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EXECUTIVE SUMMARY


This report presents an overview of the No-Zone Campaign’s goals and activities to date, and future campaign plans.  Key observations are that:  the campaign is designed to help reduce car-truck crashes;  a principal campaign goal is to increase motorist awareness of commercial motor vehicle (CMV) limitations; and the campaign has made significant accomplishments in a short time.


The Campaign is Designed to Help Reduce Car-Truck Crashes.  Concerned with the number of crashes between passenger vehicles and CMVs, the Federal Highway Administration’s (FHWA) Office of Motor Carriers (OMC) began exploring ways through public outreach methods to decrease the number of car/CMV crashes and ultimately reduce fatalities, injuries, and property damage.  The campaign is also a response to Congress’s request in the Intermodal Surface Transportation Efficiency Act (ISTEA) that the FHWA “educate the motoring public about how to safely share the road with commercial vehicles.”


The No-Zone represents danger areas around trucks where crashes are more likely to occur.  These No-Zone areas are blind spots where passenger vehicles tend to disappear from the view of CMV drivers.  While all vehicles have blind spot areas, CMVs have larger blind spots than cars.  


OMC-sponsored focus group studies conducted with motorists, the highway safety community, and trucking industry officials indicated that a reduction of crashes involving cars and CMVs may be possible if motorists are made aware of a CMV’s limitations.  OMC used this information to develop the No-Zone Campaign as a nationwide public outreach effort to educate motorists about CMV limitations.  


A Principal Campaign Goal is to Increase Motorist Awareness of CMV Limitations.  The No-Zone Campaign has made great advances in educating the public how to safely share the road with CMVs.  The specific goals of the campaign are to:

· Manage the campaign effectively

· Educate the motoring public how to safely share the road with CMVs

· Increase motorist awareness of CMV limitations

· Reduce car-truck related fatal crashes by 10 percent over a 5-year period

· Maintain existing and develop new partnerships with organizations dedicated to promoting highway safety

· Provide follow-up and evaluation of No-Zone Campaign activities.


The Campaign Has Achieved Significant Accomplishments in a Short Time. Since the inception of the No-Zone Campaign, the campaign’s message has been seen and heard throughout the country at such places as highway rest areas, schools, conventions, conferences, driver education classes, state fairs, and shopping malls.  The No-Zone message has also been presented on the radio, on television, on billboards, and in trade journals, magazines, and daily newspapers nationwide.  The type of outreach used for the No-Zone Campaign has been extensive, and at least 29 states report active involvement in promoting No-Zone Campaign messages.  The reach of the campaign continues to expand.  This report discusses the wide range of public outreach methods currently used and indicates new ideas for further expansion.  Findings reveal that:

· Over $3 million has been granted to 29 states since the inception of the campaign to help with No-Zone Campaign outreach.

· The majority of the states participating in the No-Zone Campaign coordinate their outreach activities with other traffic safety-related organizations and target their activities to large public events such as safety forums and state fairs.

· Television, radio, and print public service announcements have been created, distributed extensively throughout the U.S., and tracked by media monitoring companies.  Other free media opportunities such as Letters to the Editor, television and radio talk shows, press releases, and articles in trade publications can be expanded further.

· Outreach strategies used by some states that can be implemented by additional states include establishing a recognition program for participants, purchasing highway billboard space, involving driver education teachers, and establishing regional No-Zone working groups.

· Carriers displaying No-Zone decals on their CMVs is a very popular  stakeholder activity. 


The No-Zone Campaign May Be Expanded in the Future.  The foundation of the No-Zone Campaign has been established and the campaign has progressed into an evolving program.  Future campaign plans are:  continue to enhance the campaign’s message and material, partner with similar Share the Road programs, and investigate options for establishing a national Share the Road Coalition. 

1.0
OVERVIEW OF THE NO-ZONE CAMPAIGN

This report summarizes the work the Federal Highway Administration’s (FHWA) Office of Motor Carriers (OMC) has accomplished to advance its Share the Road program called the No-Zone Campaign.  The report is organized into three chapters:

· Chapter 1:  Overview of the No-Zone Campaign

· Chapter 2:  Progress to Date Achieving No-Zone Campaign Goals

· Chapter 3:  Future Campaign Plans.


The purpose of this report is to document information about the No-Zone Campaign, including the campaign’s goals, objectives, elements, and scope of current efforts.  This report is a summary of the campaign’s stated goals and a review of the achievements made to date in reaching those goals.

1.1
BACKGROUND ON THE NO-ZONE CAMPAIGN

Between 1984 and 1992, the number of trucks involved in fatal crashes was on a downward trend, falling from 5,124 to 4,035, a decrease of more than 20 percent.  However, in 1993, car-truck related fatalities rose to 4,849, a 16 percent increase from the previous year.  In 1994, these types of fatalities climbed another 5 percent to 5,112.
  Concerned with this trend, OMC began to work with traffic safety groups to determine what measures the OMC could take to reverse this trend.  One of the first measures OMC initiated was to provide the State of Maryland with a Motor Carrier Safety Assistance Program (MCSAP) grant to help the state establish the first No-Zone Campaign in 1992. 


In April 1994, as a result of the MCSAP grant effort, OMC developed a strategy to increase public recognition about commercial motor vehicles’ (CMVs) limitations in an effort to influence the motoring public’s driving behavior.  OMC worked closely with law enforcement agencies and professional associations, as well as other highway safety groups to develop the No-Zone Campaign.  The No-Zone is a term used to describe danger areas around trucks where crashes are more likely to occur.  These blindspots are areas where passenger vehicles tend to disappear from the view of CMV drivers.  The No-Zone Campaign strives to educate the public about how to safely share the road with CMVs, and about a CMV’s limitations in terms of maneuverability, stopping distance, and blindspots.  Exhibit 1 summarizes highlights of the No-Zone Campaign since its inception.


