same time, according to the 

EPA. more than 121 million U.S. citizens live in 

areas that do not meet federal air quality standards. 

This situation calls for action and for better 

transportation choices by individuals. Making 

better choices requires education to help people 

better understand the impact of their behavior 

on air quality and public health."ltAIIAdds Up to 

Cleaner Air" is designed to meet that objective. 

A national initiative implemented at the commu­

nity level, it encourages travelers to take such 

air-saving actions as combining trips, maintaining 

their cars, and exploring other transport 

options-in other words, to make better choices. 



In designing01t AH-Adds upto Cleaner Ait;'' the joint federal management team 
{EPA and DOT) continually integrated research results and stakeholder feedback into 
initiative. messages, materials, and strategies.Witi1 the help of a sodal marketing firm, 
messages were· developed,pilottested, anddi~ibuted to selected demonstration 
community applicants andothers--known as ''materials only'' communitier-upon 
request.{The latter were frequentlycommu~ities thatdid not receive the limited 
federal funding but who· heard of .the. success of the demonstration communities 
and· wanted the· materials •for-·use in their qwn community efforts;) 

~or.detaiied·.desc;rip,ons•. of each•.ptlof~nd.•.demonstration .. cofllmunityts 
9niqtJe·••experiences.•·in1pfefYlenti~ Jt}eir .. •t9cal·~~paigns,·.seE, Appendices A .(pi.lot 
COfYlrnun~iesJ.aod B. (~~rnonstr't1tion.comrnµni'ties); Appendi>eC. contains a directory 
of·cornrr1unity. contact,inforrnation; 

This. Report 

This .. repc>rt····chn:>pi~les•th~ ~ctifr1s,ea~nersryips •... achi~m7nts,clnd.\l~S¢n? 
learned foUowiogftrr•reirs••??irneterntptin~ .. ··~.·A,tlAdcJs····ugto,st~!t.Air:· .. 1t 
describes·.th7.· process ..• ~s:d·.·.•t()· .•. ?eri~rt~np•.·.impl!trlentthe ,.,.~n .. •~dds lJp ·t°'··•.fl~ner 
t\ir.'. initiatiy~1 ... •ndud!Dg ... try~••.~ep~i~.:~arch••··s~epor-ting·•·.it.~te,ry.tvr-n,·th~ 
a. c. · .. h.· ·.·iev.· .·. ·.·.·.e.· .. ·.· ... m ... ··.·.··•.e .... ·nts ... ···•·.·• .. · a.n d .... • ... 1 .. es.· .. ·.·.s·.·· .. o ... ·.·.·.• .. n ..... ··.· ... · .. s .. ,•·•··.·· .. t .... e ..••... ·.a.· .... · .. ··m··.·.· ...•...... ·.···e ..... · .. d ... · .. · •.... · ....... ·.t.·.· .. ".·· .. · .. ·.·.··.·.·.·.i •. mp ... ·.·· .. · .... • ... •.········ .. •·le.·.•·•···m .•.. ·.·.· .•. · .... e ....• ·•·••···.".·.· •. ·.·.·,ttr ..•.. ·.• .... ·.n ... ·.·.··g. • .. ··.a ... ·· ... <·.n ..... · .. ·.a: .... ·.:t.•.·.· •. i .. on ... ·.al····••·••····· .. cam .. · .. ·.· .. •.· .. ···· .. •.·.•.··.· •... ~.· .. ·.·.·.·.g.··.n ... •.·· .... •.a: .•. ·:t·• .. ··.th· ... e· .... ·.· .. •·· 1.o .. ··•··.cat. · 

level, an~•··futu'"7··pta,n:.fO«-fO?~,~ing·~·····iryit1~i'~···th;·f~er~·.collatJoration. th~t 
supports .. itJ·•·.Mpch.of.'AJ~~l·ftll~ViS.Js .. .:1•·S>:ot~~t~:.of .findings reported .. ·~Y·.t:iemonstry,tion 
communrtyproj~ ~~~(e~fn.tf1~•rfinal nworts or in set~ interviews vmh fu~m 
and other. project rna,terial ·recipients. 

This report·is· intend~dpdrn~dly for traf\sportation and ... air quality .. mahagers and 
administrators at the. Stilte ~ndJocal levets,whQ Jnc1y .benefit from .this inforynation or 
want to adoptany .of th~initiative's ideas andapproaches~already.tested by pilot 

and derrionstt1ltion ·comrrninit,ies. 
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Genesis ·of· Public lnformation.··lnitiative 

"It Alt Adds Up to Cleaner Air" has·. its roots in. an· intensive effort by .the 
federal partners (D()T,and EPA}t~ discover the needs of their stakeholders trying 
to implement federat ,requirements,Through numerous conversations with state 

and•·. lqcal. agendes~ .. ~etropqt~ pt~~ing.·organiiations ..• (MPOs)r·~~.•air· program 
man~rs .·and directorst~ejoiot.·federal. man<1gement··•tearr> learn~~.· that. states ... 
need~ and wanted their help. SpecificaU¾ ~tes '4Vere ~ngfor help in meeting 
tougher •.. requirem~ is!>uing.fron1 •. Qean.Air.Act .. Arnendtryer\~ ·(Cf;AA)i·.•·th~ 
lnterrnodal SurfaceJran~~on Effid~ncy Act••(ISTEA),and·.r,ow theTransportatJon 
Equity Act for the .2lst ... Century·(fEA:2f );· States.needed.thef~ral .. government's 
help to raise p~blk awaren~s at)d ~ypportforactions that we>uld reduce conge~on 
and. a.ir pollution ... and t1elp them· meet increasingly .sttjpgent• federal•transportation 
and air quality mandates. 

()uring· .199~ I ?96. feci~rat.partners brought together ~holder requests 
through .. ·.continued. diajogu~. ~ .. thrpugh .·nationat·~holder conferences .sponsored 
by the N~ionaJ Association of~gk>naj Council~ (f'JAR.C) andthe Transpe>rtation 
Resean:h. Board .ffRB}--A ~t)' of e>rganizations.·i9terested in transportatioo•· and 
air quality participate~. NARC f'eS~rch findings helped to further darify staf<ehotder 

needs.The federal. partners listened to these ~uest:$,. identifying the .foUowing 
consensus.,based outcomes from efforts to glean. stakeholder input and feedback, 

.. and applying tpis0reality-check11 guidance to. help shape the design of the "It, Alt Adds 
... ··Up tQ .. <:feanerAir' initiative. 

• Public inform~ionloutre~h pre>&rOO)S rel~ted to air· quality r;teedh~lp. as 
current .programs. have et1joyed tittle success· in achieving sub$tantiat, .long-term 
behavior char,ge . 

• Publk information programs should show an urlderstanding andappreci~tion 
of the economic benefits, costs, and risks-including hidden ones,,..,...;of desired 
changes. 

■ Public information/outreachprograrns shQuld behuiltQn a common and 
generally accepted setof datat assumptions,and anal~. 

• Public information programs shoutd engage locar govemmentsandorganaatioos 
so thatmessages are seen as emanating frorn credible sources "close to home:· 

■ Air quality· and mobility messa~ ~ed a credible. ratioryale ·supporting them, 
such as a scientific .consensus that personal choic:es.can improve airquality. 

■ · Messages must be simpl!andunderstandableto be e~ective, and should $how 
the cause-and.-effect relationships between desired·behavior change and other 
quality•of-life · outcomes {e.g •• "seat belts save lives''). 





Approach-Use of Pilots and 
Community Demonstrations 

Following extensive research and message testing, the dynamic process of 

trying ~ut.this initiative in real-world conditions began in three pilot communtties. 
This experimentation ·permitted· a view of the concepts, messages, and products at 

work in actual com"?unities-to see if they. had value and/or needed adjusting. Again, 
flexibility was ·inherent• in the program design, as no single ·public outreach program 

ormessage could effedively inform dtizens ofair quality problems and the effects 
of their travel choices. Project pfanners knew that for a national initiative to be 
successful, especially one implemented at the focal level, it had to have a guiding 

theme that would resonate across communities·varying.greatly. in.··.the range.of 

available transportation options• and in residents' awareness levels. It would also 
need to provide a•variety of interchangeable. components that communities could 

use to customize the initiative. 

Following integration of lessons. learned from the pilot communities, a decision 

was made to conduct demonstrations in f 4 communities (kicked off in the summer 
of I 999}as the best way to provide overarching federal support to communities and 

to continue to improve products and concepts. Each community was given ''seed'·' 
money in the.form of a $25,000, 18;.month cooperative agreement atongwith 

technical assistance· for outreach efforts. Demonstrations showed the versatility of 

project materials, which were modified and customized to meet a myriad of 

situations across the country. The net effect of this nontraditional national initiative 
was to produce 14 very different· campaigns in 14 diverse settings. 





the carnpaign concepts and messages Qune-November 1997) and tedto selection 
of an approa~h that congratulared pe9pte for positive actions they were. already 
taking. (see ''Anthem Campaign" in '"Message .. and .. Materiats Devefopmentj' section 
betow).Messages>wer-e. then. refin~and translated .. into.a wide range of media, from 
which communities could.s~lect dependir1g 9n their transportati<.>n .options and 
pers(.)nat .preferenc:es.Programdevel9pmentresearch resulted in three .pilot 
tests in San F~cisco, Milwaukee,,and.Dover {19~8),foltowedbyJhe conduct 
oflatinof QC~ groypsJ 1998) a~d finaHy;freat-wprtdt! testi9g in. 14 deroonstration 
communities (May .. l999-0ctot?er2000). Results of these ex:tensiVE? research 
efforts .are ·summarized. below, 

INITIAL RESEARCH RESULTS 

The rnanagement •. team'$ review of27 existingtransp<)rtation/air.iquafity .programs, 
togetherwith abroad-based literature search of pubtic information programs aimed 
at. behavior modification, produced the following findings, .which• helped lay the 
groundwork forinitiative strategies: 

•••.•·.N~ed·. for.· flexibifitY• •• in. program. aesigr1 •. (i,e.,. ''one size.· <:ioesn~t fit .. <1lr'). 
Ffe)(ibility---a basic campaign tenet-requires W<:>rking ~ith stakebplders t<> 
meet their 5pecift<: .needs .. Different .. communities.fac7. <Jiffe~nt ··cons~qtJ~nces 
related to .. differentair qua!ityprobferns. Some cornfTlunities. fe>r~ple~face 
signifk;ant disruptio?· in federal furidi~gfortransportation improvementJunds if 
they do .. not .adequately plan for meetiQ& thenational .... airquality standards. In 
these• communi~es, 'the.message.· was .. mo~ .• often directed .to. businesses 
required to impl~ment programs .and· meiiSures to re~\J<;e employee tripS:. Sara 
Burr; WtscorsinDepartrrtent of NaturaJResources. projeg mar1ager for the 
Milwaukee.Wisconsin demonstration .community,·.says .~at,.a .major.aspect .of 
her campaign was aimed at helping businesses achif!Ve a.ttainment ".Businesses 
can get EPA creditfor a vari~ of voluntary ~ctivities,"she noted,Uand the "It 
AH Adds Up .. , 0 campaign has ·.putour coalition, theV./isconsin Partnersfor 
Ctean Air. out front as a leader in promoting voluntary efforts to achieve 
~inmentgoafs.''Wisconsinis now .on. trac~ to·achie~attatnment six.years 
ahead ofschedule. 

Other progtamsretat~d di~ctly to the health c9nsequences of ~r air quality 
and stressed preventive and protective· behaviors.such as. avoiding unnecessary 
driving and use. of gasoline-powered lawn.and. garden. eq°:ipment. ·Because .. the 
C:.MA.111andated tran~ortation-related .. behaviormeasures, ~.programs 
dealt exclusively with the impact oftravel choices on air qualif¥ Other initiatives 
were less ·specific to transpori:ation; 

• · Lack of available research indicating significant changes in c.itizen behavior 
from· increased awareness ·of and c:<::mcern. about air·. quality·•probtems. At the 



Creative Concepts Fine-Tuned 

Based on focus group results, "It All Adds Up to Cleaner Air" initiative concepts and 

materials were designed to resonate in a wide range of communities by: 

• Carrying the tagline, "Brought to you by ... " such diverse organizations as AAA, 

Environmental Defense, the League of American Bicyclists, and the Centers for Disease 

Control and Prevention. 

• Emphasizing that small, easily incorporated choices can make a difference. 

• Reinforcing current behaviors deemed good. 

• Celebrating actions taken toward cleaner air (i.e., an "anthem" theme). 

• Using a tone and manner that convey "we are all in this together." 

• Limiting television messages to doable options widely available in any market. 

• Presenting more specific transportation options in a "bouquet" of print and radio 
public service announcements. 



In. November 1997, .focus groups .. inMitwauke~presenting.•the ··diversity of the 

driving.• pubtic .predisposed to action because of environmental concems~re 
used to test the three creatiVf! strategies developed (see 14Message and· Materials 
Development''·section below). 

PILOT J)ROJEC';TS tJSEDTO 'TEST ~ND TWEAK MESSAGES 

Another important part. of the. initiative's .research underpinning wefo the three pilot 
communities. In I 998i three· diVf!rse"ltAll Adds Up to CleanerAir''pilot communities 

were.· se~cted thrpugh a pr9cess involving DOT aod .EPA. headquarters and field staff. 

These sites receiVte<f ,techni<:al assistance· ancl limited seed money from the federal 
agend¢s.The.pilotsrepresented communities with.· tjiffering demographics .and air 

quality problems and included one· of the nati9n's largestmetropolitan areas, San 
Frandscoi California.; a medium..:sized dty, Milwaukee, Wisconsin; and a small dty, 
Dover. Delaware.These sites were. chosen to test comprehensiVf! programs ·ilimed 
at reducing traffic .congestion· andimproving. air quality. including the ''lt All Adds Up 
to Cleaner Air' concepts and materials .. Each site· collaborated with community 

organizations, businesses, and ~nvironmental · gfl'.)ups to implement and sustain the 

p~rarn•. witfij~. its.owr. ·corrnu9ities. fac;hpilotcomfl1uryity customized·.· its .strategies 
accordi~~t<?.·· its unique ne~~s .. S~rne set~cted: strategi~s provid~!=f. broad, overarching 
themes •. while ·pther approaches were tailored.to specific local. needs or. expertise. 

Findings from th~ pilot communn:ies,as wet! as their expertise and experience. helped 
in developing resources and support materials that became the foundation· fQr the 
nationwide community-based public·information effort.(see box below). Pilot site 

involvement, review of materials, and reporting on· tocal activities. served to spark 

and· sustain community efforts across the· country. 

Key Findings of Pilot Phase 

• Community participation is pivotal to developing and refining the national initiative. 

• Strategies and materials could be customized and tailored to local campaigns. 

• Use of media coverage, although significant, could be refined and improved. (Across the 

three pilot communities, airtime was equivalent to nearly $500,000 in advertising 

space, not including radio or television news placements.) 

• As expected and by design, impact on the general driving public related mainly to 

changes in awareness. Pre- and post-initiative surveys showed that respondents 

markedly increased their recall of messages, programs, and activities that highlighted 

connections between personal driving habits and local air quality. 

This continuing research garnered significant benefits that helped to further develop a 
versatile "It AU Adds Up to Cleaner Air'1 Resource Toolkit to meet the needs of varied 
communities. Findings showed that individual communities could customize materials 





Hand-Painted Bus in Orlando and Messages at Shea 
Stadium and Times Square 

An extraordinary hand-painted bus was an attention-getter and moti­

vator in Orlando.The bus sported the "It All Adds Up to Cleaner Air" 

theme and pleased crowds at "Clean Air" events and on the 

University of South Florida campus. In New York City, too, people 

could hardly help but notice "It All Adds Up to Cleaner Air" messages 

displayed where people congregate, including on the scoreboards at 

Yankee and Shea stadiums during the 2000 Major League Baseball 

playoffs. Pedestrians and motorists were compelled to look up at Times Square on 42nd 

Street to see the flashing clean air messages on an electronic billboard sponsored by Fleet 

Bank. New York got much support for its ad placement from corporate contributors, 

including the Ford Motor Company, ESPN Magazine, Reebok, ExxonMobil, and McDonald's. 

The benefit of the diversity built into the initiative cannot be overstateci. The federal 
partners canefuHy ·selected communities that would clearly demonstrate the versatility 
of rnateriats and approach. Building· on existing efforts and customizing the "It All Adds 
Up to Cleaner Air,.products to meet the spe~ific needs c>f each community resulted in 
a door-to-door neighborhood approach in Portland •. Oregon; a more centralized, urban 
approach in New York City; a schoot partnership in Portage. Indiana; a hand.,painted 
bus in··Orlando; a. connection to alternative·. fuels .. in Anaheim: .. aod partnerships .grown 
and strengthened· in Delaware Vaffey and southeastem Wisconsin. (See Appendix A for 
more detailed descriptions of demonstration community methods and results.) 

