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I-95 Corridor Coalition 
Communications Plan and Recommendations

(as Approved by the Executive Board – December 11, 2007)
Background

The I-95 Corridor Coalition wants to expand its outreach and communications within its member organizations and engage other transportation stakeholders and key policy and decision makers in the work and support of the Coalition. 

In July, communications consultant Lynda South was contracted to assist the I-95 Corridor Coalition in exploring how it might identify ways to improve its communications and outreach. Since that time, Ms. South has conducted interviews with top transportation officials representing State and Federal government, railroads, toll authorities, ports, and related associations to determine their perception of current communications and outreach activities and to seek recommendations for improvement.  In addition to a written report summarizing these interviews, Ms. South has developed a Communications/Outreach Plan, based on recommendations from the interviewees and on her own transportation communications’ expertise.  The plan provides a blueprint for future communications and outreach.

Overall Strategic Communications Approach

· Position the I-95 Corridor Coalition as a national leader and model in fostering a culture of collaboration and coordination among transportation alliances in 16 states and Canada.

· Elevate the perceived importance of the I-95 Corridor Coalition as a “go-to” resource, especially for strategic and policy-analysis issues.

· Report initiatives, outcomes and successes to a broader constituency.

· Package the Coalition’s program/projects into meaningful product lines in a manner everyone can understand – the end-user benefits.

· Provide members with time-saving communications that are sensitive to their busy schedules.

Goals and Objectives

Goal 1

Enhance and expand communications and outreach with member organizations.

Objective

Use technology to keep the transportation members connected with the Coalition and its mission.

Tactics:

· Increase use of web conferencing, webinars, webcasts, and web messaging, on topics and issues of mutual interest and for training.

· Develop a web-based newsletter, which provides a menu of topics with “read-more” and “printer-friendly” options.

· Enhance the web site for easier navigation with “printer-friendly” options for project pages and other information that could be used as handouts for meetings.

· Minimize e-mail clutter for members with targeted distribution lists on topics of relevance to certain groups rather than using the shotgun e-mail approach.

Goal 2

Ensure that the I-95 Corridor Coalition is top-of-mind for member CEOs and key policy and decision makers.

Objective

Engage CEOs of member organizations to further the mission of the I-95 Corridor Coalition.

Tactics:

· More face-to-face time – Increase one-on-one meetings with chief executive officers in transportation organizations to inform and update them regarding the I-95 Coalition.  

· Seek their input into shaping the Coalition’s work that can best serve their needs and respond to the changing transportation environment.  This input will give top management a vested interest in the program, increase the likelihood that they will raise the visibility of the program within their ranks and will make them potential ambassadors for the program among peers, all of which will contribute to greater support. 
· Provide member agencies with a PowerPoint slide for their use in educating others about the Coalition.
· Update the image of the I-95 Corridor Coalition from an organization often associated with operational issues to one that has expanded its work into strategic areas, such as sponsoring the Mid-Atlantic Rail and Bottleneck Study to include identifying funding gaps and recommending institutional methods of financing and implementation. 

· Place the Coalition leadership before CEOs at AASHTO, SASHTO, American Trucking Associations, American Association of Port Authorities, Intermodal Association of North America, International Bridge, Tunnel & Turnpike Association, etc. and frame Coalition presentations on topics that will capture attention and engage these leaders in working with other CEOs to improve mobility for long-distance freight and passenger movement.

Objective

Increase the Coalition’s visibility with key policy and decision makers, primarily the legislative and executive branch of government, who influence transportation funding, policy, laws and rule making. 

 Tactics

· Cultivate relationships with government affairs professionals in member organizations who have access to key decision makers, including congressional and state legislature members and their staffs.  Host meetings to better acquaint them with the Coalition. Let the professionals know what Coalition resources are available and get their input on how their organizations’ membership in the Coalition can best serve them. 

· Cultivate relationships with the non-transportation organizations that promote interregional cooperation to obtain a spot on their annual conference programs, moving transportation higher on their organization’s agenda.  Organizations could include:

· Southern Governors’ Association

· The Southern Legislative Conference

· The Eastern Legislative Conference

· The Council of State Governments

· National Governor’s Association

· Identify publications read by industry executives to develop articles, demonstrating successes and models for cooperation among states. Offer guest editorials by Coalition leadership. Just a few of the publications cited in the research interviews were:  

· State News

· Engineering News-Record

· The Police Chief

· Journal of Commerce

· Traffic World

· American Shipper

· Transport Topics

· Railway Age

· Cultivate relationships with national transportation reporters on the East Coast to get articles into mainstream newspapers most often read by key decision makers.  Provide Coalition subject-matter experts as contacts when these publications need transportation data or for interviews during a crisis along the corridor. Publications include but are not limited to:
· The Wall Street Journal

· The Washington Post

· The New York Times

· USA Today

Goal 3
Expand the Coalition’s reach into all modes of the transportation community.  

Objective

Put a face on the Coalition.  Position work before the transportation community and show that it is an important resource and a bridge between states and institutions in addressing transportation problems and solutions, and for supporting economic development efforts. 

Tactics

· Publish a 15-year anniversary report citing “major accomplishments,” future goals and member contacts. This could serve as a background for new members and those unfamiliar with the Coalition. Also, it could be sent to the media as a source for news stories.
· Submit white papers and news on research studies to be published on national association web sites.  Many have a page for reports and white papers. For example, publish the Mid-Atlantic Rail Operations Study on the Association of American Railroads web site.  

· Develop relationships with communications directors of national transportation and travel associations. Work with these communications professionals to publish Coalition news releases on upcoming projects, project outcomes or study findings on their web sites or in their newsletters or magazines.  

· Develop a calendar of annual conferences, identify studies/projects that would match target audience’s interest and offer presentations. Examples include: 

· Transportation Research Board (annual and selected summer meetings)

· Association of American Railroads

· American Trucking Associations
· AASHTO

· American Public Transit Association

· Develop an eye-catching exhibit to showcase the Coalition at selected conferences. Ask member organizations to include Coalition information at their exhibits.
· Involve transportation users (i.e., AAA, Council of Logistics Managers, etc.) through distribution of press releases, event announcements, and newsletters.
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