The most recent statistics indicate that car-truck crashes are still a problem.  In 1995, 12 percent of the people killed in traffic crashes, or a total of 4,903 lives, were lost in 

car-truck related crashes.  Statistics provided by the National Center for Statistics and Analysis revealed that almost three-fourths (72 percent) of the two-vehicle fatal crashes involving a large truck and another type of vehicle were due to factors caused by the car driver rather than the truck driver, and 78 percent of the fatalities were of the car driver.

EXHIBIT 1

No-Zone Campaign Milestones

(Available in hardcopy version only.)

2.0
PROGRESS TO DATE ACHIEVING NO-ZONE CAMPAIGN GOALS


The OMC has established No-Zone Campaign goals.  The goals focus on the management, educational, public outreach, safety, and public/private partnership objectives of OMC and the campaign.  The No-Zone Campaign goals are as follows:

· Manage the campaign effectively

· Educate the motoring public on how to safely share the road with CMVs

· Increase motorist awareness of CMV limitations

· Reduce car-truck fatal crashes by 10 percent over a 5-year period

· Maintain existing and develop new relationships with organizations dedicated to promoting highway safety

· Provide follow-up and evaluation of the campaign’s activities.


To achieve these goals, specific activities were determined by the campaign’s management and by benchmarking the No-Zone Campaign with other public outreach programs.  Sections 2.1 through 2.6 group each of campaign’s activities with their stated goals and indicate the current scope of efforts for each activity and goal. 

2.1
GOAL 1:  MANAGE CAMPAIGN EFFECTIVELY

The first goal of the No-Zone Campaign is to manage the campaign effectively. The key activities to date toward achieving this goal, and their current status, are discussed below. 

Activity 1:
Develop a Program Plan and Timetable for Achieving Goals 


OMC developed the No-Zone Campaign’s program plan, entitled the Implementation Plan for Public Outreach, in March 1996.  The Implementation Plan documents the campaign’s goals, current efforts, and future plans.  A timetable for achieving all the goals has not been established, however, many activities for accomplishing the goals are ongoing.

Activity 2:
Establish an Administrative Structure

The Office of Planning and Customer Liaison has responsibility for the No-Zone Campaign.  The organizational structure of OMC does not include a separate structure for the No-Zone Campaign.  To date, campaign participant information has been collected;  however, it is not organized in a list format.  An administrative structure and organization chart are needed for the campaign.

Activity 3:
Assign Responsibility so Participants Know Who to Consult for What 


Purposes

David Longo of OMC is the Program Manager of the national campaign.  Each OMC Regional Director has designated a No-Zone coordinator to coordinate state and region-wide No-Zone activities.  The regional office No-Zone coordinators, their title, and office location are listed in Exhibit 2.  Exhibit 3 illustrates the regional assignments for the nine regional No-Zone coordinators.

EXHIBIT 2

OMC Regional Office No-Zone Coordinators
	Region*
	No-Zone Coordinator
	Job Title
	Office Location

	Region 1
	Jill Kolaga
	Safety Investigator
	Division

	Region 3
	Randy Sechrist
	State Programs Specialist
	Division

	Region 4
	Don Taylor
	State Program Manager
	Region

	Region 5
	Darin Jones
	State Program Manager
	Region

	Region 6
	Sandra Primm
	Safety Investigator
	Division

	Region 7
	Christopher Hartley
	Federal Program Manager
	Region

	Region 8
	Matthew Fix
	Federal Program Manager
	Region

	Region 9
	Catherine Smith
	Transportation Assistant
	Division

	Region 10
	David Sprecker
	Safety Investigator
	Division


      Source:  David Longo, OMC

      *There is no Region designated as “Region 2”.
EXHIBIT 3

FHWA Regions and Regional No-Zone Coordinators
(Available in hardcopy version only.)
Activity 4:
Report to Management on the Campaign's Accomplishments and 


Problems 


OMC Headquarters requested that all No-Zone coordinators submit their No-Zone activities for inclusion into a No-Zone Campaign Quarterly Report.  The first Quarterly Report was compiled in February 1997 to report on No-Zone accomplishments by region during 1996.  No-Zone coordinators and other regional OMC staff participating in the No-Zone Campaign submitted their regional or state activities for the report.   Exhibit 4 is an overview of the states’ activities as reported in the Quarterly Report and in conversations with regional No-Zone coordinators.  The states that reported the most types of activities are:  New York, New Hampshire, Kentucky, Nebraska, Montana, and Nevada.  Exhibit 5 illustrates the states’ most common types of outreach activities.  The predominant forms of outreach thus far are:

· Distribute videos for use as television public service announcements (PSAs)

· Coordinate No-Zone activities with other organizations

· Participate in or exhibit the No-Zone Campaign at public events such as state fairs, conventions, and safety forums

· Organize the use of CMV No-Zone decals

· Demonstrate blind spot areas using CMVs.

Exhibit 4

Types of No-Zone Activities by Region/State

(Available in hardcopy version only.)

Exhibit 5

Number of State Implementing Outreach Activities by Type

(Available in hardcopy version only.)
2.2 
Goal 2:  Educate the motoring public how to safely 
share the road with commercial motor vehicles 



The second goal of the No-Zone Campaign, to educate the motoring public how to safely share the road with CMVs, addresses the educational objectives of managing a nationwide public outreach program.  Activities toward meeting this goal, and review of their current status, are discussed below.