Message and Materials Development 

Another n,ajor component of the. initiative was to develop relevant consumer­
~d messag~to motivat~. the public <to take action.The initiative's res~rch.:based 
message 5tra.tegy aim~d to create positive mes~es to. encourage the public to take 
voluntary actions such as trip chaining vehicle fYlaintenance. and use ofaltemative 
modes. of tr~~portation to .•reduce the .. · effects of traffic congestion and .air .Pollution. 
Primary challenges were to identify a central themethatencouraged changes in 
social norms and allowed the greatest degree of flexibtftty at the local level. 

Using the formative focus group findi(lgs pres,nted · above and tbe resulting 
creative concepts, initiative researchers developed and tested. three different 
approaches with diverse focus groups in Milwaukee.Wisconsin in November 1997, 
to see which messages would likely resonate in the widest range of communities. 
Qf the ·approaches tested, the·. one thatJocus groups selected celebrated the 

positive actions· that people. across America were. already .taking, that is,• combining 
errands,keeping their cars maintained, and· using other modes of transportation, 
such as biking carpooling transit, and others. This. approach---celebrating the good 
things people are afready doin~came known as the anthem· campaign. 



Initiative Fine-Tuning 

Guided by focus group research, messages were fine-tuned to include the following 

elements: 

• Celebrate positive actions. 

• Speak to both consumers and organizations. 

• Link transportation choices and air quality to lifestyle, or individuals' personal experiences 

of not having enough time and money. 

• Portray voluntary actions in a positive light. 

• Provide consistent messages that many organizations can stand behind and incorporate 

into their information materials (e.g., newsletters, conferences, etc.). 

• Add successful elements of the two other proposed campaign approaches, which centered 

on themes of humor and stress. 



TAGLINE CREATED 

''It AU Adds ·up to Cleaner Air''· reflected the. notion that small steps help achieve 
cleaner air. Everyone doing their part can make a difference, with the burden not 
just on individoalsi but· with businesses also·doirtg their part.This 4ffirming and 
empowerjng idea would start a wave .of positive thinking and heightened .. awareness 
about the environment to dear the way for necessary institutional changes, and 
help create community willingness to •tackte· complex,.·long-.term jssues. related to 
transportation· and· air quality. 

It was these messages that were then tested and improved in the tnree pilot 
<::ommunities and further refined in 14 demonstration communities around 
the country ( see Appendices A and. B for pilot and demonstration community 
write-ups). 

Evaluation---Demonstration Community 
Key Findings 

The critical and rigorous evaluation of the public information initiative has 
always been a major goal of the federal partners. This task is a formidable one. 
as no single method can be comprehensive· in·. its scope.The. planned evaluation 
included the following components: frequent monitoring of campaign implementation 
through site reports, more compreher.lsive qualitative evaluations of the pilot and 
demonstration community initiatives, surveys conducted in six communities, and 
occasional reports on the number of 0impressions" recorded bythe television, radio, 
and print. ads. 

Overall."lt AU Adds Up to Cleaner Air'' did reach its intended· audience, raised 

awareness among.· target. a4diences, arld, t9n~istent·•with expectations• at this.~ 
stage, ·did not bring ·about significant. behavior chapge, That is because·. implementation 
of a public information· initiative .. such.· as. '1lt (\ti Ad?s.Up• ... '• requires a·•.fong .. term 

commitrnent .. of.a.decade .. qr ·more. as, 'Welf · .. as mu,iple partn.ers,.to effect .. ~al behavior 
chaoge .•.. Reportini•.?f.the num~r .. of impre~ions.clearly .. sho~d.that·.the ... ads· .• were 
being airaj. Mitlic:ms of impressions .we~ :recorded. over the fampaigns•·trnplerpentatipn 
(see detail jn Appendix B for each d~monstration comrnunity), Research showed 
that PSAswere notalways aired at optirnaltirnes, and<communities that paid for 
advertising were likely to reach larger audiences. 

Surveys shoVved that campaigns raised awarer1ess in some communities. by 
small amounts but not evenly across afl evaluated sites; this is consistent with the fact 
that each community experienceq different levels of campaign·. intensity and materials 
use. Because. this initiative promoted diversity and· flexibility in•·.program <:fesign,greater 
levels of consistency would have been art unexpected surprise;The survey approach 





•. Being Jnvol¥ed· with a .. successfvl .. nationat initiative ·t,as.· improved cornr,nunn:ies' 
visibility and credibility.the value .. of this ref~onship often outweighed the 
vatue of the limited grant fi.Jnding. 

• Collaboration among ~e.Jederat age~ci~s involved has set an example for 
state and local agencies to follow. in forming pa.rmerships, 

11. Th~ lnitiativew~ instrumental in e~tis?ing the Alliance for c1ean Atr 
andTran~portation, which is designed~?rneet.states· expressedn.eed for.a 
coafition of national•~upsJo tad<Iepubtic information.•.o~ transpofW:ion 
and air qHatity. issu~s(R~earch. indicated .. ·thatfeder~d .. ~articipation .... c!Od. a 
genuine balance of diverse perspectives were· essential to the initiative's 
long-term success, 

• The high-quality materials produced forthis initiative can be mcx.fffied arid used 
nationwide by a diversity of organizations involved in transportation and air 
quality issues. 

• ,tit AU Adds UP· .. Hrnateriafs andconcepts have been succes~ulltintegrated 
into ongoing public informationetforts and can also be used c3S an: effective 
starting. point for transportatjon and air .quatitypro~c~c!S o~roonstratect 
by a number of''materi~-0nly'' comfl1~nities (i.e., cqromt,rities that did 
not receive the program grant butwllOte<:i the materials for use in their 
communities). 

• The federal initiative t~d the fo0,ridation Jor future:pubUc information.efforts in 
communities nationwide. 

•· Grants of$25,000 perdern?nwa,tionComni~n~-.yer,-e leverageqintom9re 
than. $4.7 n,imon of freemedia;ad~ponsorship~. and other.ir,.--kind services. 

KEY·MARKET SURVEY FINDINGS, 

following .•. :he•··.d~monst~i~n·pfOjects •. ·the.federal •• parmers •.?ad·.~u.ffident.resoorces 
to conduct pre- •. artd pos+-campaign .as~~,n;,i~ in six of th!Ot 4 de010nstratie>n 
communities .tO·· assess changes in levels of aw~~~ as.wett .. il? .. th~pubti~'s. driving 
behavior .and. choices over .an ... fa-month deniory~tion ··.pe?C>d tn~Ut from. th~ 
federal partners and ·.marketing consultants iryformea.··~ ~esign ·Of ~e·•·•stan~ized 
assessment tool, whichwc!S adjusted··only for gepgraphic .verification in the·six.markets. 

Each· ofthe six communiti~ ~el~~·for pne-.c1~d· pc,st--campai~ s~~ys \V<!S 
geographically diverse and served by pu.bfic .transportation. F9rcost.-etreqivepurposes. 
cho~n communities had re~id~nts who -.yere witUngto anSVver a telephone survey 
conducted·.in English only..for·example'. ·PhoeniK·and•• Newl'ork cit)'·were .• noi .. chosen 
a$· sorvey sites· becaµse their ethnically diverse communities Vvould flave engendered 
extra expense in•• conducting the svr-vey: 



r 



- It was sometimes difficult to integrate the 0 ltAU Adds Up to ·Cleaner Air'' 
rnateriatsintothe ongoing ·campaign, as they. had a different Jook · and feel. 

Portland. Oregon~ 

+ Greatet awareness ofaccess to railand bus services and higher recall of 
messag~s about pf9per fuelin~ practiceswe,re evident lnformatior1 from 
Portla!:d's inde,pendent eval~ation in~kates that. in the• two. neighh9rhoqds 
Where eiforts ~ere focused.l(nowled~e of what individuals ca~ t:19: to 
reduce air pollution more than doubled over.the course ofthe campaign. 
Also, 75 percent of respondents we~ aware of theult AU Acids Up to 
Cl¢aner Air'' tagline. 

- Much. in this campaign d~p=~ds on continued.·funding, .which. is spatse to 
begin with for transportation and air quality strategiesrnot to mention a 
public. information .... and.·outreach .. canJpaign ... designed•to· rais.e .... awar-eness.·.and 
promote altemative. travel modes. More funding is needed to .. continue·these 
types of programs. 

Philadelphia, Pennsylvania. 

+·There is greater awareness of accessto alternative transportation modes-:­
especialty bus services.-.and increased .. interest in public transportation. 

- It wa? difficult to pf ace 'the PSAs on network or cable television, as today's 
tightmediamarket is.no longer req~ir-ed to place PSAsJor free; therefore 
stations are hesitantto place PSAs ifthey can sen the ad space. 

Northwestern ·Indiana. 

+ There.is greateraVtareness of local· air poHution, with drivers···better under­
standing their contribution;.·Fewer drivers report· using their cars· to··commute. 

- . Oifering credible. messages .about transportation alternatives was· difficult 

because so much of th: region is unserved or underserved by public 
trar1sportation; an~ covers a .. large .. and .. broadly•diverse population, from 
urban/industrial to rural/ agricultural. 

NUMBERS NOTTHEWHOLE STORY 

Because "It All Adds Up to. Cleaner Air'was specifically designed in the short term 
to raise awarene$S of how individual travel ~hoices affect air quality and traffic 
congestion, the federal partners did •not· anticipate b~aviqrchang~s,at this ·.juncture. 
They understood from the beginning .that .. achieving the campaign's desired. behavioral 

outcomes would dearly require c1 long-termcomm~ment and.a willingness to. see 

small, incremental.improvements. r~er.fhan. ir1rneqiate. dF'~tic shifts in •con~mer 
behavior.. tndeed, the ultimate goal .of this initiative js. to identify and develop· public 





with stakeholder feedback, provides a more complete picture of the campaign•s 
successes and challenges.it will serve,asthe primary program.evaluation for''ltAll 

Adds Up to Cleaner Air:'' 





mental message. Business community leaders appreciated the cash savings Wisconsin 

realized by taking part in· a campaign produced· at the. federal ·level. ·Burr estimates 

that Wisconsin• saved.$ I 00,000 biannually .• in creative· development expenses. 

Wisconsin Coalition Gains Credibility through Initiative 

Sara Burr, Wisconsin Department of Natural Resources, project manager for the 

Milwaukee, Wisconsin, demonstration community, knows well the value of being 

associated with a high-quality initiative such as "It All Adds Up to Cleaner Air." 

Wisconsin used its funds for strategic planning and recruitment, and to build its 

relationship with the state DOT, which increased it's contributions of Congestion 

Mitigation and Air Quality (CMAQ) Improvement Program funding for media 

placement. Burr notes, "The campaign has been important to increasing the 

stature of the Wisconsin Partners for Clean Air, giving the coalition much more 

visibility than it would have had. The 'It All Adds Up ... ' campaign has helped to 

build the coalition's identity, which has led to increased involvement by the 

business community."This attention has, in turn, fostered a greater leadership role for the 

coalition in promoting voluntary efforts and has lent it more credibility overall as a 

community leader in helping businesses comply with clean air mandates. "We help 

businesses get EPA-recognized credit for ozone reductions," notes Burr. 

GOOD SYNERGY CREATED 

At the state and local levels, the initiative helped to focus activities and created a 
synergy that worked. ft offered communities the· opportunity to network with 

other initiative participants and the Alliance for Clean Air and Transportation. 

Many project participants praised the initiative's success in fostering relationships 

among groups within and outside of their communities. In Philadelphia, the Delaware 

Valley Regional Planning Commission used part of its "It All Adds Up ... " funds to 

support the Southeastern Pennsylvania .Ozone Action Partnership.This partnership 
is made up of more than l 60 Ozone Action partners, induding state and federal 

governments, municipalities, hospitals, participants in a "Clean Cities" Initiative, 

transportation management associations, and numerous private firms. All of these 
partners received various "It All Adds Up ... " print materials for posting in their 

lunchrooms and on company bulletin· boards. 

tn Phoenix, the •Maricopa Association· of Governments (MAG) worked··closely with the 
Phoenix Oean Air Initiative Team, a coalition of concerned governments and. businesses 
working on measures to reduce ozone emissions and to change the public's behavior. 
Although the coalition existed,beforetlltAII Adds Up .. .'', it found the materials to 
be consistent with its messages and was pleased to have them readily available for 
use. MAG also worked closely wrth the· Regional Public Transportation Authority 
(RPTA), which was responsible for Phoenix's °Clean Air Campaign" and regional 
rideshare .·program. According to. MAG's · KellyTaft demonstration project manager, 
the"lt All Adds Up •.. 11 campaign fortified these relationships.*'t think it would be a 



"Simulator: Drivers Wanted"-A Collaboration 

As a good example of regional collaboration under "It All Adds Up to Cleaner Air," 

the Wisconsin DNR, the Northwestern Indiana Regional Planning Commission (RPC), 

and the Illinois EPA are collaborating on a joint education project. Their proposal places 

driving simulators in communities, where people sit "at the wheel" and learn about the 

various connections between how they drive and the emissions that are produced. 



~po?sor advert,isingand events:' ln January 20QI, the demonsmnion partners in 
Danas-Ft.Worth placed I 00. spots on· traffic sponsorships with.the message: 

.Looldni. for a ~tears ~? ~f()lltf(" <>t tntckJntqp running otdlN is good 
for ~ envir()r)ment and willsave you money~ So keef, up the good work, because 61lt all adds 
up to.deaner air:' 

1'Educating the. public about transportationchoices·and. air Boality benefits will 
continue to be .important in the· Dallas-Ft.Worth .. area. ·and we took forward to 
future partnerships:'· Mnter wrote: 

tn··Philadetphia;''ttAU Adds Up ..•. H becamea .. Part of the Delaware valley• Regional 
Pianning CofOmission's program to raise awareness of proble~ caused by 
ground-level ozone and helped to secure sponsorship from corporate and 
govemrrient.age~de: ·for three television·. commercials that .. ·pf~red to an audience 
of 1.5 million during •CB>affiliate news programs.An. independehtfoltow-up fUrvey 
found.that awareness ofozone problems increased to~ 1$. to nearly 35 percent 
among those surveyed, and that, after the fit'$t run ofthe television ad campaign. 
nearly one~third ofall participants recognized the!'ltAlt Adds Up to CleanerAir0 

tagline-a remarkable retention rate fora campaign aired on only one major 
station. Also,.,lt AU Adds lJp to Cteaner Air'' added an integral environmental justice 
component to the area's Unity Day 2000 Festival, a huge community everrt attended 
by more than 200,000 people,thousands of \\'homleft with. tote bags .sporting ~ 
''ltAlfAdds Up ... '' logo. 

lnteragency .. Cooperati<ln, Commitment 
and Leveraging of Re.sources 

FEDERAL, STATE.AND LOCAL COMMITMENTS.MADE 

The strength oftllt AU Adds Up to Cleaner Air" is also evidenced in the commitment 
and investment of the various government agencies that "put their hearts into it," as 
reftec:ted in the appreciation shown by project managers and staff in the communities 
involved (see box below). The federal initiatiye provided context and laid the 
groundwork for future public information efforts in communities nationwide. 
Federal collaboration and backing .. of the initiative gave added credibility to· local 
campaigns .·and informed them with ·respected· expertise. 

