I-394 Community Task Force Meeting

October 28, 2004

St. Louis Park Doubletree Hotel

Meeting Minutes

Attendees: 

Georgann Bestler Wenisch (Plymouth citizen)

Steve Fillbrandt (St. Louis Park citizen)

Steve Frank (sat in for Gail Weinholzer-AAA Minnesota)

Randy Halvorson (Mn/DOT)

John Hausladen (Minnesota Trucking Association)

Kevin Johnson (sat in for Clarence Shallbetter-Minneapolis citizen)

Arlene McCarthy (Metro Transit)

Marthand Nookala (Mn/DOT)

Paul Omodt (St. Louis Park City Council)

Ann Rest (State Senator)

Linnea Sodergren (Minnetonka citizen)

Mary Smith (Metro Council)

Blair Tremere (Golden Valley City Council)

Henry Van Dellen (Community Task Force Chair)

Also Attending:

Ken Buckeye (Mn/DOT)

Ginny Crowson (Mn/DOT)

Doug Differt (Mn/DOT)

Kevin Gutknecht (Mn/DOT)

Adeel Lari (Mn/DOT and Humphrey Institute)

Lee Munnich (Humphrey Institute)

Tim Phillips (Wilbur Smith)

Doug Sallman (Cambridge Systematics)

Frank Wilson (Frank Wilson and Associates)

Jane Maetzold (Tanaka Advertising)

Johanna Zmud (NuStarts)

Absent:

Scott Dibble (State Senator)

Jan Callison (Minnetonka City Council)

Jake Crandall (AAA Minnesota)

Charlie Ferrell (Downtown Minneapolis Transportation Management Organization)

Carl Flink (Bryn Mawr)

Carol Flynn (Transit for Livable Communities)

Jeff Johnson (State Representative)

Kevin Johnson (Minneapolis citizen)

Peter Knaeble (Golden Valley citizen)

Linda Koblick (Hennepin County Board)

Greg Lecker (Bryn Mawr)

Anne Naumann (Plymouth citizen)

Lynne Osterman (State Representative)

Barry Petit (Mayor of Wayzata)

Julie Sabo (Minneapolis citizen)

Mike Setzer (Metro Transit)

Bob Stein (Plymouth City Council)

Scott Tripps (Wayzata citizen)

Gail Weinholzer (AAA Minnesota)

Notes:

Henry Van Dellen called the meeting to order at 7:10 pm.  He noted that this was the last scheduled meeting of the task force.  The meeting will focus on project implementation, marketing and outreach.  He welcomed Steve Frank, President and CEO, AAA-Minneapolis to the task force.

Marthand Nookala introduced three new people.  Ginny Crowson is replacing Darryl Taavola as project manager. Sue Sheehan is the MnPASS project evaluation manager.  Kevin Gutknecht is replacing Sonia Pitt on communications.  

Blair Tremere announced that since the last meeting, he has switched positions to the Met Council and has resigned from the Golden Valley City Council.  He will continue on the task force as a citizen representative.

Lee Munnich announced that next Thursday Dave Wetzel from Transport for London is speaking at CTS Luncheon.  Wetzel will be meeting at the Humphrey Institute on Friday to talk about pricing lessons learned from London.  Munnich stressed that Wetzel has a significant transportation background and will be speaking from 9-11:30.

Kevin Gutknecht stated that Mn/DOT has been working on a marketing plan for 394.  Tonight, Frank Wilson will run through marketing plan.

