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The State of Things: 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."It All Adds 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.
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. “Businesses can get EPA credit for a vatiety of
. voluntary activities, and the t All Adds Up..."
_campaign hes put our coalition, the Wisconsin
 Partners for Clean Air, out front as a leader
. in_promoting voluntary efforts to achieve
attainment goals.” ‘

—= Sara Burr, Milwaukee, Wisconsin




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.




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.
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In 2000, hand-painted “Clean
LYNX, the region's rapidly growing
system, made its debut in Flos

to the delight of the publie.
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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.




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.
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nink of ‘it All Adds Up to Cleaner Air as a medi

campaign that fosters and strepgthens partner-
. ships. Our business community in Wisconsin foves
__this campaign because itls commercial quahty The
company itself gains the status of the whole brand .

v whrch also has the federal gavernment behmd it

' Saro Burr, projecz managerj -
‘Milwaukee, Wisconsin

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 “lt 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.




“I think it would be a fair statement to say that the
relationships ‘between MAG and RPTA; as well as
Maricopa County, have been strengthened as: a
result of the ‘It All Adds Up...” campaign. All the
parties involved were very receptive and eager to
partner with. MAG to develop strategies that would
render the most exposure for the least amount of
campaign money.”

~ Kelly Taft, Phoenix; Arizona

“Simulator: Drivers Wanted”’—A Collaboration

As a good example of regional collaboration under “lt All Adds Up to Cleaner Air”
the Wisconsin DNR, the Northwestern Indiana Regional Planning Commission (RPC),
and the lllinois 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.




“The. commitment and support bf the = |
federal burtners has been the best |

hove never dealt with such «d terrific

team. .. The Jevel of expertise provided

was an impartant part of our ultimate

24

- success.”

- — Reggie Korthals, Portage, Indiana :

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




ideas and creativity. We all know that getting the message out to communities about the
link between air quality and making smart travel choices is not easy. This group has kept
all of us informed and engaged, allowing us to share new ideas and strategies about how
to encourage people to make smart transportation choices.”

“We wrote our success-as a ‘materials-only’ community into
the grant applications for EPA funding. .- one of the reasons
we were selected was because our application reflected how
much we had done with just o little. Our involvement with this
initiative has really helped us for the long term.”

— Shawn Henning, Escambia County, Florida

Demo Communities Do A Lot with A Little

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.




the billboard pi

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.
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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.




Portland’s Neighborhood Campaign “Incentivizes” 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. lt 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 high qudlity of these materials
gave_entities total comfort in being
associated  with - the . campaign. Our
coalition . benefited - greatly. from this
association, because we could be seen
as-the main sponsor-of the campaign
and related materials.”

—Sara Burr, Mitwaukee, Wisconsin




Ads garnered attenti -
to run the “It All Adds Up to
of their quality, allowing s
tough market.

“Our ad ggency did not need to start
from scratch, so the Resource Toolkit

saved us time and money. .. We were

. able’ to spend less time and money

" creating and more time_ond money

producing.”

— Reggie Korthals, Portage, Indiana

Benefits of the Initiative—As Seen in Wisconsin

According to Sara Burr, Milwaukee, Wisconsin, project manager, the positive tone and
g proj g P
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.”




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 “lt 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.
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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 Heaith, 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




Mall also reinforced the message, as did events hosted by the Washington Area Bicyclist
Association (Bike-to-Work Day), DC Metro (Try Transit Fair and Concert), and Tour de
Sol (a national competition for alternatively fueled cars).

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 1t are featured
performed live for Earth Day and other events, featuring such characters as the “Wizard ambia County,

of Ozone” and “Amelia Airheart.” “It All Adds Up to Cleaner Air” messages also found 'e;e”tsapa" of
they adorn an

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.”




Northwest Indiana Annual

Beach Safety Program

Picksomeone
up before you
g0 o the beach.

The Portage, Indiana, dem
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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.