In Their Own Words-Portland Expresses Appreciation for Federal Partnership 

Lavinia Gordon, Portland DOT and demonstration project manager, has only positive 

comments for the work of the federal partners in helping communities implement "It All 

Adds Up to Cleaner Air": "The 'It All Adds Up ... ' federal partners do a fabulous job of 

fostering and nurturing this network.The staff at EPA, FHWA, and FTA are exceptional at 

cultivating this network and providing the necessary tools to allow an open sharing of 



Orlando can boast incredible success in leveraging resources after spending only a little 

money. By purchasing or trading for advertising, Orlando often received additional free 

advertising or services, such as production and reproduction services and free Spanish 

translations. From the original $25,000 in grant funds, Orlando received in-kind donations 

of at least $218,600 to date. New York City took its grant money far as well, leveraging 

donations of bus shelter ads, spectacular electronic billboard ads in Times Square (alone 
worth $350,000), and electronic scoreboard ads before and during the World Series 

playoffs (together worth $850,000). New York's resource leveraging efforts totaled an 
impressive $1.5 million. 
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COMMUNITY RESOURCE$ OPilMIZED 

Federal. partners facilitating community-based solutions to·• community~identified 
problems minimizes duplication ofeffort ~d optimizes sedouslr limited c~mmunity 

resources, Grants. of$25tOQO perdemonstrati~ry community were t~raged. intp 
more than $4.7 million .. ·of free media,.a.d sponsorships,.and 0th.er in-kind services. 

lnn()~tive.•tever-agi9g efforts· .. ··•ncludedfla$hins cleaner air messages. in Tifl"les 

§~~a,re .... and•··She.a •.. S~dium:i~· ~e'A''y'()f'k.jhe.raising.of~re tha.n ··$170.00QJn 
T\/.~nd r-acli~.sronsorshipsiO Phitad~pili~ .• and• .in-kin(lf;donauoll, .•. in ... Orl~do 
~'ta1ing···rn()fe.•·•thar,,$2J.9.60Qirx•tree.•a~yei;tisi~g.·pndiservi<:e$ s.~·•• as .·Spar1ish 
tra.n~l~t1ons .. •P~rtland's.··nei~bofhood-~ 7arnpaign·•·n'lade.,particularly·•.g0Qd 
us~.•of community ..•. resource~ .and ... cotnbined thehigh--quafity.fl'tateriats··in.the 

0~ftl .. Adds·.Up to. C:IE!arterAi(' R7sourc, •. !ool~t··•.rith.ag~r()ot.s·~ 
al)Pr()!ch. t().g~ing.dear, a•~rne$sages.ovtto ·.·thep4blic ···(S~·l»X.be~); 
Accordin~ •. to·.tavinia .. ?or<i90.·Portland.•.Proj~.01~ager.''our•·carnpaign .. ·was 
netghborhood--l?ased so Vie·heardfrom people like the ownerof the. H&M 

Comer Cilfe ... in.'trle·.•Rose city•· .. Park.•cornrnun~ •. ·.5:h7· ... 1tked·the ... id~a·Of··~ottng .• dean 
air .. sotutions··and•·h~r· new·.··business• .. atthe .... sarne·time~·'TW9J orprte· coffee drinf<s 
was •. he.r idea for introducin~·thf!••'lt~U:A.~s .. LJPto OeanerAi( carnp~o.to·the 
neighborhood and getting the .word.out about ·herre$.trantatthe same time:· 

The•·.~proach .• i~ ~ew YorkCity.was •. tO•··use.tn~·reaer~· designati9n.~11~,~ 
addrti9~al• ... supp()rt.·frorn•a vr~·.Of p!.!b{i~;~ ... ~~~• .. a.n<f .. nonprc.,fit•··orgaoizations. 
These efforts induded extensive W()rk with community boards· (see IJox below). 

According .. to···c:h~les?k~~Ut~NYC'~roje~n,Jnager.'''To rea;h···C<?mT~nrti:5. in .•. NYc, 
we. re~fhedioutto c~n,unitY.boarx:Js,han~d 9ut.flyers ·at JocaJstorest·.~t .fai~, 
and ·McDonald's restaurants •. got.the. ~~s,ge or ~tltb?~s···in att ~ ~oro~. and 
put ·up posters. at. bus••shetters. and. municipal ··vehicle fueling··sites. around the city." 

NYC Works with Community Boards to Spread the Air Quality Message 

In New York City, most community boards have transportation advisory committees 

on which NY DOT staff are often represented. Observes Charles Ukegbu, NYC demon­

stration project manager, "Such grassroots support generated positive results, and NYC 

DOT will continue to work with the community boards as part of the 'It All Adds Up to 

Cleaner Air' effort." DOT Borough Commissioners made air quality an information item 

for participants at the board meetings, and DOT's Safety Education Program, with centers 

in every borough, incorporated the material into their regular community programs. 

ALLIANCE FOR CLEAN AIR AND TRANSPORTATION (ACAT) FORMED 

ACAT is akey wmponent of the0lt All Adds Up to Cle.aner Air' initiative; Formed 
in December l998 to help state and local governments address gaps in current 
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Coming Together for Cleaner Air 

The Alliance for Clean Air and Transportation unites a broad spectrum of public and 

private organizations to pursue common public information objectives and strategies 

aimed at improving traffic congestion, air quality, and public health. It currently holds four 

leadership meetings each year. Interest in and commitment to ACAT goals have grown. 

with the meetings now attended by representatives from more than 25 public- and 

private-sector organizations ranging from automotive manufacturers to the Sierra Club. 

The partners focus on developing "common ground" messages that highlight getting 

regular car maintenance, combining errands (i.e., trip chaining), and using alternative 

modes of transportation. ACAT has been a role model for public-private partnerships 

and coalition development nationwide. Federal participation and a genuine balance of 

diverse perspectives are essential to its long-term success and sustainability. 

Innovative ··Research-Based Approaches 

Another major achievement of the "It All Adds Up to Cleaner Air'' initiative was 
the significant research used to design and continually refine it Substantive research 
into the. attitudes. opinions, and beliefs of target audiences toward travel. choices and 
air quality informed development· of campaign messages· and ·materials; findings from 
real-world testing in pilot• and dernonstration communities helped improve them. 

Several demonstration comrnunity project managers and other recipients· of 
project ·materiats. :acknowledged the initiative's· strong. resean:h base as lending great 
credibility to their locat efforts. For example, Washington, DC project manager 
Donald Wambsgans credits the initiative•s research base as one reason his campaign 
was successful ininvolving somany partners, induding the American LungAssodation, 
the DC Department of Health, the Washington Metropolitan Area Transit Authority. 
the WashingtonArea BkydistAssociation;·and.many·others.''They were attracted to 
the project because of the research behind· n: and the support of two credible federal 
agencies," he observes. 

Having a collection of materials and messages that had already been market­
tested saved communities the trouble, time, and expense of conducting this testing 
on their own. It also provided· a measure· of security that the .messages would work 
and would be notjced by the public. The strong research backing helped ensure that 
"It All Adds Up to Cleaner Air'' delivered on wtlat stakeholders asked it to do. And 
in fact several cornmunities· lauded its help iO getting their owh campaigns off the 
ground (see box on following page). 

I) 



Portland's Neighborhood Campaign "lncentivizes" Residents 

Lavinia Gordon, Portland demonstration project manager, praises the "It All Adds 

Up to Cleaner Air" for providing "a number of unique opportunities to reach out 

to community residents with cleaner air messages-specifically the link between 

air quality and transportation choices." Portland conducted this outreach by 

targeting neighborhoods with good transit, walkable streets, and commercial 

centers. It then created doorhangers from the Resource Toolkit materials and 

delivered them to residents, each week focusing on a different cleaner air topic, 

such as biking, walking, taking transit, tune-ups, etc. Portland met with businesses 

and neighborhood groups in the area, which donated discounted products 

and services to attach to the doorhangers as coupons, thereby giving residents 

incentives to act on cleaner air ideas. Says Gordon, "Tri-Met provided free transit 

tickets, Metro provided free regional bike maps, and other area businesses 

participated by offering tune-up incentives, health club memberships, and the 

like--and all the agencies provided input when we asked for it, as well as staff for 

various events." 



The toolkit an~ marketing materiats--television .. radi<>, print. ~srt outdoor 
a(i\/ertisements, and other promotional items-are housed on the0tt AU Adds Up 
~ qeaner.AirJ website (www.epa.gov/otaq/traq/traqpeck>litalfacid/). Atong with.·the 
n~rking.opportunities c.reated. and the .formation•ofAC,At .cievetopment of 
hign-:quafity materialswas a major component of the. initiative's success and 
garnered many benefits at the local feyel (see box below). 

Benefits of the Initiative-As Seen in Wisconsin 

According to Sara Burr, Milwaukee, Wisconsin, project manager, the positive tone and 

quality materials of "It All Adds Up to Cleaner Air" convey several major benefits. They-

• Educate people about how they are already doing the right things, and also help them 

understand what they're supposed to do, without "cramming it down their throats." 

• Encourage corporations and their employees by promoting the idea that "everyone is 

doing their part," improving relationships as a whole. 

• Help achieve attainment and build recognition for clean air coalitions. Businesses can 

get EPA credit for a variety of voluntary activities, which are promoted by the local 

coalition implementing the campaign, giving the coalition greater credibility and a new 

leadership role in the business community. 

• Elevate the health message. The campaign has given public health organizations a 

mechanism for making the health message a priority and for partnering with business 

rather than "confronting and polarizing." 

MATERIALS DESIGNED FOR LOCAL CUSTOMIZATION 

lt·wasvital to.the inrtiatiye's success for its• overarching theme to.resonate across 
·,ommynities varyinggr~ty •in the.f1lnge 9favailable ~PQrta.tiQn .• op~ons .• and. in 
people1

s awareness.levels.Thatiswhythe initiative pro~id~.for the.greate~ degree 
e>f•tlexibilityc11Lthe .lc,caJ level •. with.a vari&y e>f interchangeable cpmponents .. that 
communities .•could tailor fo~ their own.purpo~~s. The versatility of these materials 
is seen in the many,:re~v! uses <:<>mmun~i~s:m~de .. ofthern, tm doorliangers 
created. a$part. qf a .n~ighlx>,nood. inititttiv~ in ~ortland,Qregon.to. electro~i~ 
messages •. displayed .in times Square ... and.on the scoreb<?ard inSheaStadivm.Tray 
linersdisptaying ''It Atl•Adds .. Up to Cl:anerAir''.were •used in more than .·300 
McOe>nald's restaurants in New York City: fd .. ortando •. Aorida.hasafNG· bus .adorned 
with .the initiative. tagline. Tile. tistof. matetj<ds NewYort< City ~~~ .. is .. espe~iaHy 
impressive {see .• box.qn. following ~e); To preserve the:,~opty e>f ere~ .efforts 
put forth by the demonstration. corrimt.mities, the .. ·federal partner$ required copies 

. ofahy new materials developed, to <lugmentJuture versions of the Resoun:e Toolkit. 



NYC Integrates Initiative Materials in a "Big Way" 

NYC project manager Charles Ukegbu acknowledges the ad in Times Square as his 

campaign's "biggest break," not to mention the timely benefit of the Yankees and Mets 

being in the World Series playoffs where campaign messages flashed on stadium billboards. 

Still, NYC also did much in the more traditional vein, leveraging the following array 

of materials: 

• Billboards in all five NYC boroughs. 

• 200 bus shelter ads citywide. 

• Ads for telephone kiosks. 

• Electronic DOT variable message signs citywide. 

• Media coverage in the NY Post (full-page ad) and on WWOR radio. 

• Tray liners in McDonald's restaurants citywide. 

• Customized website. 

• DOT customer service interactive voice-response message. 

• Paycheck inserts for DOT city employees. 

• T-shirts and flyers handed out at street fairs and community events. 

• Ozone action day program handouts and Commuterlink messages. 

Communities Customize Materials for their Campaigns 

The Portland demonstration community brought a variety of air quality sources, not just 

vehicles into its campaign. For example, as part of its creative doorhanger distribution 

during ozone season, Portland added graphics and text in the "It All Adds Up ... " style for 

other sources of ozone pollution-such as lawn mowers-and tagged the new materials 

with the campaign slogan. In Phoenix, the Maricopa Association of Governments created 

many unique collateral materials, including refrigerator magnets sporting the "It All Adds 

Up ... " logo on a blue clouds background and three key messages: combine trips, 

maintain your car, and rideshare. The Phoenix campaign also developed a children's 

cityscape coloring poster, which depicted the "It All Adds Up ... " logo and included a 

variety of positive transportation-related stickers (e.g., bus, carpool, vanpool, pedestrian, 

bicyclist, and computer mouse) that kids could affix around the streets and buildings. 



Television· PSAs include space. in the fast frame· for local groups to (idd .their logos, 
contact numbers, and Web addresses. Simitarly. the· radio PS.As include space at the 
end of the spots to allow stations to add a local tagfine. Print. advertisements and 
other collateral ·materials· also provide room ·for organizations to. customize .. the ads 
with local facts, logos, contact numbers, and Web addresses. 

SUCCESSFULLY INTEGRATED INTO EXISTING PUBLIC INFORMATION 

EFFORTS 

"ft All Adds Up to Cleaner Air" materials and concepts have been successfully 
integrated into ongoing public information .• eiforts in ·several communities. ·.Nan Miller; 
demonstration project manager in Dallas-'Ft Worth, praised the flexibility of"lt AH Adds 
Up ... '' materials, which, she noted, allowed their integration into existing. programs 
under a variety of conditions. Dozens of local governments, private companies, and 
nonprofrt organizations in the Dallas-Ft Worth area received 0 1t All Adds ·up. ; . " 
materials to use in their own air quality programs.According to Nan Milter. "For smaller 
organizations, having fresh, media-ready materials was very valuable; with the 
connection to the federal partners an ·added benefit'' .For exaniple,the .. North 
Central Texas Council of Governments placed the4'AirQuality; IQ Quiz0 and ''Tips," 
both found in the Resource Toolkit, in its monthly employee newsletter (see sidebar). 

Washington, DC, took a multifacetedapproa<:h in integrating''ftt\UAddsUp ... 0i~to 
existing publk ···information .efforts •. (see .bo>< ~k)w). lnNew'fork.City. along .'Nith col• 
laboratjngwith.a variety of public. povate .. aod opnprofito~izationsithe p~ 
worked internally within th~. NYC [)91° to enhar1ce its.$afety ~duca.tiqn Pro~ cur• 

riculum, which··has centersinalf five borougry~The Progratn·.~ates childrep· yofalth. 
and ~nior citizens on safety issve!/'lt~UAdds Up .• !' mate~ts have ~n dissemi­
nated at regularprogram events such as streetfairs1talen<:larcoot$ts.Watk)'qur 
Chird · to School, etc. 

DC Works with Health and Clean Air Partners to Implement Campaign 

According to Donald Wambsgans, DC Department of Health, project manager of the 

Washington, DC demonstration program, the "It All Adds Up to Cleaner Air" structure 

and materials provided a strong impetus for creation of the DC Clean Air Network (DC­

CAN!), a grassroots coalition that has worked alongside its many partners to implement 
the campaign in the metropolitan DC area. The program kicked off outside a local ele­
mentary school where speakers from the DC Department of Health, AAA, the Medical 

Society of DC. school children with asthma, and Max the Metro Dog addressed air quality 
concerns. PSAs were displayed on dioramas throughout the Metro rail system and on city 
buses, and print ads and articles appeared in partner publications (e.g., Commuter 
Connections). DC-CAN!'s presence at the Earth Day 2000 celebration on the National 



Materials Help Extend Florida Campaign 

Shawn Henning, recipient of "It All Adds Up to Cleaner Air" materials in 

Escambia, Florida, well understands their value: "Having access to profession­

al materials that were part of a national campaign gave our local efforts more 

credibility, as we were able to build our program around the core themes it 

provided.We could feel good about going to partners and were able to work 

with them to spread the messages." Escambia County, Florida's "Breathe Easy" 

project achieved buy-in from partners who were more willing to lend their 

support, given the professional quality of the materials. Florida's major cam­

paign effort involved creation of a 12-minute skit, which incorporated the 

campaign's core messages and also became a video for schools. The skit was 

performed live for Earth Day and other events, featuring such characters as the "Wizard 

of Ozone" and "Amelia Airheart." "It All Adds Up to Cleaner Air" messages also found 

their way onto scads of collateral items, including T-shirts, fans, bubble pens, and frisbees. 

Notes Henning, "We were able to leverage about $8,000 in collateral materials, plus 

another $5,000 in cash and in-kind services." 



The Portage, Indiana, de 
the Northwestern tndi 
Commission's (NIRPCs) 
spread the word about 
air quality. NIR.PC p 
sporting the "It All . A 
messages, of whlcti a ~a 
Resource Toolkit: 

Most of all.the. initiative provides aniongoing.Iearning exp~rierycethat is. still· a 
''work in progreSS:)one: constantly•··Produdng new lessons and l~nding.best. 
practices•.· gained from real-Vv~rtd applications related to. thisinitiati'Je.lrythe.· future, 
tbef!d~flli~rtoers\tliU.~rl< tO··•help. ~nsure, ..• t))atgo9d ·ide<lSfrot:n ·successful 
proj«ts are shin!d •~d ,replicated, wrU'l nat,ortal<le~I SQpp<:>rt. 





• Encouraging partner sharing of information. The DOT/EPA team will further 
efforts to. assist its partners in sharing .and. •summarizing what is learned. from 
their local evaluations. This effqrt could be accomplished by establishing a 
central. repository or archive for: these evalu~tk>ns, which could be part of an 
established archive •Or operated.·in some other. manner,·such as via. a website. 