Activity 1:
Educate the Motoring Public About the Techniques for Sharing the 


Road With Large Vehicles

The No-Zone Campaign seeks to educate the public about sharing the road with CMVs.  Materials that have been developed for the campaign’s public education efforts include:

· Brochures.  Tri-fold color brochures display the Zone Ranger, outline the No-Zone area, and offer tips on how to safely share the road with trucks.

· Posters.  Colorful wall posters display the areas around trucks where crashes are more likely to occur.

· Highlights Videos.  Four sequential videos have been produced to introduce the No-Zone Campaign, inform viewers on how to stay out of the No-Zone,  encourage public and private sector organizations to participate in the campaign, and update viewers on television broadcasts about other media events that have featured the No-Zone Campaign.

· Reflective Truck Decals.  Vivid No-Zone decals are placed on motor carriers’ trailers to bring the No-Zone message directly to the motorists on the road.

· Public Service Announcements (PSAs).  Professionally-designed and produced print, radio, and television PSAs are distributed to media nationwide for placement on radio or television broadcasts or in newspapers.

· Zone Ranger Character.  The Zone Ranger, designed by a creative team, is an emblem of the No-Zone Campaign.  The Zone Ranger image appears on video, in print, and occasionally live, in costume.

· Media and Information Kits.  Colorful folders contain information kits that are used to present the No-Zone Campaign to the media and other interested parties.  The kits include No-Zone Campaign information and statistics about crashes, the truck industry, and Federal regulations. 

· Floor and Table Displays.  Table-top and floor displays are used at meetings, conferences, trade shows, and exhibitions to present the No-Zone Campaign.

Activity 2:
Expand and Enhance Public Information Education Efforts to CMV 


Drivers  


Truck driver education is a critical component of traffic safety to date, however, the No-Zone Campaign has focused its public education efforts primarily on the motoring public.  This focus helps the CMV organizations to assist the CMV driver by educating the motoring public about CMV limitations.  One of the goals of the No-Zone Campaign is to increase its exposure and participation through carriers and truck drivers.  The campaign encourages carriers to conduct No-Zone demonstrations at high schools, civic organizations, and public gatherings.  Truck driving schools, trucking companies, and state truck driving licensing agencies that do use Share the Road information, use it to show truck drivers common car driving behaviors and what to be aware of when sharing the road with cars.

Activity 3:
Support Other Organizations' Public Education Efforts  

Many organizations outside of OMC have received No-Zone Campaign brochures, videos, and other outreach materials to assist with their public education efforts.  The organizations listed in Exhibit 6 have received outreach support from the No-Zone Campaign.

EXHIBIT 6

No-Zone Campaign’s Support of Other Organizations
	Organization
	Type of Support 

	American Trucking Associations

(ATA)
	Provided No-Zone taped footage to reporters, including TV PSAs 1, 2, and 3 for ATA’s media tour

	Coastal Video
	Use No-Zone logo and information in defensive driving video and handbooks

	Idaho State Police
	Produced video using No-Zone graphics

	John Deere Company
	Used No-Zone artwork for its Share the Road outreach

	Michigan Truck Safety Commission
	Received No-Zone information and graphics for production of “Semi Conscious” video;  FHWA/OMC also purchased the rights for video use

	Professional Drivers of America
	Received a $75,000 cooperative agreement and No-Zone artwork

	Roadway
	Used No-Zone artwork for reproduction of campaign material

	Werner Enterprises
	Used No-Zone artwork for reproduction of campaign material


Activity 4:
Expand Driver Education Material

The No-Zone Campaign provides information, brochures, and videos to driver education programs upon request.  Although driver education is a state government function, the No-Zone Campaign has worked with the states of Idaho, Virginia, and Iowa to include No-Zone information in their driver education material.  FHWA also supports the John Deere Company in its efforts to include Share the Road information in state driving manuals. 

Activity 5:
Identify and Direct Educational Activities Toward High-Risk Driver 


Groups

In 1995, young drivers between 15 and 20 years old, were involved in 14 percent of total fatal crashes, but accounted for only 7 percent of the driving population.
  Due in part to the higher rate of car crashes involving young drivers, the No-Zone Campaign focuses a large part of its public outreach on the 15 to 20 year old driver.

2.3
Goal 3:  Increase motorist awareness of COMMERCIAL 
MOTOR VEHICLE limitations

The third goal of the No-Zone Campaign, to increase motorist awareness of CMV limitations, primarily addresses the public outreach objectives of managing the No-Zone Campaign.  Activities to date toward achieving this goal, and  review of their current status,  are discussed below.

Activity 1:
Develop a Comprehensive National Marketing Campaign for Motor 


Carrier Safety

The No-Zone Campaign is part of a comprehensive nationwide public outreach effort by OMC to reduce injuries, fatalities, and property damage caused by CMV/car crashes.  Campaign elements that have been developed, and which form the foundation of the national marketing campaign, include:  identifying the No-Zone problem, developing marketing tools, recruiting partners to assist in the campaign, and communicating a consistent message.

Activity 2:
Develop and Place Media Messages

The No-Zone Campaign has placed radio, television, and print public service announcements (PSAs) throughout the U.S.  To record distribution of the PSAs and track their placements, the campaign manager has worked with different media companies to collect data on and analyze the PSA placement.  In addition to PSA placements requested by headquarters, most OMC regional offices and several division offices have distributed No-Zone PSAs to media organizations in their area.  Other free media opportunities OMC has utilized include press releases, Letters to the Editor, and newspaper and magazine articles.  Each type of media is discussed below.

