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C A M PA I G N  T O P I C  # 1 —  S U M M E R  Y O U T H  
P R O G R A M S  

As part of the Florida Transit Marketing Network (FTMN) program, CUTR will collect   
information on various marketing campaigns of Florida public transportation agencies. 
Email surveys will be utilized to request responses, which will be summarized and posted 
to The Exchange website.  Surveys will be topical in nature, focusing on one specific 
area of marketing.   
 
The first topic chosen focused on Summer Youth Programs.  Some agencies provide  
special marketing programs aimed at youths in the summer when they are off from 
school and the purpose of this survey was to compile this information for Florida transit 
systems.  Six agencies responded that they offered a Summer Youth Program in 2005 
providing additional information concerning their efforts! 
 
To view a summary of the information collected, go to http://www.fl-exchange.com/ and 
click on the “campaigns” tab.  On the following page, there is also a link to the complete 
answers (in excel format) submitted by each agency for the survey. 

Strong Marketing Program Offered at Aug. Professional Development Workshop 
 
The Florida Transit Marketing Network was successful in assisting with the development of a very strong marketing track 
at the 5th Annual FDOT/FPTA/CUTR Professional Development Workshop (PDW).  The “mid-year workshop”, which is 
scheduled later in the summer this year due to the TD Commission and CTAA conference in early June, will be held from 
August 8th to 10th at the USF Embassy Suites in Tampa. 
 
The PDW marketing track, featuring sessions specifically designed for transit marketing professionals, will include: the 
Florida Transit Marketing Network business session (which will include topical presentations); a four-hour class entitled 
“Measurable Marketing for Transit Professionals;” and, an all-day interactive session entitled “How to Deal with the    
Media” featuring Clarence Jones. 
 
The PDW will feature four workshop tracks:  marketing, planning, operations and maintenance.  The 2006 workshop will 
also feature five distinct “Leadership Modules” that will be beneficial to all transit professionals.  The leadership         
development module topics will include: Time for Change?, Stepping Your Way to Effective Communication, 
Beyond Yes: Effective Communication, Influencing with Integrity, and Building the High Performance  
Culture.  Attendees may participate in any of these four-hour sessions. 
 
Don’t miss this important opportunity for professional development and networking with your fellow  Florida “transit 
marketeers!”   Mark the dates – August 8th, 9th and 10th – boldly on you calendars and keep an eye out for the workshop 
registration materials scheduled to appear in June. 

M A R K E T I N G  S E S S I O N S :  P R O F E S S I O N A L  D E V .  W O R K S H O P  
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T H E  “ Y I E L D  T O  B U S ”  C A M PA I G N  

Three years ago, the FDOT sponsored a research study to determine design considerations for the State and Federal 
Highway System that would eliminate or reduce accidents involving public transit vehicles at transit stops, routes, and 
stations.  The objective of the study was to identify and analyze the top 25 bus accidents locations on the Florida State 
Highway System.  It was concluded from the study that the greatest cause for bus crashes was not a locational design 
flaw but rather a behavioral one.  The data indicated that the cause of the crashes appeared to be from inattentive or 
careless driving on the part of private automobile owners, who would not willing to allow the bus to move back into the 
traffic stream which led to a majority of bus crashes, with a majority of the serious crashes resulting from autos striking 
the rear of the bus 47% of the time. 
 
As a second phase to this study, the following tasks, designs, or practices are to be developed to implement the       
recommendations from the study. 
 

1) Install more bus pull-out bays on state roads. 
2) Improve and standardize lighting configurations on buses. 
3) An on-going public awareness effort to better inform motorists of the Florida law that requires drivers to yield 
to buses entering the travel lane from a bus stop or station. 
4) Informational signage informing drivers to yield to buses to be placed up stream of bus bays in locations 
where bus accidents are historically highest. 
5) Increase roadway designer technical awareness by including transit facilities design on the state level in the 
Plans and Preparation Manual and on the city and county level by working with the Florida Greenbook. 
 

Stakeholder meetings were held in each FDOT District to gather input and support from the offices of Public Transit, 
Safety, Public Information, Traffic Operations, and the local transit agencies.  These meetings took place in October, 
November, and December 2005 and were attended by transit system representatives, FDOT district staff, and public 
transportation consultants.  From these meetings a public awareness action plan/concept paper to enhance bus safety 
was developed and a strategy to implement the program was submitted to the FDOT Safety Office.  The notification that 
the project will be funded from the FDOT Work Programs has been given.  The allocation and program initiation will  
begin in July 2006. 
 
Amy Datz, FDOT is the Project Manager and is overseeing the project as well as championing the cause.  Bob         
Westbrook, FDOT is managing the operational and maintenance aspect of the project.  Jon Ausman, FDOT is assisting in 
the marketing effort.  Additional support from the Motor Carrier Compliance Office (MCCO) has been enlisted to help 
with enforcement of the “Yield to Bus” law during a “Yield to Bus Week” program to be scheduled at a later date.     
Support will also be given from the FDOT Offices of Public Information, Safety, Traffic Operations and the statewide 
Community Traffic Safety Teams. 
 

Research tells us that fourteen out of 
any ten individuals like chocolate.  