• lntegrating .. exemptary community·products and ideas into the·national 
campaigni because a national arrange~erit supports the local approaches 
taken ·with "if All Adds .Up to.Cleaner- Ail' Shawn .Henning from· Escambia 
County, Rori~ expresses this idea:'We 'vVOUld benefit fromplugging into a 
national campaign that has incorporated the best lo~t ideas, then dissem­
inated them:· 

State and Local Partnerships to Continue 

With additional communications tools, such· as an interactive website. communities 
across the country will have the opportunity to build on the •initial successes of this· 
initiative.The website wm enhance communication and'attow easy.•discussion and 
sharing of ideas and n,aterials related to ''ftAILAdds Up to <;leaner Air.' A feedback 
feature.·win ensure ·further sharing· ofinformation· and ideas• among communities 
through partners conducting research-closelyfoHowing· survey instru.ment guidelines 
and sharing their findings •and• data from these studies ... in a timely. manner: 

Through the tombine<i• effort and commitment oft~. national, state, and locat 

partners-:-those therefrom the beginning and those yet to be identified--''lt All 
Adds Up to .. Cleaner Air''.wilt. have continued ·impact and .·reach· beyond the .first 

tive.·years. 

ACAT to Be ·Strengthened a.s Forum 

The .,Atliance for Clean Air ·<¥\d Transportation will be strengthened as a forum 
to address transpo~tion and air qyality issues 'through public· information at the 
national level. A major- goat ist<>.pull together AC~T an? comm~nitie~ to regularly 
inform .local. constituenci~s. with nafunal expertise. ACAT members wilt work to 
facilitate member involvement in. local. ('.Oali1Jons.·and will .encourage Qther federal 
agencies to participate in "It All Adds Up to Cleaner Air." 

Future ACAT dimerlSi?J1s ... indudeits c()n~nuing as a self-sustaining .resource 
(linking organizations and involvi~ the private sector) tc, support and imr>ve 

federal•·public information programs and. efforts t() enc()~rage ~f choices. that 
reduce congestion and· improve air quality.Federal participation and a genuine 
balance of diverse perspectives wilt help ensure ACAT's longevity. 
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Partnership (BayCAP) consortium sponsored and Gap, lnc. hostedthe event, 
which fe~tured several prominent ·participants. at its downtown office building. The 
strong support ofwetf-known local companies and key>political figures significantly 
increased media coverage. and reduced the .need· for paid .media. 

• Strong collaborative relationships.· developed withexisdng orgctnizations~ Since 
the pro~'s inception in 199 ltth~ Bay.J\rea A<?MD.has heavio/ focus~ on 
building coltat>oratixe retatipnships wi~ employe? and CCl~muryity orga.niZltipns. 
This relationship-bµifding gre~tty·extended· efforts .t<:> ·encourag,.public action. 

• . Ongoing .relationships deveJ()ped .with·media.Arnedia· resqurce team, d,r-awn 
from .•area•.stakeholders··and·.·cultivat~ov~r.a.·span.···of .seven·years,··has·•·been 
essential tp disseminating the Bay Area*s dean air messages. 

• Research conducted ·tc>. lay foundati9n for Latino outreach. \Nhile ~no.s 
represent a large subsection of the. San Francisco population, and a keyaudtence 
that the Bay~~ AQMD needs to reach, there are in~uffident resoun:esto. do so. 
Through participation. in the initiative, the Air rnstrict and Travlnfo were able to use 
the $25,000 grant t?· develop olltreaeh strategies and matetiafs.With the assistance 
of the federal partners, two latinofocus groups~ Spanish and Engtistvwere conduct-
ed in. SanJ~se, a primario/ Latino·. part of the G~ater .Bay Area. Jn orderto lay the 
foundation. for future.Latino outreach.The Bay Area AQ~D used the focus group 
findings to .. reach the• Latino community during tile .2000 ozone season. 

iC ... ,t>"'r 
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l}•tit:Jl~~the~~~~ 
. ,, .. ~tojes.:fti'.~idi~~g~ . ;i .·.··•··· > >'.fiftthe ~y/\~~AQMD ~nderstaff~and 

I~ abfe•to fully.participate in th~ initiat~by performing sud) p.rogram activities as 
completing bimonthly' conference calts and·montho/ reports. 

• Limited need for general technical assistance. White the Bay Area AQ~O did 
not require m~ch technicat assistance. spedfic assistance svch as the forn,ative 
Latino res.~h v,Jas helpful. The initiative's ability to. be flexible and •. focus on the 
community's• ... c1reas of interest····Vlas .. importantThefederal .. partners •. should assign 
one person as the technical contact for the .. demonstration communities. 

• Participation requirements £or future communities need clarification. It :'ould 
have been helpful had thefede~I partners provided additioflal information to 
communities at the outset abqut the time need~d to .P~ipate in conference 
catls and .complete monthly reporting.requirements. Providing. more detailed 
information ·on ;how initiative funds.can be. used would.be helpful. 

•. Feedback on initiative me$sageand materials development. Although the Latino 
focus groups conducted to expand outreach effbrts werehelpfuttformative 





SUCCESSES 

The succes$e5 ofthis pilof campaign primarily centered on the ability of an already 
established· prograt11to arnplify existing relationships and program infrastruc:ture to 
actively. invotve. key ·community leaders and bu~inesses. This coHaboration enabled 
partners to. suq:essfully adapt• and incorporate the. initiative messages and materials 
to •meet unique· focal needs~ Other successes are· summarized below. 

• Co~lition strategic planniflg process laid fou.ndation for future efforts. Careful 
planning and professional fac.ilitation of key meetings enabled the· process of 
developing a. c:oalition strategic plan to flow. smoothly, with buy~in bpth from .mem­
ber organizations and key WDNR executives;Membersworked .·collaboratively to 
identify priorities and·develop community-based solutions to support a five-year 

W];i' strategic plan. They identified the need tJJ:~nltst public support for the coatition's 
rsijp .iit~Nea take a 

organizations as well as the endorsement of coalition .partners. 

• AvailabiUfy' <of print and broadcast materials freed funds for other needs. The 
acceptance and enthusiasm.forthefederally. produced campaign materials 
enabled·•. Mitwaukee•·tC> use ·grant funding •to· purchase •. advertising•time and space 
to target spedfic audiences {suburban drivers and residents, morning and evening 
commuters, two minority communities, .. and. others). 

• Federal •partnership· served· as. modef to help. enlist local collaboration.The 
partnership •among. the federal. agencies .·and their ability to·· work together to 
developconse?sus on approach and messages, was important in helping Wisconsin 
to approve materials, adopt the .objectives .and· program goals, and incorporate and 
impfement the campaign within current local programs. 

• Federal partnership served as example for state agencies~ The partnership 
among federaFagencies affirme<i the notion thattransportation and air quality 
perspectives can converge to create and implement programs that support 
multiple agency objectives. 

• Funding devoted·to airtime purchase. Milwaukee directed fundstoward paid 
advertising because it lacked the staff capacity to· promote PSA placements and 
gain funding support from· other sources. such as coalition members. Although 
strong .. support ·existed for paid advertising, in retrospect, it may.have been more 
effective ·to dedicate more time to leveraging PSA contributions--'though a PSA 
campaign alone. coutd not have targeted core audiences .as well as paid media. 





SUCCESSES 

• · Federal initiative Jaid. groundwork for. publk. information efforts. The. Dover/Kent 
County MPO.·had not established a public information effort on the subject of 
transportatiofrand air quality. Messages and materials provided by the federal 
partners were used to initiate· a local campaign. 

• Forming coalition $p,u·kedactive C~tnpaign. involvement by members.Forming a 
local. coalition .to. clraw public and. media. attention to transportation and air qualrty 
issues V>las amajor ~uctess in the Dover pilot effort.The issue attracted a large 
number ofcoafition members who became active in supporting the focal campaign. 

• Media events and media/PR buys creatively used to deliver the message. Most 

campai~.efforts/ocosed on ·<>rganizing rnediaevents. contacting reporters. and 
nego~ting with the media to supplement media.buys with PSA time, Some 
stations that. receivet:J paid cofl1mercials contributed. to the campaign in other 
ways. such· as .bY pro~ucing ~ommerdals <>r. discounting advertising· rates. In this 
way. tJ:ltfede.ral Co/Y'pajg°'"7Pe~n~ized at the locaHevel and complemented 
by local messages-attracted media attention. 

• Ptacemat created as marketing tool. Dover <:reated an original placemat to spread 

~ c~a~er air m~. W<>rking witht~e fede~rparme~.t~design it The placemat 
:r:J OON.part ofthe.·ResoUtteToolkit;consists ofaquiz·andothergames··that teach 

il'j;tt:1 · .. Ji~['.IJppted the placernat and 
·• ts{:;';~~ ~lets. 

,·.•~·"f;Y?)\, _;~i -·,·, 
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~r~;;:, 1.114: for 1,a, lff to -.11m,1;;with • · ... ,e. requirements. Time and 
staffing constraints limited timely gen~rat•on and submis$ion of reports and 
materials to the .federal ·~rs. Because the.[)overfl<ent CountyMPO is. a 
three-person• organization wrth multiple job. responsibilrties in addition to the pilot 
campaign, it was often difficult for it to fully compfy with pilot site·responsibifities. 

•. Local priorities n<>~ al't¥ays .in line with .initiafive •. L~J ·prioritieswerestrongly 

estat>lis}jedand.not. always complementary to·.~. federally sponsored pilot . 
program. ~cause. th~ Dover/Kent County. MPOwantedto ·prqduce and·purchase 
time for local .. advertisements;· project personnef ·spent less tit11e promoting.placement 
of the federal .campaign's PSAs; Federal partners agreed to jumpstart the campaign 
by helping design' and•.produce additional materials, such. as the· pfacemat 

• Much grant funding used to c~nduct local surveys~ The federal. need to benchmark 
changes occurring in the pilot program prompted use of a large proportion of 
funds to condvct p~~ and post-surveys among the. general public, 

•. Obstacles .. in soliciting coalition·· membership from area businesses. Although the 
coalition successfully attracted a large number of active partners, private industry 



PartjCi~<11f~l1 pr<>~• •. rn~~·. di~cu~.to.•.~ruitTheseiorganizatiOrlS, osten~iblyabi~• .. to 
pr()\lid~.rll~.\~•··i~~.PPnatiot)S;~rthe.~~~e."1retn,erfl~;f~nt.frc>rn.1he 

•·· cQaiition~·c~~'.'O"lainty qfput:nic.•organiza:tipns··and private (:itjz;ens. 
- .. "•'.· .. ·. ·. ··.· 

.. ····•·······Reli~nc!()fl.fedtr,1:,~t'\?i?"·~~ ... the·gFOun~t··~as .. t,een••·~tte>·C~r1ti~~e 
f~r~~'~··;~~~i%~~,~·~~~~t.pitot,~ft!!:f'~L.?ot~i~tz.f?~~ue 
J'eBfe~rei ~r\(Ji9~:~,~•.~?~irr~te ~f~f h~i"C:~ 19~ c9tititi()p.~~ on 
~~.·~~!.':•!ff:~i,,f.~i~,~<lfJafl~~~.~:~d!~.~\t!'.7~~ 
~(>tl~ .. ~y;!?~.,~:r~the·f'i~t'.~~~ft~e Cffltl~!\~.fl()t~i~iP~·, 
f~~rl:~,~~~ ~m~~~l.s~~thpll~ge·•cf~atjys~t<>.·~.··•~· 
ff>r•foo~t,r(J!li$t.1$t,<J.i~ pt4l:>licinfotrr1(lf)<>n.·,t[prt:s~ 

Use of Pilot Community Results 

Key findings from the pilot phase encouraged the federal partners to refine and expand 

the program to support 14 demonstration communities in 1999 and 2000, and make the 

creative materials available to additional communities upon request. The goal was to 

assess the value of new and improved materials. 







the City ofAnaheim. and .the Anaheim Transportation Network. 

CHALLENGES 

• Unequal exposure to campaign messages. Combining air quality programs under 
a common theme was· beneficial for some, but not all programs, primarily because 
"captive audiences" such as the rideshare artd/or student markets iot repeated 
exposure to the messages and therefore had better recalt of them. 

•·. Message lost on some markets. Transie.nt mqrkets,such as users ofthe. Special 
EventT rain Service and the Anaheim Resort Transportation (/\RT) service, were 
not interested· in the .mess~.These .. individuals use the·.service··•to get to .a special 
eventin the most convenientand cost~ective way possible, w{thout environmental 
cc>nsiderations entering in. It is· often strictly a matter of convenience. for exarnple/'tf 

I take the special event train to. a baseb~U .~e, l do not have to dri'le;therefore, I 
can drink past .the 7th.· inning.'' or ''If I take ·the ART. service. I do not have to pay for 
parking atQisneylafld:'ln conclusion, an irnportantlesson learned was to be cognizant 
qf:.:~;.targetaudience's motivption for µsing an alternative transportation mode . 

. . Wh.enthe project ~;d in An~eim, the ArlaheimTransportation Network (ATN), 
a focal ·nonprofrt transportation management association, served as a· local coalition 
for deploying the 0lt All Adds Up to CleanerAir''message. As a direct resultof its 
work with· eJ~ictransportation te<:hnologies and· alternative .fuel projects, the City 
ofAnaheim has submitted a draft document to the US. Department of Energy. (US 
DOE) for Clean City designation. 

The propos~d structure of the Clean Cities Coa.lition mirrors the existing ATN 
membet:"Ship, which. consists of 42 local. corppanies. fn. addition,locat utility fompanies 
and a transit operator have .agreed:to. join the .Coalition. 

MobUb:ing the Message 

The City of Anaheim used the 01t Alt Ad<:is Up to CJeaner AirlJ funds to put the 
mes~ges>on marketing materials. electric vehictes. and buses, not for paid advertising. 
Media did not pick up the rnessage,despite numerous attempts, such as with .the EV 
Station Car Program .·launch. Media coverage included print media. radio interviews, 
and TV coverage.but made• no·.mention of0ft At! AddsUpto .. Cteaner Air:''•Possibly. 
reporters did not indude references to the 01t Alf Adds Up to Cl~rAir'' campaign 
because· the tagline is· wordx ·and· the project's-funding source .difficutt to.· determine, 
On several occasions, the medfa .. mentioned EPA as· a funding s~e. but DO"f and "It 
Afl Adds Up•to.CteanerAir''were notindoded. 



Grades 3 through 6 schoolchildren 800 classrooms with 20 children/class = 

Anaheim Quarterly Newsletters 2,500/quarter = 10,000 

ATN Quarterly Newsletters 2,500/quarter = 4,800 

Special Event Trains 1,000 riders/train @ 3 trains = 3,000 

Spectators @ Arrowhead Pond 32,000 = 32,000 

Spectators @ Edison Intl. Field 25,000@ 2 games = 50,000 

EV Station Cars 21 daily riders = 21 

Metrolink Riders Exposed to Evs 167 @Anaheim Canyon Station 

400 @ Anaheim Stadium Station = 567 



jfhis •• i~iti~·.l¢v¢t~~.:114~e~us. resou~es:Th~.C¢YofAn3/1~Jm·•contt"ibut~ 
····.tr1o~t.h~•.$l()J).~·tj~~·f pternen~mi'-u,~·~y ..•. 5tat•99·.car.Rr<>g~;These 
{4ntitfBY~.· .• ~.,J~r.~f~~in~l~ipncf•fN,.~rig.~qns,.·and.·.initi¢.prograr'n 
rn;1rketing and administratipn~ · · 

fun~i~ftrn ...• 'tf\e. 0Ji~,·•<:pfl~rt,~rll ~~,r~i~t~~7.i{'~i!~!~rt~. ··••·.• ··•··•· · .·· ~t~ ..• ~f"at'~~~ti!~•·~i()Qt·•·•·~••~.i59.ii~iu~:f;oi~~ •. i~~cy 
v!~t~'• .. Wld•·•EPc~Bf1,]h,7~f1pt~plfOts·~mf~.~~~~~·te>fally·•~··~···,CitJ .. of 
)Xnaf:e"ni%'~ ~~ti~~,Jly .. ~~••tf1e },Jrt,,n 90rsp~iurn Srtergy Jask•Force•·•~·. its 
rn~iljg paooer;·PJ'I. Iqc; 

SJ~~?~ P~~t:!?}~B to~,,~ c~~~~eE\/'s.~t.~fHe9<>u1e Aif 
P9Jluti9Q?~dµtt19r:i ~,¥i~C:qrornitte8'{~AeRRg provi<Jed•·•rno~ th~ri.·.$75;000 

(:o~[~~~~i?1'.A.~9f~ .• ~~1).~~~•·t;~eRJ3<.:•·~~.~~tn~t .• ~~•thtlrl 
$ftB·O()(}to\N~·(lev~~F>fl1ent.af1d••·distribotlpnofthe ... studett.edutati9n····f~, . 
w~icb·.includ,1 ·.·1tAU•··Adds.U~t9.···~'ecm~rAir'f messages; OCTA.aod···~SAf?RRC 
sp9~,f~ ~etflr Proiect,,, fl~~·~irJ~ (CAJ) ~~eshare·Jrcentive P~ram 
~$1,5?·~+), which. v.t.as .. ·.unv,il~d•:in·2oo·t.TheCfJT::prc,@'ani .... is .. in?QJ"J)()r~ting.···1t ... Atl 
A(kts Upto Cte~er .A.ir'artwor~ on itsmarke1ing, ~gi~tion, anij Qther materials. 