· Radio PSA Placements.  The airing frequency of seven different radio PSAs was measured and enumerated by News Broadcast Network and North American Precis Syndicate for a combined total of eight months.  This enumeration showed that cumulatively, the seven No-Zone PSA messages aired an estimated 33,982 times to listening audiences projected to be 63,616,692 people.  Exhibit 7 provides a breakdown of the different radio PSA placements.

EXHIBIT 7

Radio PSA Placements 

(Available in hardcopy version only.)

· Television PSA Placements.  The No-Zone Campaign developed three 

30-second PSAs and distributed them to television networks during the following time periods:

1. No-Zone PSA:  April 3, 1995 - December 31, 1995

2. Share the Road 2 PSA:  April 3, 1995 - December 31, 1995

3. Share the Road 3 PSA:  October 21, 1996 - Present.

· To evaluate how often the PSA was actually aired, the No-Zone Campaign contracted with Potomac Television/Communications, Inc. to track the 

· No-Zone Campaign’s PSAs.  Potomac Television/Communications subscribed to Nielsen to track the PSA placements.   Nielsen uses the SIGMA( system, which is an electronic 24-hour a day nationwide tracking service that covers 1,100 broadcast stations and 26 cable networks in all 211 designated market areas
.   However, the SIGMA( system is unable to track PSAs placed on most local cable television stations, thus the results of the Nielsen reports do not include local cable PSA broadcasts.  

· A combined total of 7,108 PSA placements were tracked by SIGMA(.  Exhibit 8 shows the number of placements by PSA.  Exhibit 9 illustrates the distribution of PSAs by time of day and Exhibit 10 shows the PSA placements by the day of week.  This data indicates that 51 percent of the  PSAs were aired between 5 a.m. and 10 p.m.  The PSA airings by day of the week were relatively equally distributed over the seven days.  Exhibit 11 compares the PSA placements by market size.  This data indicates that the majority of the PSAs (64 percent) were aired in small market areas.  Exhibit 12 shows that CBS-affiliated stations (33 percent), followed by NBC-affiliated stations (24 percent) aired the PSAs most often.  Appendix A lists the number of PSAs by market.  This data indicates that the markets that aired a PSA most often are: Minot-Bismark, North Dakota;  Syracuse, New York;  and Bowling Green, Kentucky. 

· EXHIBIT 8
· Number of Television PSAs Placed by PSA Name
(Available in hardcopy version only.)
EXHIBIT 9,10 

(Available in hardcopy version only.)

EXHIBIT 11,12

Television PSA

(Available in hardcopy version only.)

Print PSA Placements.  The No-Zone Campaign developed nine different print media PSAs.  These PSAs consist of creative illustrations and phrases to attract readers and educate them about the No-Zone.  An example is shown in Exhibit 13.  The placements began in November 1995 and are still being made as of February 1997.

· North American Precis Syndicate tracked the nine different print media PSAs in newspapers across the country.  Exhibit 14 provides specific information for each placement including the name of the PSA, the dates the PSA was placed, the total number of print PSAs that were placed, and the total circulation of the PSAs.

EXHIBIT 13

Print PSA Example

(Available in hardcopy version only.)

EXHIBIT 14

Print PSA Placements
(Available in hardcopy version only.)
· Press Releases.  The Department of Transportation’s (DOT) Office of the Assistant Secretary for Public Affairs distributed ten press releases concerning No-Zone events since the campaign’s inception in April 1994.  Exhibit 15 indicates the press release date, topic, and region the press release was distributed.  Over a period of 25 months, the campaign distributed four messages nationwide, and six messages to target states and cities.  Appendix B provides an example of a DOT No-Zone press release.

EXHIBIT 15

DOT Press Releases

	Date
	Topic
	Region

	April 21, 1994
	Truck drivers offer advice to motorists about the dangers of tailgating and blind spots.
	Nationwide via AP wire services

	April 21, 1994
	DOT launches media drive to educate motorists on sharing the road safely.
	Nationwide via AP wire services

	September 19, 1995
	First moving safety sign promotes No-Zone message coast to coast.
	Nationwide via AP wire services, DOT website

	October 4, 1995
	First No-Zone truck travels to South Atlanta High School.
	Atlanta, Georgia

	October 11, 1995
	First No-Zone truck travels to Kempner High School.
	Houston, Texas

	October 18, 1995
	First No-Zone truck travels to Golden High School.
	Denver, Colorado

	October 25, 1995
	First No-Zone truck travels to Parkview Senior High School.
	Springfield, Missouri

	November 1, 1995
	First No-Zone truck travels to Liverpool High School.
	Syracuse, New York

	May 2, 1996
	High school student named No-Zone Regional Winner
	New York, Texas, South Dakota, Oregon, Ohio, Georgia

	May 20, 1996
	New York student wins highway safety contest
	Nationwide via AP wire services, DOT website


· Letters to the Editor.  During Labor Day weekend 1995, Letters to the Editor were sent to all of the Regional Offices for distribution to local newspapers.  The letters informed readers of CMV limitations and encouraged drivers to stay clear of the No-Zone.   The Letters to the Editor were published in 15 newspapers in 9 states.  Exhibit 16 lists the newspapers and the state in which the letters were published.