Frank Wilson stated that he is a marketing consultant for the I-394 project.  He has been working in the toll industry since 1989 and has marketed the opening of about a dozen new roads.  Wilson has worked on SR-91, I-15 and Lee Highway in Florida.  His presentation will focus on the marketing challenge; branding; and who the team thinks that the customer will be for MnPASS.  They need to figure out if the marketing plan makes sense to the public.  This is the first time that a group, like the task force has met over such a long period of time and he feels that they are going to have a lot of happy customers.  Wilson gave a situation overview.  Transportation infrastructure, like the I-394 HOT lanes doesn’t exist anywhere else.  These lanes will require SOVs and HOVs to adapt to new behaviors.  Motorists have to learn about the new system: benefits and costs.  There are going to be questions.  Drivers have to follow a set of new rules, which requires awareness and education.  He views the key challenges are the newness of the project and an immediate need for a positive response.  The marketing plan’s target audience is the solo commuter from the western suburbs who is 35-54 years old, commutes 30+ minutes per day on 394 and is an early adopter of technology.  The team wants quick adoption of the new HOT lane technology.  Their marketing strategy is discovery, awareness, interest and education, inquiry, purchase MnPASS, and positive word of mouth.  They have an integrated strategy approach that focuses on the MnPASS website; earned media, such as cornerstone events or briefings, tours, outreach to local media; community outreach; and a focused advertising message to the target audience.  MnPASS’s brand triangle consists of Personality (Fast, Reliable, Safe, Fair); Core Values (Easy to get.  Easy to use.); and Attributes (New choice, Innovative and cost effective, Dynamic Pricing).  
Jane Maetzold, from Tanaka Advertising spoke on the advertising approach.  She stated that the branding objectives are to build awareness for MnPASS as a brand; appeal to the “early adopters”; and develop the MnPASS brand so that it has a consumer look and feel.  She wants an emotional appeal to the consumer.  The consumer hierarchy of needs, as found through focus groups includes simple, non-stop travel; a better commute that is more reliable and more relaxed; allows individuals to stay on schedule and arrive relaxed.  They need a positioning platform with a simplified message, such as “A trip on the MnPASS 394 Express Lane provides a faster, more reliable commute.”   Jane emphasized that the advertising messages should reflect Mn/DOT’s vision.  The consumer message is that MnPASS is easy to get and easy to use.  It’s fast convenient and reliable.  Get in and go.  She showed the group the suggested marketing materials.

Ann Rest voiced her concern that the advertising message seems like customers are being sold something they wanted drivers to get addicted to and not something they would use on an occasional basis.  She emphasized that it will be hard to sell the lanes for daily use.   Rest emphasized that she is uncomfortable with this message.  She felt that it should focus on the social value of the lanes, which is that it deals with congestion and air quality.  Rest wanted the message that it was good thing for community as opposed to a self-indulgent get there, get there fast and do it every day message.

Wilson replied that everyone will use MnPASS for a different reason.  Parents may not use it every day, but on the days they need to use it they knows that they can get to their child and become more involved with their children and community.  The aim of this campaign is to get a large number of drivers to purchase the transponder.  The main reason for this purchase is the value of time.  This marketing plan targets busy people who don’t have enough time to spend in their communities.  A lot of families struggle with this.  This is a new choice that doesn’t currently exist: a reliable trip.  Consumers think in terms of what’s in it for them.  They use products because they work for them, not because the product works for others.  That’s the emphasis of the advertising.  Consumers have told them what’s important to them.  Advertising only allows for a short period of time to get into someone’s mind.  All the marketing team is doing is taking the top elements that people have said that are important to them.

Rest replied that she doesn’t disagree with anything Wilson is saying except that there is not an emotional connection with a highway.  She doesn’t want statistics that indicate drivers are not using the lane for individual reasons rather than using for faster, reliable trips.  Rest is uncomfortable with selling the lanes.

Wilson retorted that there is an emotional response to roads.  Congestion causes emotional response.  The team is trying to take away the existing negative emotional response.

Mary Smith thought that the marketing plan is great.  She continues to be concerned that the lanes will operate 24 hours a day.  The western suburbs will be angry that they are going to have to pay for the lanes when it’s not a peak hour because this is not the way it’s traditionally been.  Another emotion the team is going to have to deal with is anger.  

Smith asked if the ramp meter bypass entrances would still require the user to be an HOV.  Ginny Crowson responded that the bypass entrances would remain available to HOV use only.

Smith asked how transit use will be encouraged on the lanes.  She wanted to know if this will be a component of the marketing.  Wilson replied that transit is not in the plan yet, but that it needs to be addressed.  Smith stated that this should be on the website.  Wilson added that for the first time, people in this area will understand that there is no such thing as a free road and that there is an incentive to use transit.  Pricing makes that connection.  The marketing team is not encouraging people to use it every day.  Drivers will self-regulate how they use it.