1hetl~J\ll l\qrjs••·~P.t<>.Sl~aflerf\it' •. funds·•·Pr<>Vid~t>ytheifedera1.··.·.p~~?we~ 
priri;~ir.~ed· •. Jo• .. 1ey~1~.~~etipgolttr"e~h tnethods.for th~ .EV.· Stayon Car 
Prp~~ro .• •distnp~>tne ~~~!nt~4cation. materials.and begindeve19pment of·· 
the• C:fean City.Coatitioo in Anaheirn. 

' .. ;: .. :··- ·.:'.: ... :·: ··.:.·--.. 

VISIONS·FORTHltFUTURE 

The .• Citt.·•of.Anaheirn•••plans·to•·carry··forth ... the•;.,lt AtlAdds·.·Up•·to .. ··~1eafler.Air' 
message with its .electric trapsportationfleet It wiUindude th~ ult All Add$ Up to 
Cleaner Air'' artwork in advertising to be displayed in IO electric buses within. the 
Anaheim• Resort 

The ~glioe .. alsowmbe. us~ in n~letters ~nd brochures to endorse personal 
,responsibility .. for individual actions. and as part of the CAT Rideshare Incentive 
Program. 

If ·QQT •and EPA decide to·cootinue''tt AH· Adds·Upto CleanerAir.'*Anaheim 
recc>rnrnends purchase Ofiidvertising to.ensu~that .the entire•rnessage gets in. the 

m~~i<1.Medja public~ervicean~ouncements and. i~terviews. with reporters tend to 
dist:<>rt 'the. originaJ intent pf 01t ..AJI Add$ lJp ,oc~anerAir.'' 



DELAWARE VALLEY REGIONAL PLANNING COMMISSION 
(PHILADELPHIA, PENNSYLVANIA REGION) 



CHALLENGES 

• PSA time difficult to come by. Placing unpaid advertising on network or cable 
television in today's media market is difficult, if not· impossible, because the Federal 
Communications Commission no longer requires networks to place .PSAs for free. 
Therefore, the stations are h~ttant to place PSAs if they.· .. ~. sen the ad space. 

ot .. , .. •J:lli'~i•QHTi'' 
,'.\ 

P,rt~~rsijip 'Jf]un~j~g :\/: · 
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·····AtfbzdhJ\•~ct16h ~n~Creq€iVed 
that partners and individ~s can take to mitigate pollution problems. Also included 
are various "It AH Adds Up to CleanerAif' print materials for the partners to post 
in their lunchrooms.or on billboards. The partnership has e>g>anded drarnaticafl): in 
the •Past several years, with the inclusion of various state andJederal government 
agencies, municipalities, hospitals, participants in the "Clean Cities" lnitiative. trans­
portation· .management associations, and numerous private firms, and now.·.totals 
over· l50 members. 

Mobilizing the Message 

The three "ttAU Adds Up to Cleaner Air" television announcements were run on a 
CBS~ TV affiliate from June 26, 2000, to· August S, 2000, and· during·the same general 
time frames in ·200 I, Partners and other agencies contributed .·nearly $60,000 in 2000 
and $ I 00.000 in 200 I to sponsor these ads. 

Both the 2000 and 200 I ads Were paid. In 200 I. the campaign spent about $5.4.000 
on ads for KYW-lY.the CBS affiliate on Channel 3, and $18,000 on K:rW Newsradio. 
Although DYBPC supplied copies of the ads to Sf!venil other stations and cable sys­
tems,.no information.exists to conftrm .. whetherthey· .. played inthe.summer,.of·2001. 

DVRPC uses the "It All Adds Up to Cleaner Air11tagline in its printed materials. 
including transit· and ··newspaper ads. and· brochures. The tagline also appears on ·kites 
that were ·distributed to kickoff attendees and·others in the summer of 200 I. 

Impressions 

Approxlmately 15 miHion people wer,e exposed to the TV ads during summer 
2000, and··more than 5,000 people· stopped bythe·uozcne ActionlltAU Adds Up 
to Oeaner Air' tent at the Unity Day 2000 festival. This appearance was not repeated 
in 200 I, because the event was scheduled too late· in the ·ozone ·season. tn. 200 I, the 

campaign created 12 million impressions on persons 18 years: or older, or 9.6 million 
households; 
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• High-quality materiats provide good launching point. The structure and matetials 
supplied by EPA and DOT provided .a strong starting point to forming a coalition 
and implementing thelllt All Adds Up to Cleaner Air" campaign in the metropolitan 
DC area. Partners were attracted to the proiect when they learned that the 
materials. were created after two years of research and were promoted by two 
prestigious federal agencies. 

OTHER· HIGHLIGHTS 

Partnership Building 

As•· described. above, the existence of DC-CAN!. may be attributed largely, it not 
entirely.to the support provided through the "It AH Adds Up to Cleaner Air'' initiative. 
Partners inch:Jdethe American Lung Association of DC, DC Department of Health, 
City· Bik~. Washington Area Bicyclist Association,Washington Metropolitan Area 
Transit Authority (WMATA), Medical Society of DC.Virginia Railway Express, 
Endgridlockorg, and BP-Amoco.Additionalf~ a representative of DOT.attended the 
vast majority of coalition meetings and events, and provided countless hours of 
support. and ·energy. 

Mobilizing the Message 

• Radio. Airtime was bought on "talk radio;' smooth jazz, top 40, and alternative stations, 
which have the most listeners in the target audience (the general driving public, espe­
cially commuters and soccer moms).They aired all three core messages a total of at 
least 70 times. ln addition, a letter explaining the campaign was sent to another lS 
radio stations, along with a fact sheet and live-read PSAs for all three core messages. 

■ Print. A full-page black-and-White advertisement of''Try picking someone up 
before you go out" was placed inside the back cover ofthe AlADC Kids' Asthma 
Auction booklet and was given to each of the 300 volunteers and guests at that 
event Additionally, Commuter Connections, the local group promoting ride· sharing, 
ran a full-color article about DC-CAN! and .. It AU Adds Up to Cleaner Air" on the 
back cover of its·summer 2000 newsletter: 

■ Transit. Metro provided free space to display the "It All Adds Up to Cleaner Air" 
outdoor ads featuring the blue sky with clouds background, on 20 Metro station 
dioramas and I 00 queen-size buses from May 2000-May 200 I. 

• Events. Throughout the funding period, "It All Adds Up to Cleaner Air'.' messages 
appeared as part of conferences and fairs across Washington, DC, including the 
National Earth Day Celebration on the· National Mall.· Display booths were also 
set up at Washington Area Bicyclist Association's Bike-to-Work Day. Endzone 
Partners' campaign launch event·and symposium, Metro'sTryTransitFair and 
Concert (held during Try Transit Week); and atthe finish. line forTour de Sot, a 
national competition for electric and hybrid cars. The DC-CAN! 2000 campaign 



Citizens' feedback on the campaign 
;'JI 

"The blue sky theme really stands out. It looks great on the posters!" 

"I never knew all that! I'll be sure not to get gas when it's hot and sunny, now." (also said 

about topping off the tank) 

"We were walking around the fair and were attracted by all the bubbles (at the bubble 
pen giveaways). We decided to stop by and check it out. We learned that by carpooling 

we can help save the air. Because we all live close together, we've decided to give it a trY:' 

"I was riding Metro and saw your signs. I felt so good that I wasn't polluting, because I 
was riding Metro." 



VISIONS<FOR THE FUTURE 

The American Lung Association of DC is strongly committed to seeing0ft AH Adds 
Up to Cl~nerAir" grow in the coming years. It is currently writing grant proposals 
that, if awardedj would fund an ~xpansion of DC-CAN!'s activities'. Activities proposed 
in· the applications· include increasing contact with the. media, purchasing more 
advertising space, creating a youth board of t'Oean Air·Ambassadors'' based on 
the Academy for Educational· Development's let Kids· Lead model, and visiting 
classrooms to teach students about ways they can improve the air. DC-CAN! is 

. also in the process of seeking corporate sponsors to· provide funds or large in.-kind 
donations to the campaign.A sponsorship breakfast wiH feature a Member of 
Congress ·speaking on ·the irnportance of the· environment and ways.·corporate 
America can help at the local· level.Additionally, DC-CAN! is compiling a list of local 
organizations that wilt· be sent recruitment letters, followed by telephone cafls and 
personal visits, ·when possible. 

DC-CAN! is also interested in pl~nning adtyWidel'no drive day;' and is looking 
into hosting a Hight for Life event, a program ·developed by. the Lung Association 
of Canada, t9 ·be· imptemented by ALAs in the United States. This· event involves 
securing· a large put:>lic space and selling ''clean air kites'' for a nominal fee. fach 
participant pledges to help reduce air pollution, and ties a pledge to take a specific 
action to the tail of a kite. 

DC-CAN! i$ considering partnering with other urban "It AH .Adds. Up to Cleaner 
Air' communities who ma}'be interested in sharing .production ·costs for additional 
creative materials targeted at an urban audience. 

GEORGIA DEPARTMENT OF TRANSPORTATION 
(ATLANTA, GEORGIA AREA) 

Contact: Teri Pope - Teri.Pope@dot.state'.ga.us 

APPROACH 

Sprawl and traffic congestion across the Atlanta region are legendary. As a result, 
. air quality has diminished, leading to a halt of federal highway and transit funds 
from January 1998 until July 2000. The ··oean Air Campaign;• through the Georgia 
Department ofTransportation, is fighting. regional traffic congestion and getting the 
air quality message to the public. Its mission is to educate the public about Metro 
Atlanta's air quality problem and encourage solutions to traffic congestion and air 
pollution. In September 2000, the "Clean Air Campaign" introduced a new children's 
education program featuring BAlR. the Better Air Bear. This big blue bear was 
designed to complement the fourth grade Weather and Climate curriculum that 
includes an introduction to air quality issues.The "It AU Adds Up to Cleaner Air" 
messages joined the "Clean Air Campaign" through an intense radio campaign using 
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constructed in 

The "LUVthe HOV" campaign used an ''HOV Bug." a 2000 Volkswagen Bug donated 
by an Atlanta car ,dealership.The "HOV Bug'' was custom-painted with the "LUV the 
HOV'tlogoffhe "HOV Bug" has been used extensively to gamer media attention at 
speeches and other public events in the three-county target area. 

Leveraging Resources 

Georgia DOT was .. abte.to· leverage current resources and campaigns to optimize 
the benefrts of the $25,000 grant The.,LUV the HOV" brochures and('HOV Bug" 
were paid for outside ofthe.grant Georgia DOT also ·provided derical support 
and supplies at no c,qst l:stimated in-kind contributions were a minimum· of $500 
per month ·or a· totaJof$9,00Q for the• grant period. 

JEFFERSON COUNTY (LOUISVILLE, KENTUCKY) 

AIR POLLUTION CONTROL DISTRICT 

Contact: Rebecca Stutsman - rstutsrnan@co.jefferson.~.us 

APPROACH 

The 0 lt AU Adds Up ... '' grant award and media toolkit came at an ideal.time for 
LouisviHe and Jefferson County,·•Kentucky.The local.ozone coalition, Kentuckiana 
Ozone Prevention Coalition (KOPC), underwent a significant transition as its manage­
ment and staff support moved. from the local. MPO to the Air Pollution Control 
District(APCD) in late 1998.Availability of the toolkit and grant award went directly 
into craftingmedia campaigns for:;~~ththe · 1999 and 2000 ozone seasons. KOPC 
used the. $25,000 grant award, ald~g with existing Congestion Mitigation and Air 
~ity ~Q}:ilPi~•iJPfir<Vtf~s. for outreach and· education activities. 

,··· .. · .... ·.·:·.·.·· ....... ,,,:, .. · ··:'; . ... ,·., ... ,·.,,· :·:-·,.:,_; .. ··:.,· . .... · .. ;,. 

''.SUCC&SISL 
~" /{'.:\ ·-· ,_<.-:;. 

'tfo~?ri~~,:~•ta!1;~Ues~2J::, ''. ~hi~d i~I~~~~villemetro area .. The.Louisvilfe· metro 
. ' area. thi~·::gran;;f:ic e;' an':bz~~e;'.nbn~attainment area and had failed to meet 

federal ozone standak1,,.,.~e the Clean AirAct was introduced in 1970. EPA had 
proposed in the spring of 1998 to downgrade Louisville's air quality status from 
"moderate'' to 1iserious:' By late200L this area had achieved the one-hour ozone 
standard foJfowing three years of improved pollution leve1s and was successfully 
reclassified by EPA 

• . Better media covt,rage received for environmental efforts.The "It Alt Adds Up ... '' 
Resource Toolkit helped refine messages b9th to the media and the general public. 
The. result was that local media outlets, particularly TV meteorologists. gave 
environmental messages great¢r attention. Local media have redo.ubledefforts to 
present this information to viewers/listeners 24 hours in· advance. and provide rnore 
health . alerts, including front-"page information in the. Courier-journal, the daily 
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and• A&E.Sc:heduled ·spots· .. involved•·694· paid spots and ... 1;8.37 bonus spots·forthis 
viewing .. perie>d .. Also .. apf:)earing.·.¥tere.•''crawls0•.With··.020!1e••·action·tips·· tuming. during 
the local t1pdates ("on the eights'') on theW~ Channel .forboth Ozone.'\ction 
· Days andhetter-air q~; t1ofe•than $34,000 in value;.apded,•bonus .spots accompa-
nied both TV and radio campaiins. 

• Radio. Radio spcrts, including both 6();.secgnd and I 0-second nve. annour1C:ert1ents, aired 
during~ two summer months as Wf!ll, Mo~ than 60percent of the radic)·.ads· used 
IO-sec<>n9Jrye••spots .. ~r~n~.~xc}us~ly.d~rirlg.rnorr,i~ rd .. <i~~ ... dri\te.times.A 
~. of21B:radio ~ts.~·,C>? .zgradio·s;1tions. .. dt1,tlgthejune--july···l999 .• ~ .. and 
reached an· esg~d ~QOadµ,lts. ag~ ·l.8.-49r with .a frequency of 4.2 messages. 

".,·· ·- ·. -

Addrtiory~~ lotat·(=te!r.C:&nnef·••·•radio .. statiqt1s,. prirnarily··wHAS'~dio .84·.•·(AM). 
promote~ a new.• product c':ated;!S·. a special feature of the .woo'otJtreach 
campaign.The product isa booklet toutingttle beneftts of the yehide emissions 
testing prt>grarn (VE1} in.Jefferson County.WHAS has the rnost tisteners during 
morning and .afternoon ·.dtive~times • in the Lotiisvifle metro area. 

Pt1id ads for 6~sec:ondurt JXflAdds tJp .. ·f' .radfO .spots ran dunng5pring and sum­
mer· 200Q .• on .. ·Steveral·.1ocaf .FM.·•stations.··affifiated. with B1ue· .. <:hip ~die,·. Corporation; 

Eighteen spots ran at~ach stati<>n forato~I of l09 paid sp<>ts for ~t time p~riod 
and·. 94.·, bonus·ads •. KOP<; received a .. sp~iat advertising, ratf:!.through·.the louisviUe 
RadioSroadcasters•Association . 

• Print. Dail~.ne~paeeradSf~turing ''tfJXll t~~su~.;. ''them~ ran in th~ .. ~nett~ 
oyvned·.(LouisvitteJ .• courie,;:Jpt1tnaJ.during.·the J~ne-julr ... 1.?99 period.The. <;umufative 
reach of the newspaper ads was 597,000 adults, with an 8 I .7 percent reach dtsring 
this three"week period. 