EXHIBIT 16

Published Letters to the Editor, September 1995
	Newspaper Name
	State

	The Times
	Arkansas

	The Ledger

Tallahassee Democrat

The Tampa Tribune
	Florida



	Jefferson City Post Tribune
	Missouri

	Billings Gazette

Helena Independent Record

Missoulian
	Montana

	Salt Lake Tribune

Standard Examiner
	Utah

	The Virginia Pilot
	Virginia

	The Burlington Free Press
	Vermont

	The Capital Times
	Wisconsin

	Charleston Daily Mail

The Herald Dispatch
	West Virginia


 

Source: No-Zone Campaign “Letters to the Editor” Field Report
· Print Articles.  OMC Headquarters has collected 69 articles on the No-Zone Campaign or Share the Road program that have been placed in newspapers, trade journals, and magazines throughout the country.  The No-Zone Campaign management believes that these 69 articles do not represent the total number of articles placed.  OMC Regional Offices and stakeholder organizations forward articles to Headquarters that they have either read or helped write.  The majority of the articles cover the No-Zone Campaign when it was first launched in 1994.  Notable newspapers which covered the No-Zone Campaign include the Washington Post, The Baltimore Sun, The Lincoln Star, and the Pittsburgh Post-Gazetter.  Exhibit 17 compares the number of articles to the years in which they were placed.  Appendix C lists the publication names and dates of each article.

EXHIBIT 17

No-Zone Articles Published by Year

(Available in hardcopy version only.)
Activity 3:
Institute Merchandising Campaign

To help increase and maintain exposure of the No-Zone Campaign to media and recognize participants for their involvement, the No-Zone Campaign has designed and distributed a variety of merchandise.  The following items, which carry the No-Zone Campaign logo and message, have been distributed throughout the country:   

· 15,000 message pens

· 2,000 coffee mugs

· 1,000 lapel pins

1,000 paper cubes.

Activity 4:
Establish a No-Zone Website

A website has been registered, however, the actual site has not been fully developed.

Activity 5:
Develop and Broaden No-Zone Character Exposure

The No-Zone character was developed by a creative team in April 1993.  The character is a  computer-generated, three-dimensional “superhero” character who rides a futuristic vehicle and advises motorists to stay out of the No-Zone.  After a nationwide naming contest with more than 6,000 entries from high school students, the No-Zone character was named the Zone Ranger in May 1996.


The Zone Ranger appears in computerized format in No-Zone videos and print PSAs.  A total of six Zone Ranger costumes are also in use by the OMC Regional Offices and are used for appearances at highway rest areas, news conferences, state fairs, and other public events.  The campaign intent is to broaden the use of the Zone Ranger to the extent that it becomes easily identifiable by the public.

Activity 6:
Design and Develop a Traveling Demonstration Project, Consisting of a 


High-Tech, Customized Tractor-Trailer

The No-Zone Campaign has recently received $200,000 to develop a traveling high-tech customized tractor-trailer.  FHWA plans to contract with a professional tractor-trailer customizer to further develop the project, along with the help of private and public sector partners.

Activity 7:
Design and Develop an Interactive Computer Virtual Reality Project

A virtual reality project for the No-Zone Campaign has not been developed, however, such a project may be part of the customized tractor-trailer demonstration project described above.

Activity 8:
Conduct Hands-On, Public Demonstrations

One of the campaign’s fastest growing projects is the truck decal program.  Launched in October 1995, FHWA/OMC, Georgia Motor Trucking Association, Roadway, and 3M Corporation worked together to develop what may likely be the nation’s largest mobile safety message sign.  A Roadway truck features decal graphics of the No-Zone areas on both sides and rear of its 48-foot trailer.  In its first year, the truck traveled 39,000 miles across the United States and made stops at five high schools in Atlanta, Houston, Denver, Springfield, and Syracuse to demonstrate the No-Zone areas.  Roadway has subsequently added two additional No-Zone trucks to its fleet.


In addition to Roadway, other motor carrier companies have also purchased No-Zone decals for display on their trucks.  These companies are listed in Exhibit 18.  Currently, nearly 50 trucks display No-Zone decals and appear at high schools and public events in communities across the U.S.  Future plans are being made to include buses in the decal program.

EXHIBIT 18

Carriers Displaying No-Zone Graphics
	Motor Carrier Name
	State

	3M Corporation
	Minnesota

	Boyle Transportation
	Massachusetts

	Burlington Motor Carriers
	Indiana

	CFI Trucking
	Missouri

	City Market
	Colorado

	Clarkesville Refrigeration Lines, Inc.
	Arkansas

	Crete Carrier Corporation
	Nebraska

	CRST
	Iowa

	EPES Carriers
	North Carolina

	FFE
	Texas

	Heartland Express
	Iowa

	King Soopers Groceries
	Colorado

	Klockner
	Virginia

	Landstar TLC
	Connecticut

	Miller Truck Line
	Oklahoma

	Monfort Transportation
	Colorado

	Paschall Truck Lines, Inc.
	Kentucky

	Roadway
	Georgia

	Ryder Transportation Services
	Ohio

	Schneider National Carriers
	Wisconsin

	UPS
	Minnesota

	Werner Enterprises
	Nebraska



          Source: Marian Giorgakis, Color Quest Graphics
Activity 9:
Maintain Prominent Role at Highway Safety Conferences and 



Conventions

The No-Zone Campaign has participated in 11 different conferences during the past three years.  At each of these conferences, a No-Zone display has been exhibited and an OMC representative was present to answer questions concerning the No-Zone.  The conference names and the year the No-Zone Campaign management participated are shown in Exhibit 19.