Steve Frank added that it seems like all of the marketing concentrates on commuters and doesn’t concentrate on others using the road.  He argued that the taxpayers already paid for road and are now being excluded from the road.

John Hausladen wanted to know about the customer service plan regarding who will address complaints.  He felt that this needs to be addressed in the beginning.  There is a whole population missing.  This is a creation of the legislature and they have constitutants.  Something needs to be in the roll out plan, where legislators are personally involved.  He brought up traffic reports.  Every radio personality is an expert of traffic and they are not going to go to press briefings.  Hausladen thought this needs to be addressed before it’s a problem.  He wants to include radio personalities, as they will deliver the message well.  He suggested telling commuters their time savings, as this would provide an immediate response.

Georgann Bestler Wenisch announced that she has been here mostly for the carpoolers.  She emphasized that the carpooler’s situation is going to change and that there is nothing in the ad campaign addressing carpoolers.  She thinks something needs to be said and warned that they are going to offend carpoolers that have been long time users of the lane.  Wilson stated that her point is well taken.  He felt that the key here is that they don’t have enough money.  They are attempting to educate and haven’t set on a public relations campaign.  Wilson intends on taking the media on a tour of this project and givng them a thorough briefing and talk about rules and incentives.  They see real value through carpooling and transit.  He wants to sit down with other government agencies: transit and TMAs, etc. and bring them in.  HOV users will be sharing these lanes.  The focus groups understood that point.  He felt that there are different needs and that they have to address these needs.  He will bring traffic reporters in and show them how the lanes work.

Randy Halvorson thought it would be good idea to more prominently display how users get in the lane with a transponder, carpool or bus.  The campaign should stress all three equally.  He felt that the task force gave good advice.

Bestler Wenisch emphasized that they are centering the marketing on occasional users.  She argued that it is not prominent enough that HOV users can still use the lanes with a few modifications.  Carpoolers may think they are losing the lane.  This will provide bad publicity and would like to see more emphasis on HOVs in the campaign.

Gutknecht added that Metro Transit and other agencies will continue to market the lanes.  He added that the focus of this campaign is on getting people to use MnPASS.

Tremere stated that he had a similar initial concern on overselling and questioned why they should have to do this for something that should sell itself.  He came to grips with this because the campaign is to get people aware and in the media culture all campaigns have to do that.  He doesn’t see this campaign as long term and thinks that users will use the lanes at will.  The key point is that the lanes don’t have flash value.  Tremere thinks that the real value is an efficient use of infrastructure that has been grossly underutilized.  He thinks that people will know that.  Tremere added that the media may be looking for a failure, because one thing identified is congestion with sparse use of HOV.  They did pay for it.  He argued that the group needs to give the campaign a shot and hope that people will accept this solution.

Steve Fillbrandt added that he sees this as a first step trying to target peak time commuters.  He emphasized that all transit and carpoolers are important.  He asked what the timeline is for expanding on this.  He wanted to know if it is dependent on how much money is made from the project.

Wilson replied that this will be an introductory campaign.  The goal of advertising is to reach the department’s goal of transponder distribution.  They will do little promotion before the lanes open and through opening with very focused targeting.  The team needs to go explain this to reporters.  They are going to give reporters access to the lanes builders/designers.  This will be very fact based.  Wilson wants carpoolers to know that things aren’t really changing.  The way pricing works is to maintain free flow for carpoolers and carpoolers can use a transponder when they aren’t carpooling.  He wanted to promote websites as way of answering questions.  The advertising component will be very short lived and focused.

Hausladen brought up that he still has concerns about the Lowry Tunnel bottleneck.  He asked if there will still be a backup before the tunnel.  On page 15 of the task force report, commercial delivery services were addressed.  Hausladen wants to know how outreach is done.  Wilson stated that outreach can be done by going directly to the person, as there are a limited number of these people.  He suggested sending a salesperson, as this is something many of them are interested in.  Time is important when doing deliveries.  Hausladen wanted a follow up on that piece of the plan.

