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I1. Your Local Active Transportation Campaign in Three Steps

Step 1: Build Your Campaign Team

The first step in your community’s 2010 Campaign for Active Transportation is to
identify your campaign team. This should be a core group of knowledgeable and engaged
leaders who are prepared to spearhead a campaign to establish an active transportation
vision and build political support. The local leadership often includes motivated allies
from bicycle and pedestrian advocacy groups, metropolitan planning organizations, and
agencies with responsibility for bicycle, pedestrian and/or trail issues. It is also important
to engage local elected officials.

Three key issues you may face in assembling your local campaign team are:

1.

Whom else do you need to succeed? The core leadership team will need to engage

others to help do the work, create public ownership of campaign objectives, and

convince decision-makers that securing resources and supporting your community’s

active transportation vision is a priority. Think of these needs as separate challenges

likely requiring involvement of different constituents. For example:

e an advocacy group might bring volunteers and public credibility;

® an agency might offer expertise in planning and public engagement, and;

® Jocal elected officials and business leaders might be critical to persuading
Congressional representatives to support active transportation.

There are different ways to involve people depending on their motivation, availability
and ability to contribute. Some may be engaged on a daily basis, while others need
only to express support. Effective groups balance inclusiveness and efficiency based
on their campaign objectives. See the Local Campaign Strategies' document for a
brainstormed list of entities that TrailLink 2007 participants generated to help spur
creative partnership ideas.

You may choose to hold public forums to get feedback on how to improve your work
and build support. Your task may be easier if you draw from plans that have already
been vetted with the public, but inclusiveness is likely to help your cause in any case.

Conducting team business: There are no universal ground rules governing the
conduct of campaign teams. Their charge is to be creative and effective in developing
plans and executing strategies. In general, consensus-building principles will best
serve a group aiming to promote enthusiastic buy-in from a broad cross-section of a
community. A simple charter outlining objectives, roles and responsibilities may help
keep your group on task and to minimize disruptions, but save most of your energy
for the task at hand.

For general tips on establishing ground rules, choosing stakeholders, and identifying
shared project objectives, see this Environmental Sustainability Kif’.

! www.railstotrails.org/resources/documents/whatwedo/Local %20Campaign%20Strategies.pdf
2 www.environmentaldefense.org/documents/1247 ESK.pdf
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3.

Communities are using a variety of strategies to staff local campaigns. Most involve
interested organizations and agencies donating professional time—the campaign is an
excellent way for them to pursue their objectives. Some communities are seeking
dedicated resources, such as grants, to extend their staff capacity. Others are relying
on substantial volunteer effort.

RTC would like to hear your ideas and experiences in putting together your campaign
teams, especially where there are lessons learned that could benefit others. Contact
Kartik Srinivas at kartik @railstotrails.org.

Timing: Many communities have their core campaign teams in place, and many of
those have had meetings to define campaign strategy. If your community does not yet
have a team, RTC recommends that you assemble your team and conduct an initial
meeting as soon as possible. Your community needs to be positioned to act on the
quick timeline noted in the sections below.

Step 2: Develop Your Community’s Active Transportation Case Statement

If you don’t know where you want to go, you will probably end up someplace else. A
clear and compelling written articulation of your community’s aspirations for bicycle and
pedestrian infrastructure and programs is critical to making the case that federal
transportation dollars would be well spent if invested in your local priorities. The core of
your community’s case statement should be:

® aconcrete, actionable plan that furthers your active transportation vision;
e a priority for your community, and;
e apromise of implementation if adequately funded.

Plan Development: The question may be framed as: What could your community
achieve with a $50 million federal investment in bicycling and walking? In
answering this question, you could choose to isolate $50 million of work that you
think would be particularly compelling in terms of transportation effectiveness.
Investments that demonstrably enhance mobility or mitigate congestion for a
reasonable price will be most persuasive in arguing for transportation dollars.
Alternatively, your community could present bigger active transportation plans if you
can make a strong case that the federal investment will leverage other funds to make
implementation of the entire plan possible.