EXHIBIT 19

Conference Participation
	
	Years Attended by 

No-Zone Campaign Representative

	Conference Name
	1994
	1995
	1996

	American Driver Training Safety Educators Association
	
	x
	x

	Canadian Commercial Motor Transport Administration
	
	x
	

	Commercial Vehicle Safety Alliance
	x
	x
	x

	Hispanic Association of Colleges and Universities
	
	
	x

	International Chiefs of Police
	
	x
	x

	International Truck Show
	x
	x
	x

	Lifesavers
	x
	x
	x

	Mid-America Truck Shows
	x
	x
	x

	National Association of Governors Highway Safety Representatives
	x
	x
	x

	New England Truck Show
	x
	x
	x

	Transportation Safety Board
	x
	x
	


Activity 10:
Produce a No-Zone Campaign Video

FHWA/OMC and AAA Foundation purchased the rights to distribute the Michigan Truck Safety Commission’s video designed for younger drivers entitled “Semi Conscious:  Driving in the Real World.”  The 11-minute video is used for driver education and covers the special adjustments car drivers must be aware of when they drive on the road with large trucks.  In addition to information on staying out of 

No-Zones, the video includes information on stopping at intersections, merging, and keeping safe following distances.


FHWA/OMC has also produced four consecutive No-Zone Highlights videos that introduce the Zone Ranger, explain and outline the No-Zone area, and explain why cars must stay out of the No-Zone.  Distributed by headquarters and regional office personnel, the purpose of the highlights videos is to encourage involvement by public and private sector organizations.  The videos also show recent television clips and newspaper reprints of the No-Zone Campaign.

2.4
Goal 4:  Reduce car-truck related fatal crashes by 


10 percent over a 5-year period

The fourth goal of the No-Zone Campaign, to reduce car-truck related fatal crashes by 10 percent over a 5-year period, addresses the safety objectives of the No-Zone Campaign.  The activities that help meet this goal, and review of the activities’ current status,  are discussed below.

Activity 1:
Determine What Motivates Passenger Vehicle Drivers to Ignore Truck 


Limitations or to Practice Other Unsafe Driving Behaviors

The findings from the No-Zone Campaign’s focus groups conducted from 1993 to 1996 point to motorist ignorance of truck limitations as the reason for their unsafe driving practices.  Data from the National Highway Traffic Safety Administration (NHTSA) and findings from focus group research also point to reckless and aggressive driving practices as causes for unsafe driving behaviors.  Further focus group observations are
:

· Highway safety would improve if the public were made more aware of truck limitations, the characteristics of driving a commercial vehicle, and ways passenger vehicle drivers can avoid unsafe interactions with trucks.

· Participants recognized that it is more difficult to drive a truck than a car, but differed in their knowledge of truck limitations, such as maneuverability, stopping distances, and blind spots.

· Automobile drivers tend to be intimidated by CMVs, although they believe that truck drivers are more courteous than automobile drivers.

Activity 2:
Identify and Collect Critical Data About Crashes to Clearly Identify the 


No-Zone Problem

The No-Zone Campaign management primarily uses data from NHTSA and OMC’s Analysis Division to identify the No-Zone problem.  This data
 used for the No-Zone Campaign indicates that fatal crashes involving large trucks occur:

· In good weather conditions

· On dry, straight roads

· In rural areas (63%)

· During the weekdays (80%) 

· During the daytime (74%).


The No-Zone Campaign also identifies the following ten states with the highest number of fatal large truck crashes:  California, Texas, Florida, Pennsylvania, New York, Georgia, Ohio, North Carolina, Michigan, and Indiana.


The No-Zone Campaign’s emphasis on blind spots is supported by principal impact point data described in Exhibit 20.  This data indicates that trucks were struck in the rear almost three times as often as the other vehicle (18 percent and 6 percent, respectively);  while the other vehicles were struck approximately twice as often on the left and right sides (19 percent versus 10 percent, and 14 percent versus 6 percent, respectively).

EXHIBIT 20

Principal Impact Points of Car-Truck Fatal Crashes
	Impact Point
	Large Truck
	Other Vehicle

	Front
	66%
	61%

	Left Side
	10%
	19%

	Right Side
	6%
	14%

	Rear
	18%
	6%




    Source: NHTSA, Traffic Safety Facts 1995.
Activity 3:
Determine When and Under What Conditions Specific Driving 



Behaviors Should Be Considered Dangerous

The No-Zone Campaign utilizes data on dangerous driving behaviors.  This data reveals that in car-truck crashes causing injuries or fatalities
:

· Alcohol use is cited in a smaller portion of truck drivers (1.5%) versus car drivers (19.2%).

· Non-use of seatbelts is cited in 45% of car drivers.

· Drivers of CMVs under 25 years of age are over-involved in fatal crashes.

· Indications of truck driver fatigue are inconclusive.

· Car driver is cited by police about 2 times as often as the truck driver as a cause for car-truck crashes.

2.5
Goal 5:  Maintain existing and develop new 
relationships with organizations dedicated to 
promoting highway safety

The fifth goal of the No-Zone Campaign, to maintain existing and develop new relationships with other organizations dedicated to promoting highway safety, addresses the public/private partnership objectives of the No-Zone Campaign.  The activities that help achieve this goal, and review of the activities’ current status,  are discussed below.

Activity 1:
Recruit Industry and Other Non-Federal Partners and Initiate 



Partnership Activities

Hundreds of stakeholders, organizations, and people dedicated to Share the Road efforts support the No-Zone Campaign.  The most active organizations, denoted as key partners, committed specifically to the No-Zone Campaign, and their type of involvement are shown in Exhibit 21.