Van Dellen emphasized that the objectives in the task force report have to be met.  He wants to evaluate success based on these objectives.  Van Dellen argued that advertising has to support these objectives.  He asked how confident they are that the plan for distributing information won’t exclude any socio-economic class/group of people.  He also inquired if it is going to be fairly distributed.   Wilson believes that it would be fairly distributed.  He stated that he is familiar with equity concerns and that the equity proof will be who leases/uses the transponders.  He has multiple channels of information, such as through employers, drive time radio, and home.  Wilson stated that the number of different media outlets ensures that no one is excluded.  He is confident that as they examine the user profile, they will find a broad group of people.  He added that this is seen in other projects.  Wilson argued that this is not an issue of socio-economics as much as it is the value people place on their time.

Enforcement

Crowson spoke on lane enforcement.  She felt that critical to the lanes success is enforcement and that not a lot of work has yet been focused on this in light of emphasis on design and construction.  Crowson announced that four law enforcement agencies are working with MnDOT: State Police, Golden Valley, Metro Transit and Minneapolis.  There has been preliminary progress made: they have enforcement transponders; are purchasing four mobile enforcement readers (look at vehicles around them and get info on validity of account); and the flashing beacon on the gantry (as car passes transponder, beacon flashes if transponder is valid).  She stated that they have $200,000 planned for the first round of operations for enforcement.  They will be paying officers on an overtime basis.  She will be meeting with law enforcement agencies on Nov. 18th to go over details: talk about enforcement concept and where tolling/enforcement zones are going to be, etc.  They will also discuss agency roles and responsibilities.  The future issues and opportunities are going beyond the initial stage for enforcement.  She will share inter-agency agreements at the Nov. 18th meeting.

Tremere asked why St. Louis Park or Minnetonka was not providing services.  Crowson replied that Minnetonka chose not to be involved.  She added that the communities not providing enforcement based their decision on their current level of activity on the HOV lanes.  Tremere wondered why all communities aren’t contributing.  Crowson stated that this is a good question.  She noted that St. Louis Park had similar issues with their current level of service.  Tremere was concerned that this will take away current service levels to the community.   He felt that everyone in the corridor should participate.  Crowson offered to find out more information behind community decisions to opt out of enforcement.  Paul Omodt explained that St. Louis Park made their choice, given that their level of enforcement now is low.

Tremere explained that he didn’t mean to imply that anyone was shirking their responsibility.  In San Diego, they have a system that any available trooper that wants overtime could do enforcement.  He knows that he will be asked this question.

Steve Frank asked if the $200,000 budget is spread evenly over the lane’s 24 hours of operation.  He asked how the budget would be affected if officers didn’t enforce between 100 and 394.  Crowson replied that they haven’t allocated the $200,000.  She emphasized that they need to allocate based on current enforcement to determine the best allocation.  She thought that saturation in the beginning will be the most effective with scheduled enforcement occurring later.  She thought the focus should be on peak periods.  Four different agencies involved will build perception that it’s enforced.  She hasn’t considered not enforcing between 100 and 394.  Frank brought up the debate about taking away lanes and noted that there will be both social costs and enforcement costs.

Mary Smith asked how charges will be made if the driver has a transponder but gets on the lanes with a baby in the back seat.

Tim Phillips stated that when a transponder is issued a static bag will be provided, so that if the car is an HOV, the transponder can be placed in the bag and not be charged.

Evaluation Efforts

Doug Sallman began the discussion by going over the system impact analysis.  He mentioned that there will be two evaluation teams, with one focused on attitudinal evaluation and the other focused on system performance evaluation.  There will be an ongoing evaluation over the next two years.  The system performance study will collect data from conditions on the lane before and after implementation.  They will look at speed; system throughput; safety; environmental; roadway operations; enforcement; reliability and efficiency.  They had a kick off meeting today to discuss their strategy.  They will identify evaluation goals and objectives based on stakeholder input, which will be documented in a draft expected to be released in November.  They will build on objectives that will produce a road map that guides the evaluation process.  The final evaluation test plan will be released in January 2005.
Sallman further stated that they will collect data through detectors, videos, automated databases, historical data, and system data once the lanes are operational.  Preliminary data has already been collected during summer 2004.  Data collection is going to be conducted nearly continuously throughout the evaluation schedule. Data will be collected on 394 and 35W (as a control corridor).  The team will compare before and after data to identify impacts; develop interim reports to update stakeholders (expected in May 2005 and November 2005); and document findings in an evaluation report (the final evaluation report is scheduled for August 2006).  He feels that evaluation challenges will include selecting an appropriate set of evaluation performance measures that will successfully meet the informational needs of the stakeholders, without overextending resources and diluting the findings.  He wants to stay focused on evaluation objectives and isolate the impacts of the MnPASS system from the background noise when comparing conditions before and after deployment.  Traffic growth trends; weather patterns; incident occurrence; enforcement policies; and other externalities will be looked at.  