Grades 3 through 6 schoolchildren

Anaheim Quarterly Newsletters
ATN Quarterly Newsletters
Special Event Trains

Spectators @ Arrowhead Pond
Spectators @ Edison Intl. Field
EV Station Cars

Metrolink Riders Exposed to Evs

800 classrooms with 20 children/class
2,500/quarter

2,500/quarter

1,000 riders/train @ 3 trains

32,000

25000 @ 2 games

21 daily riders

167 @ Anaheim Canyon Station

400 @ Anaheim Stadium Station

16,000
10,000
4,800
3,000
32,000
50,000
21

567
116,388
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- Htgh—quaht)«matenals prowde good Iaunchmg pomt The stmcture and mateﬁais ;

. . ma ials were created after twe years of X seaﬂch and were pmmcted by twb
L presug; sfederai agencres. -

; ;’3‘1OTHEB HIGHUGHTS e

» Partnershnp Butldmg

- ‘which have the most hstener\s in the target audience (the generai drmng pubhc. espe—f o
i craﬁy camuters and soe:cer moms) They axmd al ﬂmree aor'e mes&ages a mta of at

S m Prmt A full ‘page b ack-and-whrte adver*hsement of ‘Try plckmg someene up
before you go out' was pfaced inside the back cover of the ALADC Klds‘ Asthma
Auction booklet and was given to each of the 300 volunteers and guests atthat
event, Addmonally, Commuter Connections, the local gro ‘rt?morung ride. shanng o
ran a qu-colQ r rdre abaut DC—CAN‘ and “It All Adds ‘ ,p to ‘C eaner Axr" on the 8
back cover of its summer 2000 nEWSletter - i

. Transn Metro prowded free space to dlsphy the “tt Ai Adds Up ‘to Cleaner Ai
’ outdoor ads featuring the blue sky. wrth dauds backgmu_d on 20 Metro sta’tmn
: dloramas and 100 queen-size buses ﬁ”om May 2000—May ZOOK i

= Events. Throughout the fundmg pernod Uit All Adds Up to Cleaner Aw’ 5 messages
g ':rappeared as part of conferences and fairs across Washsngton DC mdudmg the
S Natlonal Earth Day Ceiebratlan on the. Natlonai Mall. Dlsp{ay badths were aiso
set up at Washmgton Ar*ea Bxcy stﬁssoc&ations Bike-to'Wcrk Day Endzone
‘Par“tners campatgn launch eve and smposxum MetrosT“‘fTrans*t Fa:r and :
- Concert (held dunngTryTransﬂiWeek) and at the finish line forTour de Sol a e q
 national competition for elecmc and hybnd cars. The DC-CAN! ZOQQ campargn '




Citizens’ feedback on the campaign
“The blue sky theme really stands out. It looks great on the posters!”

“l 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. | felt so good that | wasn’t polluting, because |
was riding Metro.”




; - won erfu[ mot:vators -
We hope to prepare the next genera-

. tion 'to be conscious of their driving

. behavior and jts impact on the air

. Clean Air Campalgn Director,
Georg;a DOT |

" GEORGIA DEPARTMENT OF
GEORGIA AREA)

air qua%rty has dvmzmshed !eadmg toa hatt of fed ml'hfghway and trahsn ﬁmds :
_ from January 1998 until July 2000.The “Clean Air Campaign,” through the. Georgla '
Department of Transportatlon, is ﬁghtmg regxonai traffic congestion and getting the
air qualrty message to the pub&tc Its mission is to educate the public about Metro

Attantas air quality problem . and encourage sotutmns to traffic congestlon and air

: pollution. In September 2000, the“Clean Air Campalgn mtroduced a new children’s
*:educattcn program featurlng BA}:, the Better Air BearThts big blue bearwas
: designed to compl lement the fourth gmde Weather and Chmate curriculum that
includes an mtmduct;cn to a;r quality issues, The "\‘t All Adds Up to Cleaner Air"

m&csages ;oaned the “Ctean Air. Campafgn thmugh an mtense radio campa;gn usmg
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Georgia DOT has successfully.
painted “HOV Bug” to attract
at “Clean Air” events p!
of additional high-occups v
constructed in Gwinett County.

jEFFRON OUNY (LO!ViLLE. KETKY
AIR POLLUTION CONTROL DISTRICT
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NX/CENTRAL FLORIDA REGIONAL TRANSPORTATION
AUTHORITY (ORLANDO, FLORIDA)
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MIAMI VALLEY REGIONAL PLANNING COMMISSION
(DAYTON, OHIO AREA)
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NORTHWESTERN INDIANA REGIONAL
PLANNING COMMISSION
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'SACRAMENTO METROPOLITAN AIR QUALITY
MANAGEMENT DISTRICT (SACRAMENTO, CALIFORNIA)
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Federal Management Team

Kathy Daniel, Federal Highway Administration (DOT)
Joann Jackson Stephens, Office of Transportation and Air Quality (EPA)
Abbe Marner, 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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