EXHIBIT 21

No-Zone Key Partner Activities
	Organization
	Contact
	Main No-Zone Activity

	Georgia Motor Truck Association
	Diane Emrick

Ed Crawley
	Helps organize No-Zone Campaign activities, including “moving billboards” with trucking companies

	Roadway Express
	John Hyre

Michael Wickham
	Displays full-size truck decals on 3 Roadway trailers for “moving billboard”

	3M Corporation
	Ted Schelenski
	Displays “moving billboard” on truck trailer

	Crete Carrier Corporation
	Tonn Ostergard
	Displays “moving billboard” on truck trailer

	Goodyear Tire & Rubber
	Doc Pingree
	Place tires on Roadway’s three No-Zone tractor trailer “moving billboards”

	National Association of Governors Highway Safety Reps.
	Barbara Harsha
	Participated in the Name the Character

 Contest

	Werner Enterprises
	Duane Henn
	Displays “moving billboard” on truck traveling between Oregon and North Carolina

	Drive Smart Virginia
	Nancy Rodrigues
	Developed pilot driver education program centered around the No-Zone Campaign

	Drive Smart Colorado
	Judith Lovelle
	Educates school children about the No-Zone

	Parents Against Tired Truckers
	Daphne Izer
	Distributes No-Zone PSAs and brochures

	North Carolina Governors Highway Traffic Safety 
	Bill Stoudt
	Works with the State to incorporate 

No-Zone information into drivers education

	New York State Police, Vehicle Safety Alliance
	Jack Van Steenburg
	Distributes brochures, purchases billboard space, produces new video and decals, distributes PSAs, participates in public forums 

	Idaho State Police
	Renee Iverson
	Uses No-Zone in driver education manuals

	ColorQuest Graphics
	Marian Giorgakis
	Provides fleets with truck decals

	Ohio Department of Highway Safety
	Ron Burk
	Organized a No-Zone “moving billboard” for a Ryder rental truck

	Maryland State Police
	Ray Cotton
	Spokesperson on No-Zone issues, participates in focus groups research


Activity 2:
Establish a List of Publication Names and Contacts to Regularly 



Provide Updated Information and Events

OMC maintains a media contact list that is accessible to the No-Zone Campaign.  This list contains 82 transportation-related trade journals and newsletters.  
Activity 3:
Establish a Clearinghouse to Assist with Partnership Building

A clearinghouse function has not been established.  However, the OMC personnel distribute No-Zone information as requested.  

Activity 4:
Facilitate State and Local Program Efforts and Provide National-Level 


Resources Where Needed

Motor Carriers Safety Assistance Program (MCSAP) public outreach grants have been awarded to 29 states to help fund their promotion of No-Zone activities.  Exhibit 22 compares the total MCSAP grants awarded each year with the number of states that received the grants.  Exhibit 23 lists the states that were awarded MCSAP grants and the year they were awarded.  Exhibit 24 shows the states and regions that received MCSAP grants and their activities.

EXHIBIT 22

MCSAP Grant Awards by Year

(Available in hardcopy version only.)

EXHIBIT 23

MCSAP Grant Recipient States

	State
	1992-94 Grants


	1995 Grant
	1996 Grant
	1997 Grant*
	State Total

	1. Alabama
	
	$30,000 
	
	
	$30,000 

	2. California
	
	$68,365 
	
	
	$68,365 

	3. Colorado
	
	
	$85,000 
	$7,500 
	$92,500 

	4. Delaware
	
	
	
	$4,000 
	$4,000 

	5. Idaho
	
	$22,696 
	
	$34,686 
	$57,382 

	6. Iowa
	
	
	
	$20,000 
	$20,000 

	7. Kentucky
	
	
	
	$10,000 
	$10,000 

	8. Louisiana
	
	
	
	$16,000 
	$16,000 

	9. Maryland
	$1,050,000
	$326,000 
	
	
	$1,376,000 

	10. Massachusetts
	
	$12,458 
	$14,500 
	
	$26,958 

	11. Michigan
	
	
	$20,000 
	
	$20,000 

	12. Minnesota
	
	$112,240 
	$591,500 
	
	$703,740 

	13. Mississippi
	
	$49,802 
	
	
	$49,802 

	14. Missouri
	
	
	$10,000 
	
	$10,000 

	15. Nebraska
	
	$40,760 
	
	$342,934 
	$383,694 

	16. Nevada
	
	
	
	$20,000 
	$20,000 

	17. New York
	
	$47,760 
	$20,000 
	
	$67,760 

	18. North Carolina
	
	$30,000 
	$21,456 
	
	$51,456 

	19. Ohio
	
	$30,000 
	
	
	$30,000 

	20. Oklahoma
	
	$61,110 
	
	
	$61,110 

	21. Oregon
	
	
	$7,240 
	$12,400 
	$19,640 

	22. Rhode Island
	
	$2,800 
	
	
	$2,800 

	23. South Carolina
	
	
	$39,600 
	
	$39,600 

	24. Tennessee
	
	
	
	$16,000 
	$16,000 

	25. Utah
	
	$75,000 
	$10,704 
	
	$85,704 

	26. Vermont
	
	$24,000 
	
	$12,480 
	$36,480 

	27. Virginia
	
	$20,000 
	$20,000 
	
	$40,000 

	28. Washington
	
	
	$10,000 
	
	$10,000 

	29. West Virginia
	
	
	
	$4,000 
	$4,000 

	Total
	$1,050,000
	$952,991 
	$850,000 
	$500,000 
	$3,352,991 


   Source:  Bonnie Simmons, OMC State Programs Division
   * Allocation pending approval

EXHIBIT 24

MCSAP Grant Recipients and Activities

(Available in hardcopy version only.)