Johanna Zmud went over the attitudinal survey objective, which is to measure changes in behavior and changes in attitudes/perceptions.  They have come up with a panel design, which calls for three waves of telephone data collection with the same individuals.  There will be a baseline interview in November and then another interview in Sep/Oct 2005 and the final interview in Apr/May 2006.  40% of the sample will be drivers in the am peak, 40% will be in the pm peak and 20% will be of drivers in the rest of the time period.  She wants to get a good representation from the day.  The team is building on work done elsewhere, so that they can compare results to SR91 and I15.  The purpose will be to see how lanes here differ from lanes elsewhere.  The stated preference scenarios in the survey are innovative and there will be an opportunity to see whether the stated preference scenarios accurately predicted travel behavior.  She stated that there is a value of time variable.  She has completed a pilot test that involved cognitive interviews.  The aim was to test wording to ensure that they are measuring what they thought they were measuring.  They found out that HOV is not a common term and have changed questions to carpool/diamond lanes.  She is going to keep the respondents as part of a pilot test panel: although they won’t know that they’re pilot.  The survey will consist of advance mailing, baseline data collection; baseline analysis and report; and panel maintenance.  She wants to make sure that they stay in contact with those who agreed to participate in panel.

Arlene McCarthy noted that she didn’t get timelines for Cambridge’s project and inquired about the timeline for the 35W/Crosstown construction.  Sallman replied that he will look at externalities such as construction and changes in transit services.  He noted that this is going to be a challenge of the evaluation and that they need to anticipate and control for that.

Kevin Johnson asked about the attitude survey addressing air and noise and inquired if there will be actual monitoring.  Johanna stated that will be in the technical system performance evaluation and that the attitude survey looks at people’s perceptions.  Sallman stated that they will be taking the full list of different impacts and identifying which impacts they should focus the evaluation on.  He noted that the air and noise impacts could be on the final list.  Johanna stated that the two teams are coordinating the evaluations to get similar data, so that they can expand understanding of the issues.

Bestler Wenisch asked if this information will be available to the task force.  Halvorson replied that it would be and asked the members that wanted to be kept updated to let him know.  He stated that he has had a conversation with the new director of MetroTransit, who has concerns about bus movement in corridor.  This is an example of the detail that the evaluations are going to get into to make the corridor operate successfully.

Legislative Proposals

Van Dellen brought up legislative proposals.  He stated that in the task force report three potential initiatives were identified.  They were instituting photo enforcement; increasing the amount of fines for violation; and exploring amending current legislation that requires funds used to convert lanes to be paid back.  He emphasized that the money generated needs to be spent in the corridor.  He asked if there was any further comment on any of the proposals or if anyone wanted to add to the list.  He added that he will not personally recommend any of these proposals.

Steve Frank inquired if the task force had already recommended that these be considered by the legislature.  Van Dellen stated that none of these proposals have been recommended; rather they have just been identified as potential shortcomings.  He added that these proposals are worthy of further debate.  

Closing Remarks

Differt reflected on the history of 394 and thanked the members who went to California.  He added that credit needs to be given to those who served on the task force for as much time as has been spent on this initiative.  Differt emphasized the project’s importance to the federal government, as it is only one of four projects in the country.  He thinks that this project is going to be successful.  He commended the leadership of this committee, and noted the blend of individuals on the task force including technical, administrative, and policy.  He appreciates the time put into this.  

Van Dellen stated that the task force turned a paragraph of legislation into an implementation plan.  He thinks that everyone is committed to making adjustments along the way and to making the project a success.  He emphasized that this is not a cure-all, but rather makes better use of capacity and gives people a choice.  Van Dellen noted that this was the Task Force’s last meeting and adjourned the meeting at 9:09 PM.
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