APCD .. staff w<:>rl<ed. with a. public relations ·firm to create its.new outreach 
bool<let.prornqpn~.tf:e•be,re, ..•.. of.tiie V~T .p.rogram··.·•'"·J~~r~oo.· .. Count)'. This 
eight•p~ •. four~colqr bookl~ .. c;ontar.ns••··infotTO<l,ti.on .. •.·~ ... to~al ~f .. £1Uality. cmd 
provisior>s .•. ofth~ ... emissions ... t~ng pro~~ ·~.•·.weu .as.9zon,.A¢,Clt1 pay.tip~ 
A uniqueJ~tureis trye inclu~i9a .. of 19 SfUJ>QQS an~acfsfrom local tlusinesses. 
loc~ed ontheborder ore~hjnside .page~Je><taiSQ in<!lg~ two.·'~ltAHAdds 

Up .. ·" printads.APCDpaid for the desi~ and layout .of ~e b(;)()~et WittJ.CMAQ 
funds.wHile Clear Ch.annet•. covered· printing. costs. for $00~000 tx>oklets •and 011~air 
promotions.AP<:D diwit>ut~<tbooklets at all tiveVST centers from August 2000 
through.J\prit.2001.· ~d ... f 1¥8e outreach events su~h¥Ea(th .. Day <1nd tne 
Kentucky StateFair.A ~pe<:if edition of the ~oWetwithout· coupons was pro­
duced at a cost.of $2.200 ·for the. ·local Earth .Day .·2000 event ·at the· Louisville 
Zoo, where 5Qi000 copies were distributed. 

■·. •·.events •. KOPC··•co-spc>nso~d·.·~n •. Atter-Hc,urs .• •.event .• ~tthe,JB .S~ed.Art·. Muse~m 
duringdune. J~9,. y,mkh rn~ than .600 pe~ple.att~ged,~ •.. rnonthJyEWent 
showcases• ne'b'. mu~urn instaU~tions and. exhibits t¢ the :tar;-getdernographic e>f 





VISIONS FOR THE ·FUTURE 

''It All Adds.· Up ... ''themes and logos have found.a new ··home .in a :ecently expanded 
outreach program, KAIRE, established at.the Air ·PoUutiort Control• District. KAlRE. 
short. for Kentuckiana Air .Education,·represe?ts the larg~st. C::MAQ award t.o. date-:,­
more than $ I million over a three-year period-in the Commonwealth of Kentucky 
for outreach and education· activities. 

New initiatives include campaigns on c:ommuter choice, high-tech emissions testing 
(OBD} for newer cars and trucks; ·Vehkle .maintenance, teer\ driver education. 
interactive kiosks on air qualityiS$UeS, ctnd de~lopment of new public health 
messages on ozone .·andparticutates.These nf!w. programs. offer a;ddition~ ways. to 
furtherreduce pollution and .achieve·long-term· improvemen~ in.tos-;al·air;qualify. 

LYNX/CENTRAL FLORIDA REGIONAL TRANSPORTATION 
AUTHORITY (ORLANDO, FLORIDA) 

Contact: Jehnifer Stults .;. jstuh:s@golynx.com 

sible by LYNX and carr-ying the 
ssctges made its debutin Florida. 
nsportatiop,LYNX .is ~o$1)ized 
irf the .• c<:>uptry..· LYf\JX's dean .. air 

hieve a 20 pen:entreduction in 
number ofdrivers by encouraging peoplet9 use afternative transportation one day 
a week"ltAIIAdds Up to Cleaner Air" radio and television PSAs have dramatically 
increased awareness, but the program highlight is the ''Clean Atr f3us." 

The bus. was a crowd-pfeaserat .. dean ·air events •. and Vvas.atsp. a hit··on. can,pus,lt ran 
on a route to and frornthe University ofSouthflorida, thus hitting an important 
audience-futurf! .. drivers. •and. <:onsumef"S. And •. naturally, the. bus ·had· a bike rack. 

Currently.Orlando is in attainment of dean air stand~s,iand LYN)(is maki~g sure 
the region stays thatway.A November l999 survey showed that one in five central 
Floridians had. heard· of the''lt AH Adds Up to Cleaner Air'' message.To increase 
awareness and reach minority p.udiences, LYNX is using community newspapers and 
direct mail, with·. messages. in· both English and Spanish. 

SUCCESSES 

• Orlando remained in attainment and had a great local coaliticm and good 

community participation.The painted bu5was.featured .at many successful .. events 
and conferences. Partners elicited Orlando*s participation in their events, inviting 
presentations to· be ·made· at .·each.·oftheir programs .. Business sector.involvement 





OTHER HIGHLIGHTS 

Partnership Building 

Orfandds local coaUti9n is known as the Ceo~. Florida OeanAirJeam~ or the 

Clean AirTeam.ltstarted Y,1ithapproximatetyl5·par-tners.an(l ... ~.to 25 as·the 
prqgrcun and events. developed.Active participatipn·tended to grow With special 
events or functions. 

Mobilizing the·Message 

■ .. Television. ·CNN,Vveather ChannekESPN, 1ss,Jifetime.A8tE~ ?isc~r;; Channel 
I 3. (local news station), O~geTV (g~romentaccess channel), and Semiooje TV 
(government· access <;hanne9. 

•. Radio. ~etro.Traffic oneightmajor .. J=M. ~tions;AMta:lk stations sucflasVVSOO 
andWRLZ (Spanish); and FM stations such asWMMO 98;9,WSHE W0.3,MO< 
I OS~J, and XL .106,7. 

•. • Print.•· .rhe Orland() .. ·.·~ntinel•(Qrfandp's .major.daityipaper).·11Je·····0sc,eolaNews. Gaze~e, 
~·•Seminole H&old.•.FtrSt·Monday (pu.?fkatioo·by.the<:h~··.of~e), ~rlaitdo 
Business Joumpt. Orlando Times {minority paper); Orlando Weekly. La Seaman (Spanish). 

• · Outdoot~.··Painted·•·compress¢ct· .. ·natural·gas.·.(C:NG)·• LYNX·bus .. f~tu~.the ''ttAll·.l\dds 
Up to.t1eaner Aif' ~rk The bus~ operational .for2J.month5. tt.c,perated·. in 
.~e ·Univetsity.·.<:>~Central •. Florida·area·.~·.·•on.•.the•.D~· .. LYMMO, •. Qtulat.Qr 
system, though it c:ould ·be puUedto.run.•anywhe~ in thetri--county. area. The"Clean 
Air·Bus'•·atso. appeared• .. at ... atmost,atl.the.•eyents.··li~··•n·th{s report .. ()ft,~n.·.it··was··•useq 
for transportation.display, and ba<.:kdrop .purposes, and on-bus tour opportunities. 

Impressions 

Events: 320,935 

Bus: 31 ,500,000 

Leveraging Resources 

• Bus. The corporate rate for a hand..,painted busad is $4,000/mohth, so a value of 
$84,000 was received for approximately $1;200 cost to the grant 

■ Other leveraging successes. O~do hadexceff~nt expe~epc7 ~~~n, 
resources after first spending a little money; By purchasing or tractingfor a<fvertising. 
Orlando often received .additional free . advertisin~ or ~rvices, such 4lS.ProcJUction 
and reproduction .costs andfree'Spanish traf]slations.lnexdlangefo~$25,000in 
grant funds, Orlando received in-kind donation~ totaling ~218,600.to ~ate. It is 
likely that the actual valve.•. iseven. higher.because rnall)'~s ~redifficu1tto 
value.This amount was contributed by atl partners and indudes mediJ ()tac~ 





choices/'lt AH Adds Up to Cleaner Air' gives people simple steps they can· take to 
reduce traffic congestion and help dean the air. Besides using the 111t All Adds Up to 
CleanerAir' materials, MAG filled the marketwith 60 PSAs and traffic announce­
ments. It also produced a dnema slide andPSAthat ran in IO theaters, as well as 
giveaw9ys,induding mints with the slogan ''Until people rideshare, this may be the 
only way to freshen the. air:" MAG also addressed the ·winter 2000~2001. pollution 
season,··k.icking. it off with a press conference· featuring a local· icon, Camefback 
Mountain. 

SUCCESSES 

• Professional quality of toolkit generated good feedback. One highlight of the 
campaign was the professional· quality of the .. Resource Toolkit provided by the 
federal partners. MAG frequently·.usedtoolkit·information·and materials·in 
impl~eriting its prograrrtThe campaign materials. generated positive feedback. 
demonstrated in partby continuing requests for "It All Adds Up ... " placemats, 
3,000 of which were distributed. MAG project staff learned from the regional 
rideshare contact that 0employers love them:• 

■ AbiHty to leverage paid advertising. Perhaps the biggest success MAG had in imple­
menting the program was its ability to leverage nearly $ I million in paid advertising 
through its relationship with the Regional PublicT ran:sportation Authority (RPTA) 
and ''Clean Air Campaign:· Because. MAG provides $300,000 in funding. each ·year 
to support the summer ozone campaign. it could incorporate the "It All Adds Up 
to· Cleaner Air'' theme, logo, and messages into two .summer campaigns during the 

grant period. In addition, MAG encouraged RPTA, which coordinates the Valley's 
Rideshare Program, to include "ft AU Adds Up to Cleaner Air" materials in its annual 
Trip Reduction Toolkits. These toolkits were sentto 1,400 employers who participate 
in the Trip Reduction Program. The employers then copied and distributed the 
materials to about 500;000 workers; This opportunity was used twic.e during the 
campaign period, for a total reach of I million· employees. 

■ Creation of unique collateral materials. Another highlight was MAG's ability to create 
several unique collateral materials. including refrigerator magnets· with the ''It All Adds 
Up to Cleaner Air'' logo printed on the blue sky and··ctouds. background and followed 
by·thethree •key messages:. Combine Trips; Maintain Your Car;.Rideshare. (this graphic 
also was used for the cinema slides). MAG created a companion fact sheet.with more 
detailed information··about the .·program, induding nine ''Did you know .. . r· fun fact bullet 
points. More than 2,500 magnets and fact sheets, copied onto "geopaper"with blue 
sky and clouds background, were distributed at special events during the grant period. 

Another successful collateral piece was a children's cityscape coloring poster.which 
included the 0 ft All Adds Up to Cleaner Air'' logo. Children were given the poster 
and several sheets of stickers depicting a bus, carpool, vanpool, pedestrian, bicyclist, 
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MAG· leveraged approximately$ f. million in additional advertising.through the 
two summer ozone campaigns, including $600,000 in paid advertising and at least 

$320,000. in publicity value through measured pubficrelations eff,orts. MAG 
additionally leveraged $5,400 in TV PSA value, as weH as $3,700 in cinema PSAs; 

VISIONS FOR THE FUTURE 

MAG .. has·enjoyed participating as an"tt All Adds•Upto·OeanerAir" demonstration 
community. and intends to continue distributing the "It AH Adds Upto Cleaner Air'' 
fact sheets as part of press kits and at fairs and special events. Two local stations 
continue to run.the television· ads. MAG win .. also provide the car rnaintenance .print 
ad•and fact·sheet to Maricopa County for inclusion in materials sent out to violators 
reported through its usmoking Vehicle" hotline. 

While MAG believes the campaign enjoyed strong success in. Phoenix, there are no 
plans to continue the current·prngram in·opcoming campaigns.This decision stems 

fromthe end offunding and from theJactthatsome adagencystaffperceive the''lt 
All Adds Up to Cleaner Air" tagline to be somewhatcumbersome and limiting. MAG 
recommends continuation of the program~ but. with a newtagline and foolkit to 
introduce ''NextSteps to CleanerAi~* 

MIAMI VALLEY REGIONAL PLANNING COMMISSION 
(DAYTON, OHIO AREA) 

Contact: Laura loges - lloges@mvrpc.org 

APPROACH 

Move over Superman-Miami Valley has a. new superhe~the Smoginator! The 
Smoginator is in Miami Valley to warn citizens about poor air quality and to encour­
age everyone to "take action." He particularly likes to visit schools and teach children 
about the dangers of ground-level ozone. To hetp the Smoginator in his work. the 
Miami Valley Regional Planning Commission's (MVRPC's) .·Regional Ozone Action 
Program conducts free gas cap testing.The MVRPC program is designed to.make 

sure the caps 0 hold in" the fOrrect amount of pressure, so that gasoline vapors do 
not escape into the atmosphere and contribute to the ground .. lev~I ozone problem. 
During the summer months, MVRPCstaff conducted gas cap tests at various Shell 
stations in Montgomery, Greene, and Miami Counties. If a gas cap failed, a new one 
was issued free of charge. 

SUCCESSES 

• Gas cap program developed. Dayton, Ohio, developed a gas cap testing program, 
along with television and radio ads to support it Outreach efforts related to the 
program elicited particularly positive responses from men, a group traditionally 





atongwith many radio spots and afutl-page nf!WSJ)aper PSA. McDonald's atso helped 
the cause by using "It All Adds Up to Cleaner Air'' tray liners in 300 restaurants. 

SUCCESSES 

• Good fit with ongoing ft~'1;1tAII Adds Up 
cqO)~\~:;~ise blic 

ality iss . . . .. ·i/'l· :iil:••· . , . 

aner Air''· meshed ·.weH with 
s. of transportation 
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~i\?:;~wo+ :}'.;; 'ing ?Usine, ' ' ''' ' Yorkers.tourists, and 

~ vis~ors ron~,the ··tt ',·,. ' .. ·.,.. ·. ', ' p to ·. eanf! ' '' .···•· ·.· ssages haibe~nthere 
on signs. posters, bitlboar<1s, arid etectn;>ni~ rnes~gr boards.suchas scoreboards at 
Yankee Stadium and METS Shea Stadium for the home games before the 2000 
World -Series. Travelers throughout the city could read the 0 1t All Adds· Up to 
Cl~aner Air" messages atong major corridors and at bus-stops. At McDonald's' fast 
food· outlets, both children and .adults rec;d the initiative's messages on the tray 

liners.At "the h~art of New Yorl<'---Times Square-pedestrians as weH,as 
motorists_· are·.attracted to _the flashing dean ·air efectrr)nic billboard. spoosored.·by 
Fleet Bank.The NewYorkPost ran free full-page ··ttAll,Adds Up to Cleaner Air'' 
advertisements. In total, NYC DC>T fevera~d more than $ 1.45 million in media 
exposure· from the original $25,000 federal grant 

• Commitment from. corporations. Major corp~ra,tions welcomed the opportunity 
to. demonstrate their commitment to raising pubtic a\1/areness about transporta­
tion/air quality issues. "It All Adds Up to Cleaner Air" was included in the Mayors 
Quality. of Ufe. initiatives.to which corporations can become regular contributors. 

CHALLENGES 

• . Motivating real and widespread behavior change. The chatJeriges. that remain are 
to encourage NewYorkersto change their behaviorto.reduce .. air pollution from 
cars and ,trucks and to. foc;us their attention. on the public health risks posed by air 
pollution. To this end, the campaign. issued Ozone Action Days forecasts (based on 
NY State· Department· of Environmen~t Conservation information), using variable 
message. signs, e-,mail, and faxes to notify employers. travelers, and. individuats to 
timit their ·driving ·and. to use. mass transit. 

OTHER HIGHLIGHTS 

Partnership. Building 

Since NewYorkCitywas chosen as an"ltAHAdds Upto-CleanerAir'demonstration 
community. the Clean AirAwareness.Coalition, c◊nveoedby the NewYork City 





Leveraging Resources 

Fun-page ad.inNY Po~ 
Shea$~iurn· signage 
ourboroogh~& ex .·.. · ·· · · · 

Mcpqr1afcrstray.·.tine 

Comrnut~rLink.th~·.•1oca.1.T~A.:has·•···~j~ed ..• in:~rne1ernef'lting.2zone·~ction. ·oays. 
Last year's. five-month· f)fOgram.wiU be.· expanded to.a .. yea~round air quality 
awareness program, in .partnership. with. NYCOOT and the MPQ.CommuterUnk:s 
effo~seel<to increase awareness.ofthecause~ and .effects. of~r pollution and of 
the. cotllmute altematives .. ·avaitable. toireduce.e.missions.The.·program.·will •be 
marketed to·~ommuters via their employers,.while a second program will. use ·the 
same basic messages to target drivjng students. 

Pfans .. for an area-wide awareness program,:inctude the.following: 

• Developingan ~r .quatity·~ess andeducatiori guide for emplayers; covenni ozohe 
and.other. vehicle--relatedajr ~Uutants .and alternatiyes.~·driving .. alone. Mechal1isms will 
ioduiie newspaper cidvertising and anexecutive incentive award program. 

• D~veloping a .ra?joiandbjllboarq .. ·a(iv,ertising·campaign •to• inform the. publk ·• of 
actions it can take to .reduce ozone specifically on days forecast to be high-ozone. 

• Developing a school c:urricu!um to assistteachers ,n p~senting ozone awareness 
materials. 