2.6
PROVIDE Follow-up and Evaluation of No-Zone CAMPAIGN 
activities

The sixth goal of the No-Zone Campaign, to follow-up and evaluate No-Zone activities, addresses the management objectives of the No-Zone Campaign.  The activities that help achieve this goal, and review of the activities’ current status,  are discussed below.

Activity 1:
Provide Appropriate Recognition to Participants From FHWA 



Management

The No-Zone Campaign recognizes exceptional stakeholders.  To date, the following participants have been recognized with certificates of appreciation or various No-Zone merchandise:  Roadway, Werner Enterprises, CRST, Inc., JTI, 3M, Clarkesville, King Soopers, Monfort Transportation, Landstar Systems, Crete, and CFI.

Activity 2:
 Provide Opportunity for Structured Input From Program Participants

Regional and State Federal Highway Administration staff communicate with David Longo, OMC Marketing Manager, primarily via electronic mail and telephone.  Non-Federal participants, such as trucking companies and safety organizations, normally contact their regional No-Zone Federal coordinator first, who in turn contacts Mr. Longo as necessary.  However, a structured procedure has not been established.

Activity 3:
Continue to Use Focus Groups to Evaluate Performance and 



Effectiveness of Program Functions

Focus group research has been used to help shape the No-Zone Campaign and will be used in the Share the Road Campaign Research Study.  The objectives of the past five No-Zone focus groups were to:

· Understand the motoring public's knowledge of CMV limitations and the factors that contribute to highway driving safety hazards

· Understand industry perceptions of the motoring public's knowledge of CMV limitations and factors contributing to highway driving safety hazards

· Assess the need for a uniform, national information campaign

· Solicit reactions to creative, message, and media formats

· Solicit suggestions for partnerships with government and industry that may sustain a uniform, nationwide public information campaign.

Activity 4:
 Evaluate the Campaign Periodically

The Quarterly Report is the first report OMC Headquarters will be able to use as a basis for evaluating the No-Zone Campaign by state and regional activities.  


In October 1996, OMC contracted with Abacus Technology Corporation to conduct the Share the Road Campaign Research Study.  The objective of the study is to:  (1) improve the No-Zone Campaign;  (2) identify similar programs;  and (3) recommend options for a coordinated umbrella program.  Information that will be part of this report includes:  evaluation of the No-Zone Campaign, similar program data, focus group research results, and recommendations for establishing a national Share the Road Coalition.  The study will conclude by September 1998.

3.0
FUTURE CAMPAIGN PLANS


The Share the Road Campaign Research Study will serve as tool for OMC’s planning of future No-Zone Campaign goals and roles.  During this study, OMC will refine the near-term and long-term goals for the No-Zone Campaign.  The outcome of this examination of the campaign’s goals will help shape OMC’s long-term plans for the No-Zone Campaign.  Some of the expected benefits to the campaign as a result of these future plans are outlined in this chapter.  Exhibit 25 illustrates the No-Zone Campaign’s progress and future plans.  The following sections discuss improving the No-Zone Campaign, identifying similar programs, and recommending options for a coordinated umbrella program.

EXHIBIT  25

No-Zone Campaign’s Progress and Future Plans

(Available in hardcopy version only.)
3.1
IMPROVE THE NO-ZONE CAMPAIGN

Improving the No-Zone Campaign will be accomplished by identifying, reviewing, and analyzing current No-Zone Campaign efforts.  This analysis will assist OMC and the No-Zone Campaign management to: 

· Determine the effectiveness of the campaign

· Fine-tune the campaign’s messages and strategies

· Expand public outreach efforts

· Understand the public’s perceptions of the campaign

· Evaluate current activities and scope of current efforts

· Maximize use of resources

· Identify and confirm optimum target audiences

· Identify and utilize the best methods of communication.

3.2
IDENTIFY SIMILAR PROGRAMS

By identifying similar Share the Road programs, the No-Zone Campaign can compare its program with other programs and begin the coalition-building process of establishing a cooperative nationwide campaign.  This similar program review will also help OMC and No-Zone Campaign management to:

· Understand nationwide Share the Road efforts

· Build and enhance stakeholder participation

· Strengthen FHWA/OMC relationships with partner organizations

· Encourage open communication among stakeholders

· Coordinate partnership activities

· Reduce campaign overlaps with other programs

· Maximize available resources

· Identify areas or target audiences that are neglected in outreach efforts.

3.3
RECOMMEND OPTIONS FOR A COORDINATED UMBRELLA 
PROGRAM

Once similar programs are identified and if coordination of similar programs is feasible, the No-Zone Campaign will work to organize a Share the Road Coalition program.  This type of coordination effort will help OMC and other organizations committed to Share the Road programs to:

· Coordinate consistent public relations messages

· Encourage partnership activities

· Maximize the resources available for Share the Road public outreach

· Reduce overall operation costs

· Educate more motorists

· Coordinate overall program efforts

· Participate in a national program that saves lives and reduces injuries.

�   No-Zone Campaign Implementation Plan for Public Outreach, March 1996.


�  Traffic Safety Facts 1995:  Large Trucks, National Highway Traffic Safety Administration. 


� Traffic Safety Facts 1995:  Young Drivers, National Highway Traffic Safety Administration.


� Deborah Anderson, Product Manager, Nielsen News Media Services.


�  U.S. Department of Transportation, “A Clear Indication of Need.”


� Traffic Safety Facts 1995, National Highway Traffic Safety Administration.


�  Ibid.


�  Traffic Safety Facts 1995, NHTSA
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