If your community already has current bicycle and pedestrian plans, your job
could be much easier. Your active transportation vision may be built on the
foundation of existing plans, focusing on elements that could be implemented,
accelerated or embellished. Determine which aspects of your plans provide the most
compelling, cost-effective improvements to your community’s transportation system.
Highlighting the transportation benefits of your plan will be important because
mobility and congestion mitigation are the “currency” of a federal transportation bill
reauthorization. Transportation metrics to consider in making your case include:
congestion mitigation, enhanced mobility and mode share.
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Where plans are lacking or out-of-date, you may want to consider an accelerated
planning process to formulate your vision. Even if your product does not represent an
established policy consensus as with formal government plans, it can be effective so
long as you capture the essence of community priorities for active transportation
infrastructure and programs.

See the Local Campaign Strategies® document for both infrastructure and culture
change (programmatic) ideas as brainstormed by TrailLink 2007 participants.

Making the Case: Once you have developed your active transportation plan, you
need to establish the reasons why it should be a policy priority. Articulate your plan
in a way that “makes the case” for funding. Work with stakeholders to assemble the
best local data, case studies and arguments to persuade policy-makers that significant
new investment in bicycling and walking in your community is necessary. Presenting
a national perspective, RTC has prepared issue briefs’ compiling strong arguments for
the major benefits of trails and active transportation: Mobility, Public Health,
Economic Development, Climate, and Community. Draw on these arguments, but
wherever possible, tailor your presentation for your audience with local facts and
figures. You need to make the case for your particular priorities. Visuals, like maps
and images, are often among the most compelling tools for making your case.
Bring your vision to life to inspire decision-makers to commit their support.

To add even more weight to your case, before approaching federal policy-makers to
invest in your plan, strive to obtain official buy-in from your local officials. A City or
County Council resolution expressing a commitment to explore all available means to
implement the plan demonstrates a broader base of support and commitment. For
example, see this resolution’ passed by the Chittenden County, Vt. Metropolitan
Planning Organization. If you can identify other sources of financial supporﬁ, you
can claim the ability to leverage any federal investment.

Content of ‘Application’ to Congress: When applying for federal funds for your
community, focus on the factors that tell the most complete and compelling story
about the opportunity for your community to shift vehicle trips to walking or biking.
Be as specific as possible, using both quantitative and qualitative information.
Supplement with optional items (see ‘Going the Extra Mile’ below) or add your own
ideas that further make the case that your community would realize substantial
transportation benefits from a concentrated federal investment in your active
transportation system and programs.

Your starting point should be to consider for your case statement the type of issues
that appealed to Congress in evaluating the pilot communities that received funding
under SAFETEA-LU in 2005. While there is no set application form to secure federal

A B W

www.railstotrails.org/resources/documents/whatwedo/Local %20Campaign%20Strategies.pdf
www.railstotrails.org/whatwedo/trailadvocacy/2010Campaign.html
www.railstotrails.org/resources/documents/whatwedo/Burlington%202010%20County%20Resolution.pdf
www.railstotrails.org/resources/documents/whatwedo/Funding %20Models.pdf
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support, the following types of information from communities vying to gain pilot
status were compelling to Congress:

a. Transportation system needs
1. Need for transportation alternatives
1. Are transportation options limited?
2. Is there an over-reliance on single occupant vehicle use?
3. Could active modes mitigate certain congestion problems more
effectively or affordably than new or improved roads?
ii. Opportunities to strengthen other modes, especially transit, with better
bicycle and pedestrian connections (e.g., bus, rail, ferry, etc.)
iii. Mobility needs of those who cannot or choose not to drive
1. Children (school commute benefits);
2. Senior population;
3. Disabled / alternately-abled groups;
4. Households that don’t have vehicles (%), including equity
implications for those who cannot afford to own one
b. Active transportation track record and assets
1. Current bicycle, pedestrian and transit mode shares
ii. Past accomplishments (active transportation system and programs)
iii. Awards or recognition, e.g., League of American Bicyclists’ Bicycle
Friendly Communities
iv. Data collection (e.g., return on investment in past accomplishments)
v. Existing bike/ped master plans (goals, key features, use best practices)
vi. Project readiness and importance
vii. Planning and implementing capabilities (lead agency)
viii. Rail corridors or other right-of-ways that could be converted to trails
c. Active transportation plan
i. Plans to develop active transportation systems and programs (Section
B.1. of this document)
ii. Potential to create interconnected active transportation systems
1. Could trail systems serve as spines for safe and accessible
active transportation?
2. Will trail systems and other facilities, such as bike lanes and
sidewalks, be integrated?
3. Will local trail systems connect to regional trail corridors?
iii. Revenue streams that could match or further leverage federal funds
d. Plan benefits®
1. Transportation (mode shift; mobility; traffic safety—analyze bike/ped
crash data)
ii. Public health (need for daily exercise opportunities, obesity trends,
special needs of children and seniors)