In. addition, NewYorl< City has supported s~verafproposals t¢ incorporate the ;it All 
Adds .. Up to ··Cleaner Air' initiati\lf!info· ~he Congestion Mitigation a~d Air. quality 
(CMAQ) Jrnprovement Pro!ram projects currently ,under M~O revi~yr, The city has 
also included the.program In the l/njfied Planning Work Programat\he MPQ and 
the initrative is being integr~tedwtth the work of NYC DOT'~. Alterna:tive Fuels 
Division, to ensure a coordinated mes$age.The NYC DOT Comrnissi9ner has 
approved the insertion .of the •i-r-en .. Simple Steps .. ,'' flyer.into paychecks·and mailings, 
and directed that posters be prepared for placement at each city.owned vehicle 
re-fueling facility to• advise operators. not to .overfill• vehicle gas tanks. 





area from 1'Mod~rate~·'tc,.·''Serio~s''.non-attai~nt ••. for.<lzone.·f()r.this ~, .the 

Ex~cutive .•. Bocird.·.·of~e .. ~orth"f~··q'an ~rf()~lition •. ·~1t~n~er.~es~es 
were needed to .. get. trye att~ntion .. of .NorthJexas residents. They did •.not .want ·to 
congratulate themJor whattherhad done and ~ncouragethern to continue in the 
sarne ·vein. because previous efforts had· been inadequate to.meet .. federal standards 
ortokeep air.quatity·•·in te ... area .. from dedioing.Therefore,during 2000.theCtean 
Air.Coalition ·.u~d.~ ·p~"ious ... sloganof ''l)oYoyrS~ fo~Oeaner~r:· with 
components of"ltAHAddsUp to CleanerAir'' 'Nhet1ever possible. 

OTHER HIGHLIGHTS 

'.The North Texas. Clean •. AirCoat~~n. is ·cornp~ed .. gfthe.NorthC:entr~ITexas 
Council·o~ (";c)vemrn~nts, .N.o~Te~~.Commissi()~,F~r,tyVorth 9harnber·of 
c. o. m .. ··• .m ... ·• .. e.r.

1 ce·.··'···.·.G ..... ri. e. •.at. ·.·e····r. D ........ ·a·.··•'·l··.as.·.· .. C. h.am. be .. ·•.··· r. .. o.· •·.al.las.A. re.·.·· ··· ... a .. •··Ra?i.· .. • ... ·• 'dTran .. •.· .... · .. sit,. and ... · .. • .. · .. th.• e J:; .• o. r·.t •. W·o·····.dh.·. ··•·.·.• - . .. . .. ·. - •" ... .. ., 

Transportatior, Authority, In cldditk>~, do~rs of local gov,mrne~ts. private cornpanies. 
eived.,,~;ttltttLAdds·. Up t'! (:teaner,l\irt materials .. to 

or;;;•::'..:· ,'.;lier. Ofianizations.·having .. fre$,.··media.-,ready 
ection to,the federal paftn~ prove<fan 

( sponsored the radio f>SAs durin~ 
Asto local stations. In 200 I, the.·coafruon 

• print. Coalition partners used the materials in their in~ivid~~ pt()~$, b~ di1 not 
track.·their activities.for •• exampfe1. Nortfl·C~traf Texas Council of Gpvernrn~nts 
ptaced the.''Ait Q~ity.Quiz,''~'Ten· Simple ·St~ps:'anrl•.oth~r·. pieces in its .mo~thly 
ernplo~.•neVvsletter.The••••Progryun.·w~also .. featu,d. in ·the••···Your Regif!n• •. pubti~iqn. 
At .• th.~.e~~· of.ozone ...• Sf!~on,. the.Oean· ... tir<;~l~Qn• .. Purcha.sed ...• fuU-~ag~·clds .. ·•·in. the 
Dalla$.·.A1oming .·News~d· •. fo~ Vvotth·5tar--Telegrgm •• •~cognizirgco~b~rs,··•·.~Jhe 
Qeaq1irCo~titio~ ~dorgani2:~tk)nS with empJ<:>~ equcati~prog~s.Th~:~ .. 
incC>rporated .• ••1fyou're ..... 11ot .. ~art of the ·problem,.you're part. ofthe .. sofuti9n'\from 
"ltl\llAdds lJp to Qeaner Ajr," . 

• . Ou.tdoor. The fort Worth Transportation Authority chost?the graphics to 
promote its. new commuter rair service.which·begahi in ~P1ember 19:9, 
Doting 2000.thef yse an .Air Freshener1' billboard "!as.ondispfay in fort Wprth 
for five months.~ P'joustyexplained,a ~omplem;ntary~iH~ard 'Nasused in 
~allasfrpm.A~~~ :throo~ <:>«:tober ;he.~e ,,ear.An ~mated·• 330.000 
people were. exr:osed to the message through the ·billboardiD .FortWorfh, 





NORTHWESTERN INDIANA REGIONAL 
PLANNING COMMISSION 

:_'_..:_: .. . :·. ·~. ··.::.>· :>. . · .... --·:::.:· ' .. :_ :'.- :· 

Contjlct:R.eggie.•·1<.c>rthals.--·rkorthals@nirpc.org 

F~ah~~~~,>Nldl~astJ\e•l9e)t••~•·~.~• 
theiNQrthwestr")·.·fndiana ... Re&,i9nal •. • PlarmingCpnln1ission.(Nl~C);~i<;h. ~s\ttie•····• 
thre~--c;ount)'~~ion so~h .of ~kagc>1had .. ~· ~Ot ne~gJo edtl~atefhe p~blic 
about trans,portation choicespnd ·air g4ality. 

,wlfh ~~,~~~•~sp1~i~~~ 
choices ~d,air qqality.Steel cqmparlies. ~nd f.lat~raLgas ~r<.xlt1c'rs <tre 

Y· U,~1~these ~sir1~s,~~V"ithair 
~hu~s.r.empl9~~s.fQr 
fAirt'1~Fla~~nt's ~r9J,ct.~• 

ip).,i'lthic;h•'t~a.th~.•.·stuctents•how 
d. J\ltl\l'ff afse> ~(:hed <,ottQ l<iqs at 

.~.• rr.¢vip~~f ·•1'00(} t;,efh~t~. 
s • ·.··.···•··.. > > .. ··••.· .. ·· .... ·.... . < .•....•... . Cte~~r < •. <; > . rkand rTl~S~~f as ¥/elf as ~ket 
card~·•fith tff\~5RQ~iQt1 •.fd.air.q4~ity,p~lf51frtn~~t~i,r.la's effi~~: ~, .... · 
awa~:dthe 19?~ .. 20()() ~qfng Pu~ic(;)~ch,P~ {f'<)m~e t~~ 
Departn,entof ~r,vironrnerlt~ M~~r9ent(f{;)EM)·.·pn<,fthe farwers((<>r qeao Air. 

• G. •·O··· ...•• o.·.•· .. ··.d •. ·.• .. ··.·· .. ·.•.i.·n.··.·.•.·.t.· ... ·.~. g··.··.•.r ... •.•.• .. · •. a.· ..•.. t ... ··.i.o ..... •.•.n.· ..... ·•.•.·.·.··.of.·.· .·.· .. ••.· .• •·.c ... ·.··.· ... ·.•·a .. m .. ··•.··•·: ...• P.·••·······•.·a·•···.•·.•.·.ig.··••·.· .. n.·.·•·•.•.•··•· .. ···•w···.····.-··-•.··ith.· .. •.·.·.·.•.••···•.••.e..•·· .... ·.·.x.•.•·.··• .. ·.is·t1·•··.·.:n.··.···.g.·· ... ·.··.·.e.··.· ...• •·.ffi.•.:_ .•.... o ... ·•.t·····•·•u··•·•.· .. · .. ••.·.'.Th, .. · ... ·•.• .. ·· .... •.·• .. •·e.· .. ·· ... '.•.·.• .. ••.It. A1.··.·.'.-.·.•.· ... '·····.•·.A.·.•.;.· •.... d.·.· .• · .. c1s.·.·•. ·.····.·•.·.U.• .. ·.·.·.·• p···.···,.• .. t.,o····, 

Clea11~f~if't.~~?~ fas•·•c~~ir~.~itt) C:~~e.~t9n•·~~~tio~,:~t3i/\itJ~~ity·•.; 
(@M~}l01proy~~,t.••·l:~.· ... ~r'1~.~~·•tn',i"itiative:~~:~,SU$~Cfot••.~f 
o~~h•e,o~Jhis• .. •cle<;i$ion•·•·~·J~[c,r,-.. •~·p~~iit•··il0~.·.me•.i~le~nttng 
organizations, .. because · it .. dexek>ped.~ibiUtyand ... ~intained.~qn$isteocy. 

-· .· .. , 

• ~ots <>f ,~alttyrnateriat~ 'p~1ucef tr.are,~tf ~Ht>1,t•~~.~llent~v~s_' 
ep?E~Jiooal ~~ri~~s,tp¢dif ~~J.~if1b()~~•.f~>PF°~~~,;~!~!,:~e~prpqv~~ 
b~ause•.·the·t~lt -AltAddrtJp:to::<:;leaqer:J\ir'~·:tn?teri~ •. Vfas.ieas.lty·.•adaptat>te, 

-..•.•.•• < ..••. ···. i·••····••·.·.·•· \ ii i:/·· \>i i.ii.: ···•····'<·i < .i.. .•.... ·.·•·····. ./···•.··.·•···· .. :• .••.•••• ii .............. ·,: 
' E,{i~tfng e,~ru.~.~P!~d~.~ .• ,r ()~!h;~!~paignm,t,rj~,~ ~ifl~.<lrl0tttlt f ~~\~P 

t9·.·.p~~,rtW\9~m0~t1~r1co~~!n~~~ff~~;'t4l~t~···•.exp,~•its·air 
~~alityl>U~tepq~n.;!9~.~r ·~S,itl~··~'.jeo'r··.~~vel°R:~•··•f()rthe, i?~i~~•··and 

_••i~erreifyi.n~~Jry~!irnal§~P~J?;'•'ftAH1~d~~1.Up •. ~o .. <:t!a11~~jr'·p~~~d 
creqibl~rtt~!e5•~•·andi.~~~:;!up~~tt~.•~h~ngt~~edth~ .. ~ac~ •.•• oftne 
part'}.er-s.Tne .• t~rn b:lie~ 'at .• c0n1rnunity.res,ppn~.tothe.p~t;~s ..• ~'~n 
the.~yto.•st~gtheningtt1e ... ·9palruo~·~lthpugp•.the.inititt1•···•~.•·W'' ... relatively 
small ($~5,000),the·.mat~riijls and program ~!Jpport were WQtth at least three 

nm~~.~··•~uch.Th~.··~~SQU(f{Totilkit.dnlirtet11ate~~f~,and ~n.41. ,istan~e·at~ 
the majority. of funds to• be. Q~~d for.product: production rather than dE:lvelop!J'lent 





• ·. Many .successful. events held. ·successful events·· indt..tded the·fottowing. 

• Earth Mont~ 2000• calendar project. ~ori"d in Paftnershipwith 23 
reglo~<il ~iZc1ti9~s. A cafendctr of. regional events bas~ on the l'ltAU 

. Adds Up to CteanerAir0 materials was desig~d as an insert for The Pest 
Tril:>une, l 00.000 copies of which went to subscribers, with 24,000 distributed 
byproject participants . 

• Partkipation in EarthMonth 2000 activities at 1(1Jraraiso University. Purdue 
Univ~rsity-Caiurnet. and.· Indiana University-Nofthwest. 

i ., 

the Beach:t a partnership with the National lakeshore and 
·Tr\Jl:)·.fnrn::it!"I~ t lu"".e'S '!,1.:a1te Park.This ~pgramteaches l01000>area high school 

0 1t AH Adds Up to Cleaner Air' 
oers,and hundreds· of ll>eachballs 

,. "It AU Adds Up to Cleaner 
were made •af 20 Chambers .of 

.... . .... rtions, five county fairs, 26 · middle 
5?h.oorand hi~ schqol dassn7?0ms, nine local garden dubs.and one Garden 
Oub of Indiana State Conservation Conference. 

• Partners'. campaign-related efforts recognized. Overall efforts of the partners 
resulted in the ult AH Adds Up. toCleanerAir' public. outreach initiative. receiving 
the. t 999.,2()00 .Outstanding· Public ·O~ach·.·Program from· the .Indiana.Department 
of EnvirornnentaJ. Management(IDEM) and the .flartnersfor Clean Air: 

CHALLENGES 

• Diverse county populations an~ governance. Northwes;tem lndianaconsists of 

three ~e>unti~swith a t<ltal population ofapproxirna~ty 742,000. Three county 
govemi~g unitsand 40 munifipalities c~~~ a broadly diverse rorotl1ic, social 
and eth~ic population. The northern part of the region faurban/industrial, with 
the southern part becoming n1ore ruraVagriculturaUn design. There is no 
regionat.transportation.authority .. orregional.· ai.r quality controf .. commission. Public 
trans,:,ortation is limited .to three communities and .a commuter train that travels 
into Chicago. Untif 1997, there was no effort to educate the public concerning 
tran$portation .·chok:es and their relationship. to air quality •in.the region; even 
though• northwest Indiana remains one of the most heavily industrialized and 
polluted .• regions in· the country. 

j 

•. Media···base · located· elsewhere •• A public outreach/me<iiacampaign is. also chdenging 
because the media. base forth is regi~n 'is. in Chicago (i.e~. the major television and 
radio stations are located in Chicago). local media consist of a few radio stations. 
newspapers, one PBS TV stittion, anc;l. local· cable.The Chic~go media market is 
cost-prohibitive, making it difficutt to address issues specific to northwest Indiana 





• ·.·.Radio. f'Jl~PC ·dupticated the filt .. AU A<:lds Up to.~leanerAir'' 30~secondradio spots 
~nd ~tivf!red.themto ·thE! TIVe tocal· stations.·requ~sting PSAtime. but conducting 
no trackin~ or outcome e~alluation'.NIRPf s inteniat. eval~ation .indicated. that 
additionaj follow--up with the stations would have been .ofgreat benefit 

• N,Vtspapers.NIRPCpro~ded newsreleases. artiFfes, and R5AfiHerads to th~ 
Jndi~naLabor. Union .New~, The.Times.The .. Post Tribune, Chesterton Tribune.Michigan 
CityNeWfrand L?Porte Argus .. Tr,eTirnes •was the. mostconsist~nt .jn .running.news 
stories and filters; Plus, ~porters were ~ntto cover alt public outreach events. 
Cuttiva.tiryg. 'the 0:ther n~wspapers is an importantgoal. 

•···M?,gazines.NIRP<:<:ievf!I?~·~ partn~rS~lP)V~ .souR<::£ Magazine (Cat. Design. 
toe.) to.share opport~nities and. re$C>~rces throughcornrrunity. educatio?. The 

maiazine i~ published .. six time: a. rear and reaches .• n1ore· than. 140,000 people· in 
~•· .• threttcounty.·area ... NtRPC.purchased·.·two•··ads .. and·received.· .•. four ·air .·quality 

in t¥/o·• iss~es.This!ffort's .·succe$s·.pron1pt~d.·.·Continuation of··the 
the.200 I summer seasoo •. Successwas.b~ ·onthe number of 

RP .chpublication·•·came •outThe· 
l to 210,000. 

s~e • . . · .. ·... c ·.. e partnershjps formed and 
the. coqperatior.•of·.the cpalitipn .• ·.·lnd~na•···U2iyersity~Northwest ~nd .. Pµrd~e · 
Uniyersity-Calµ~et cpntributeq. mgre tl,~.$5~(){)() •. in facultytime·.andbuilding 
coSt$. forthe ed.uc:ationat srypositJ".'S ~nd \'v'Otj<shops. Their commitmentgave 
credrbility.aru:f • opportunitytq,the · pr<)je~••··.·; 

A. c~rn~iti~·prdcesswas u~d.to $elect·· a media consultant-asm~ler.firm.that 
~ gon7 .the extra·mUe. i?,devet~pingthe·01tAUJ\dds .Up to·Cleaner.Air''·program. 
Jhe firm donates time at specia.l e~nts, distributes materials, and assembles 
edu~t◊nal m~terials at no cost· beqillse it has a dear cor:nmitm~tto. the.·m~sages 
and th~ .. program. 

Dempn~tk>~ ... (:ornmunity.funding•.for111t·AtJ.fdds••·Up·.to.•·CleanerAir'1·•was··1everagecf 

with·••fu?ds fr<>m·.•OOT's·.co?~estion .~itigati?n.andAir .•. puality· ... (CMAQ)•·.·.1mprovement 
Program.Jhis rnergerattowed~ater µseof the ''It AH Adds Up· !o C:JeanerAir'' funds 
for produ<;ts ~d made it easier. to present a consolidated message. Campaign success 
is .• mostly attributable to the. materiatsand .. technical ~upport provided by the federal 
pqrtners; it 1Nould have beenimpossibletctprodufe the materials and conduct the 
programs with0:ut this assi~ce,Thefqltowing ex<;effenttools and educational 

p~duct$ we~ ~tso.· of~at t>enefrt:Nati?niii 4 .. H · CBuncWs. GoingPlaces •. ·Making 
Crwi~$;"1Vis(:OO~in0epartmert of Natµral Respurce·s Wherf!1

S The Air,lndiana 
Q~partm~f'lt.pfEnvironrnentaf Management's Prqj~q LEAP; and. (et .. Kkls lwd. 
created by-the Accidemy for.Edycational .C>evelopment. 





f:ach doorhanger provided informatioh and ended wrth the01t AH Adds Up to 
Cleaner Air'

1 tagline.Graphics.<10d. copy. materi~ ~ere added in. the same style for 
oth7r se>u~es ~f ozone pollution, such as lawnmowers* which are not among the 
three con? messages. 

Portland l<icked off 1he01t AH Adds Up.to <:leaner Air'' campaign with a Clean Air 
Fair hthe WQ()dstock neighborhood; This event covered by focal radio .and,television 
stations, included a brightly cok:>redudean aif* natural gas bus that attracted people to 
the•''lt Aft Aclds.Upto••·CleanerAir' booth~1"hen, .each· wee~ over.a.lO--~kperiod. 
interns delivered a doomanger toeact,resident.· in. the targeted area aqout ·a different 
topic---biking. watkir1g.taking transit;tunin~ your car, etc. Portland continued rts 
~p~gn through print ads, te[evision. spots, ar1~, ban~ers ~a! h~ng ab9ve. active 
arteriaf streets, .. exposing ,drive?and passengers, c:rclists. and ·pedestriafls.t~. the 
message. Meetings .with .business people ~p neighbomood groups i~ ~targeted 
areas resulted in th~irdonating discounted. products and services to incorporate as 
coupons on the doorhangers. for instance, one iocat coffee shop gave away 2-for ... f 
coffees to anyone who· arrived using an alternative transportation mode; 

the foUowing year .in the. Rose City Park 
reached more than 1.5 million pee>ple . 

• Uniqu. •.·.········. . . . approach tested.The campaign provi~ed an OPpe>rtunrty to 
test a uryi~LJe approach to public outreach,targeting a specific neighborhood each 
summer ·of the. campaign. Using the "ltAH Adds Up to Cleaner Air'' materiais, 
Portland created doorhar\~rs •Vllith information at1d tips. about howto make 
better transportation choices, then delivered.therrfto each household. 

• Local business drawn to neighborhood--bi3sed campaign. Because the campaign 
was .. neighborhgod-based •. Portlandhearclfrom peoplefike .the own~r.of the 
M ~ M C:omer Cafe in the ~ose Qty Park neighborhood. who liked the idea of 

promoting de~air.solutions an9 her new business at the same time. Twr,--for-one 
coffee drinks were her ide~ forintrodudng the "It AU Adds UP to Cleaner Air" 
campaign .'t<> .th~ neighborhood,yhilegf!tting the word. out c1bout. her restaurant. 
The O\\fn~r also encouraged ll$ing hername when •talking to other areabµsinesses, 
which, in tyro, participated by offering free tune...ups. health dub memberships, and 
bikemaps. 

_..,.~•-- 11 Partnership formed with local TV station. Another highlight of the "It AH Adds Up 
to Cleaner Air' qunpaign was ~e.partnership formed with a toe~ F<:>X network 

televisipn sta.tion. After having di.ffi5,:1.1tty g~ng .1oca1 media to air the .. televjsign ads 
dlJring thei~rst summerqf the campaign, Portland began c1 conversation With FOX, 
whichhad been ~ceptive ~hen first approached and had shown the PSAs more 
than any other station. For that reason, during summer 2000; Portland pun:hased 



r 



The .circula~9"· C>f each issue. of the. Sellwood BeeJs· approximately.· IS.000. The 
· circulation of each· issue· of the .Hollywood. Star is· approximately· 23,000. 

Leve,-aging Resources 

The.regional·•.partners contributed••resources·and .. stafftime: 0regonPE(l.contributed 
printing. services for.some of the doorhangers..Metro·contriblJted. discounted .bike 
maps, ant,Hri-Met dpnated free transit tickets to resi~ents in the targetneighbomoods. 
The Portland DOT donated considerable staff time and other in..:fdnd resources. 

Area husinesses,which ··included ·.srnall j'mom .. aryd pop''-type .• rTl.erchants·.(!$ well as 
natic>rat. chains,icoptrib~.discounted produ~.that·were .. used as. incentives or 
doorhanger-s· .. and .for. events; 

TV time~ l~veragedthrough purchases.··of smafl·amoun~ oftin,e to ~et much 
larger amounts of free time for the 0ltAllAdds Up to Oeaner'~ir'' PSAs. 

Contributions from .·partne~ could beroughfy quantified asfoll<:NiS: O~g9n DE9 
contributed approximately $4,000 .in printing; Tri-Met, approximately· $18,00Q in free 
transit ticke~ Metro, approximately $300 in bike maps; and b1JsinE$S,s, $75.000, if all 
the coupons were.·redeemed. 

VISIONS FOR.THE FUTURE 

Although .. Portland currently has. nobudgetto e~and theHltAnAdds UptoCle.aner 
Air'' campaign,•·itwiH continue. to use the'.'ft PJI.Adds.·lJp.·to. g,anerAi.r''Web •. ~. at 
www~tranf.Ci.p9rtfand.or/traffic ... managernentlclear1air/, as w,1, ~sthe infprmation1 copy, 
PSAst and. other .materials in future marketing .and public·· outreach· c1ctivities .. 

SACRAMENTO METROPOLITAN AIR QUALITY 
MANAGEMENT DISTRICT (SACRAMENTO, CALIFORNIA) 

Contactd<erry Shearer i kshearer@airquality.org 

APPROACH 

Th~.~J~~~;~•·Metropolitaq Air ·Qµ~~·.Maryig~m!nt ... pistrkt.·(sacramento,.AQ'10) 
· ..... ~te~;ilffle."ftAU Adds Up.tC>. Ofjaner.Air'* message .int~ its ongoing ''Spare 

u•ieJ>arethe Air'' has been around the 
·,~ :-;,i AQMD. did notwant to confuse the 

e?<cellent <iesign ttheJnitiative 
•,:1,};J~i;iJ }t (fi ... • . .s.: :te the "ft Alf Acids 1Jp to C~er 

,,,.,, .. "Ait•frneisa~. ·. . .. ···.. ndirigw~'pnh\art ·. tJied in two ''Spare the ·Air'' ~ks.First, 
sp~ci~t·•·60-~cond radio·.·spots•··\Vere ... produced·.that···prornoted••t><>tt1•··.·tt1e.0Sp~ the 
Air0 and the ''ltAH Adds Up to Cleaner Air'' messages. The sec<:>nd task evaluateci 
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Air qual.ity information containi~g ••tt Atf AddsLJpto cteaner Air'' ~ge points 
has been presented in multiple venues: TV .and radio weatherc$;TV and racjio 
newscasts;.paidTV. and •. radio ·a<.Wertising;news. st~ and .tips on the ''Spare the Air'' 
website; .. e-ALERT" advisories distributed bye-mail, text pager; and digQI c:ett phone; 
and pdnted materials distributed by the AQMD for Lung Association High SchoQI 
Chatfenge events,theannual '10eanAirWeek" luncheon, and T~sportation 
Management Association fairs. 

Impressions 

Because the rngion has a pQpulation of f .8 mtUion and a broad media market, and 
because Sacramento. AQMD mounted an· aggressive paid.· andnon-pajd air•quality 
outreac~ campaign, the combined impact of ''Spare the Air'' and 0Jt ~U Adds Up to 

CleanerAirHmessages reached··· a·wide ... audience. ()ve~ the •. · 18~month period) read) 
and frequency da~ estimates indkatethat ,.a minion. mes~.in1pressiop~. \¥ere 
made.·through. paid advertising. Free media coverage ·could add 5.., IO million more 
message impressions. 

Leveraging Resources 

Sacramento values its widespread .public .. outreach program· at .two-to-four times the 
annual investment. of approximately $750,000. 

Federal $11!nt funding~ µsed for ''Spare t~e Ai~'. ,nedia lluys and e~l~atioo 
activities.The SacramentoAQMD duplicated and distributed.the .. It Alf AckJs l)p 
to Cleaner Air'. televisiQh a<:is to $ix stations in the Sacramento market and incorpo-­
rated the message. points into its print publications ·and· popularlntemet website. 
wwwr.sparetheair.com. With.AQMD funding. Sacramento· designedand distributed 
600 high-quality promotional. S<>lar~p~red catcutatQrs featuring the ''It All Adds Up 
to Cleaner Air" tagtine to 500 company employer networks andat other venues. 

VISIONS FOR THE FUTURE 

Sacramento AQMD plans to c6ntinualfy imp~ its outreach programs and 
educational products, and has a fong-term·commitmenttoeffectivepublicElducatiqn 
within the Sacramento non-attainment region. 

Sacramento ··AQMD intends to continue integrating i•tt.AHAdds ·l)pto Oeflflef /\ir'' 
message points into relevant. programs and materials whereverpossibfe.for example, 
an "It All Adds Up to Cleaner Air" advertisement was induded in the autoO'lObile 
inspection and maintenance module of "Save Planet Pofluto,"an air .. qtiality adventure 
CD-ROM intended for national distribution. 





.. •i. ~w~~ds program· linked .. with ··bllsiness seminar. Also ortt~e. soc:cess side· of the 
equation, the .Partners.··.have effectivefy linked their .. awaras and. rec;ognition program 
with a well-established annual business envirpnmental semi~ UKeep. Greater 
Milwaukee Beautifut° First attempted in the spring of 2000 and· successfully 
repeated. in 200 I, the Partners for Clean Air awards program was mergedwith 
KGMWs ~pring seminar.Leveraging the prestige of an exjsting. 'Nell•attended 
pusines~ ev,ent is provingto be·.~ effective way to "bnuid'' the Partners. 

t·. ~~[t~~irat~tf;:!~~~et.?~orefunding and demonstrated commitment to partners. 
,Mf!'1(;, ., i~pt,~ ~ •~ttAlt Ad~sUp; ,;'t ~ayec~tbitity t? its• successful grant 

;\l: l~Fff1j ... <, .•·'r~rt~'jisconsin.·DOTto .. make .. available "'1rly: $t\50,000 in 
, , ~A~ ffindiht)i~i~pition also demonstratedWDNR's c?mmitme.ntto the 

Wisc:onsin• Partners. for Clean Air in response to the .Partners~ stra~gic ptan. The 
plan, originaUy developed Under the ''It All .Adds Up to •Cleaner.Air'' pilot .Project, 
called for mass media advertising featuring actions. individuals could .taketo dean 
the air.Mass media· .• messages support. employers' internal vfluntary programs, 
putting thern in contextand enabling employers tobe part of a larger effort 

II VVONR staffcorm~ct~d with air quality communications p~ofessionals. WONR's 
invQ~frlef'lt with tilt ARA(jds Up t9 Cl~erAir0 pt1t it in tpuch Withprofessionals 
from···aroundthe·.country. EPNDOT,.sponsored meetings and e-mail· 1i~-servs 
fostered stakeh~tders· abiUtyto share rnaterials'. integrate activities, and conceptualize 
multi~sta~ projects. For ~xampl~, as a resultof the in~iative and netwoti4n& 
\/v'iscen~in win .. c~llaborate ·wittl.••dean•. air public education .. professionafs.inHlinois 
and Indiana on an UJ><:OIYltngjoint air education project.Similarly.because of 
his expertise ifl strategic management of voluntary dean <lir prog~ms and 
partnership~planning· proces~s'. the···Pa~ners'·.fadlitator. 'Nas.·asked··to.·fea{i· .. ·.rtational 
Ar;AT•me~ings,·~ich .strengthened.Wisconsin•::··•·'apac~.to· .. ·fynction ... on •.. the 
*'cutting edge'1 in; organizing and implementing voluntary dea.n air programs. 

•••··•Achieving. incorporation of ·iflitiative•.·messages .. and. ·;lrtwork.•·Encouragingthe 
Pc1rtne?to ·inCOf"IX)rate ''It All ·Ati<is Up .t~. ~tear~r Air'\·messages and art\\lork 
int9. Jheir fisting ..• commµnkations t~01$ .targeting .custotnersCand members ( e.g:, 
thrpogh use ofbm·.stuffers)· is·possibly.the. most. difficuJt.;.to".'.imp~nt part.of the 
c9rporate commitment. strate~Jh~ hop~. is to.spark act~ities. similar·w·those ·of 

··the American Lung Association. (ALA), Which.are··described below. 

OTHER .. HIGHUGHTS 

Mabilizing>the •Message 

Ihro4gh.· .. a. C()rl1p~itive process. in !he .spring of 200 ,,wqN~.hi~. ·~. weH-qu<1lifie<i 
agverti$ing and public relations firrn .to guide .the .campaign intotheJuture.The. new 





Corporate sponsorship •has.·strengthened.''tt .. AJt·Adds.•UP .• to.··ae~r•Ai,-:' in 
Wisconsin. The ability to customize the ads by adding 'ibrqughtto, the public by 
Wisconsin Partnery for Oean Air''and ~Y identifying specific corporate mernbers 
enabled key·.sponsors.tot(lead by·.examp1e:• 

The ,gr-ant.also leveraged .federal ,funding.The'A/isc?nsin. D()Tawarded.i845.9t4 
in Cf'1A(J funds· for media· buys in. the slJmmers .Qf 2000, 2.001 "and 2002; 

VIS.IONS FORTI--IE FUTURE 

WDNR .. plansto ... congµct.a.p~.· asse5$tn~t···at)d· ••. ~.perpetu~•the spirit.and 
sub~e.of''.ttAll .l\dpstJ.p to p~ner Air''~trnQUvatingtneeartn~rs.to use the 
current and futu~<ltt Alt Aqds Up .. ; ''~ork.as1d rnessages. in th~rintema,I 
comrnuQiaatJons. PfOgrams.f~ur .efforts ... will ... ··seet< t~discoverYlhettler •. suffi<:i~ 
corporatecoflltl'\itment e)(i~•.to •. ev~n~lly .• replace ... pubtic.secrtor.funoing.~.media 
buys·.·and whetherthe· .. brandi~g ... ~·\Vitl. g~!r~ater·publ~·•·~and 
corpprate ~dereJat.iye. to, in~ative.ioats. firlal~tf:e. ~tt.imate goat VviH ·~ .. to se,e 
if 'tile.· programwiU change citi~en behavior- in )'Viscqnsin. 
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NewYork C:ity Department 
ofTrarisportatipn 

Charles ·Ukegbu 
4(JWorth Street. Room· l035 
New York, NY 10013 
212-442-7638 
cukegbu@d<:>tnyc:.gov 

North· Central Texas Council 
of ·Governments 

NanMiller 
6l6;Six Flag(Drive, Suite 200 
ertit1gton,TX .76005 
8tJJ695.:9240 
nmitler@nctcog.dst.tx.us 

Northwestem .. lndiana Regional 
Planning Corn111ission 

Reggie Korthafs 
6100 S9uthport Road 
Portage, IN 46321 
219-763..:.6060 
rkorthal@nirpc.org 

Portland DepartrnentofTransportation 
Lavinia Gordon 
t I 20•South West Sth· Avenue,· Room 
730 
Portland.OR 9720 I 
503--823-6982 
lavinia@tran~cLportland.Qr.tJs 

Sacramento·•Metrqpolitan .• Air 
Quality Management District 

Kerry .. Shea~r 
777 .12th Street;Jrd Floor 
Sacramento, CA 95814-1908 
9 f 6..:.874--4810 

· kshearer@airqualit)t.org 

Wisconsin Department 
of Natural Resources 

Dr: Sara· Burr 
IO I S. Webster Street. Box 7921 
Madison, WI 53707 '.' 7921 
608-266-5215 
burrs@dnr:state.wi.us 
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Federal Management Team 

Kathy Daniel, Federal Highway Administration (DOT) 

Joann Jackson Stephens, Office of Transportation and Air Quality (EPA) 

Abbe Mamer, Federal Transit Administration (DOT) 

Patrice Thorton, Office of Transportation and Air Quality (EPA) 

Victoria Martinez, Federal Highway Administration (DOT) 

Susan Bullard, Office of Transportation and Air Quality (EPA) 
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