7 www.bikeleague.org/programs/communities/
¥ To the extent that important data is neither currently available nor practically attainable, you may propose
that data collection be part of your implementation work.
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iii.  Environmental (air quality, climate—Has your community committed
to take climate action? e.g., the U.S. Conference of Mayors Climate
Protection Centerg, the C40 Cities of the Clinton Climate Initiativelo,
or Sierra Club’s Cool Cities Campaign’’)
iv. Economic development (e.g., revitalization, property values, equity)
v. Community (e.g., connections, quality of life)
vi. Potential to further emergency preparedness
vii. Potential to serve as a model for other communities
viii. Other synergies (e.g., federal projects or lands)
e. Contextual factors encouraging success
i. Weather
ii. Bikeable geography
iii. Density
iv. Land use planning (e.g., mixed uses)
v. Existing bicycle or pedestrian culture
f.  Support for plan
i. Political support (e.g., resolutions, elected officials, agencies)
ii. Community support (e.g., public, companies)

Your supporting materials ought to include:
a. Maps and pictures: Visuals could be the most powerful aspect of your
application.
b. City or County resolution (if applicable) and letters of support
c. Cost estimates with various funding options
d. Contacts

Going the Extra Mile: Federal data are insufficient to fully demonstrate why trails,
walking and biking are outstanding transportation investments. Your community
could be in a particularly strong position if you provide data from local sources that
helps to make the case for your priorities. Examples of additional material that could
help persuade decision-makers include:

a. Up-to-date data on mode share for all types of trips, not just commuting.
Commuting accounts for a surprisingly small percentage of overall trips, but
national census data only addresses commuting and the data is only collected
once per decade.

b. Information on local trends that helps you make the case that your community
is prepared to capitalize on investments in active transportation infrastructure
and programs. For example, can you document that trail use increased after
key connections were made?

c. Percentage of transit trips accessed by biking or walking. National data
downplays the importance of this activity, as well as transit, because it only
counts the “dominant mode;” i.e., if one takes the subway three miles to work

o www.usmayors.org/climateprotection/list.asp
10 www.c40cities.org/cities/
" http://coolcities.us/
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and walks one mile to the station, that walking trip does not count, but if one
drives four miles to the same station, the subway trip does not count.

d. Polling: Can you show that the public supports your vision as a local
transportation priority, and that significant numbers of people will use the
active transportation systems you wish to develop?

e. Cost/benefit analysis showing a high return on investment. Economic value
could be attributed to factors such as transportation/congestion impact, public
health benefits, and air quality improvements.

f. Transportation modeling to show use projections and value to other mobility
investments.

4. Timing: RTC needs your case statement materials by June 30, 2008. In order for
RTC to aggregate your local case statements into one powerful, national report about
how the country would benefit from an active transportation program, we need your
help. We must be ready to hit the ground running when Congress reconvenes in
September 2008. Send RTC your case studies by June 30—or earlier where
possible—so that we can use your examples in early meetings with national opinion
and Hill leaders. Additionally, your case studies can become a rich source of ‘best
practices’ for us to share with other communities. Some communities plan to produce
materials by the end of February to take advantage of this opportunity for greater
visibility and campaign leadership.

Send all relevant materials (plans, documents, maps, case statements, etc.) to Kartik
Srinivas at kartik @railstotrails.org.

Step 3: Political Strategy: Working with Your Elected Representatives

THIS SECTION IS UNDER CONSTRUCTION. "

When complete, it will provide a background on the legislative process as it relates to the
2010 Campaign for Active Transportation, as well as guidance in how to communicate
with RTC regarding your political strategy and activities. Materials that you can expect to
see here include:

e political background on the current Non-motorized Transportation Pilot Program,;

¢ guidance on defining a strategy to effectively recruit key decision-makers as
champions of your campaign, and;

¢ intelligence on timing and strategic considerations.

See the Local Campaign Strategies™ document for brainstormed ideas on political
strategy.

'2 Expected completion by late January. Those on RTC’s e-mail list will receive notification of completion;
if you are not on this list, e-mail kartik @railstotrails.org with “Subscribe 2010 in the subject line.
" www.railstotrails.org/resources/documents/whatwedo/Local%20Campaign%20Strategies.pdf
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