 
Sandra Boynton "Chocolate: The Consuming 

Passion" 

Strength is the capacity to break a chocolate 
bar into four pieces with your bare hands... 

and then eat just one of the pieces. 
 

Judith Viorst 
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S P O T L I G H T  O N …   “ T ”  ( T H E R E S A )  H A R R I S O N ,  R T S  

NAME: "T" (Theresa) Harrison 
TITLE:  RTS Marketing and Communications Specialist 
BIRTHPLACE:  Born and raised in Gainesville, Florida 
YEARS WORKING IN TRANSIT INDUSTRY:  5+ years 
YEARS WORKING WITH RTS:  September 12, 2006 marked     
5 years as a City of Gainesville employee 
 
EDUCATION: I attended Gainesville High School and received      
a Bachelor of Science degree in Physical Education from the        
University of Florida when there was enough parking on campus 
that students drove their cars and they did not ride RTS.   
  
PROFESSIONAL HISTORY: I lived 18 years in the Boston/
Cambridge area and worked in the private sector or academia   
until my return to Gainesville six years ago.  My last nine years in    
Cambridge I worked at Harvard Business School – most recently as an executive education program coordinator.    
  
My marketing knowledge and expertise has been accumulated “in the trenches” at various jobs; and, I admit to      
consulting – on occasion – The Complete IDIOT’s Guide to Marketing Basics by Sarah White.     
 
BIGGEST SURPRISES IN MARKETING TRANSIT: Show Me The Money – I fondly remember the good old days at 
Harvard Business School when I had access to an entire marketing and art department and a generous budget to meet 
the marketing needs for the executive education programs I administered. 
  
Transit Professionals Share – Having worked in highly competitive environments in academia and the private sector; 
the sharing of ideas, projects, and resources in the transit industry was a welcome surprise.   
  
BIGGEST CHALLENGE IN MARKETING TRANSIT AND RTS:  Maximizing project results when you have explosive 
ridership and system growth combined with very limited resources.    
  
RTS Ridership increased from 2 million passengers in 1995 to 8.1 million in 2005 (305%).  Based on the 2003 National 
Transit Database (NTD) report, RTS has the highest per capita trip rate in the State of Florida at 56 passenger trips per 
person.  That means RTS surpasses Miami-Dade at 34, Taltran at 27, Broward County at 21, Hillsborough at 16 
and Jacksonville Transportation Authority at 9.  We are currently providing that level of service with 88 buses and 156 
transit operators on a $15 million budget.    
 
Most transit professionals would love to have RTS' explosive growth; but remember the old adage.... be careful what 
you ask for.   I believe in some ways the challenges are more demanding because there is no quick fix in sight.  It will 
take RTS several years before we have adequate fiscal and capital resources to adequately meet even our current   
service demands – much less, continue to provide enhanced services and meet our community's increasing          
transportation needs.    
  
COMMUNITY INVOLVEMENT: March of Dimes, Marketing Subcommittee Member 
 
PERSONAL BACKGROUND:  (family, pets, hobbies, pastimes, etc) 
Mr. Bo-Bo and Little Mommie are the center of my personal world.  I am trying to implement my New Year's Resolution 
(for the 10th year in a row) of maintaining balance between my personal and professional life.   You could say – I am 
looking for a plateau in a world of hills and valleys. 
 
CHILDHOOD AMBITION:  To become a cowboy – a prima ballerina – an astronaut – a teacher – an actress –          
a scientist. 
 

(Continued on page 4) 
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S P O T L I G H T  O N …  “ T ”  ( T H E R E S A )  H A R R I S O N ,  R T S  ( C O N T . )  

INSPIRATION:“Stay in the Moment and Just Breathe!”  from “Miss Betty,” her friend and professional mentor in  
Cambridge, Massachusetts.   
  
FAVORITE BOOK: Give me a conspiracy any day – DaVinci Code by Dan Brown. 
FAVORITE COLOR: Chartreuse 
FAVORITE CANDY: Semi-sweet chocolate.  Default candy bar – Snickers 
  
ANY OTHER RESPONSE/QUESTION THAT YOU’D LIKE TO RESPOND TO: 
Thanks to my colleagues in the transit industry, and especially the Florida Marketeers, I have a rewarding, exciting  
career at RTS.   Thank you for your support, mentorship, and most of all the laughter you have shared over the 
years.     

(Continued from page 3) 
 

N E W S  B R I E F S  F R O M  T H E  I N D U S T R Y  
 

Broward County Transit 
March 2006 

 
Broward County Transit Introduces  

New Leisure Ride Guide  
designed to promote leisure travel on public transporta-

tion 
 

Broward County Transit (BCT) has added to its family of ride 
guides a new Go Where You Want to Go guide. The guide provides 
leisure travelers and tourists with essential information on BCT 
routes to attractions, entertainment and cultural sites. Reduced 
fares and bus pass information are also included.    
 
The new guide will be mailed to persons who have requested to  
receive additional BCT information through its advertisements in 
travel related publications, and will be available in display racks at 
Broward County hotels and chambers of commerce, and 
the Greater Fort Lauderdale Convention and Visitors      
Bureau. 
 

“As a major tourist destination with visitors coming from all over 
the world, it just makes sense that we provide useful transit      information to travelers and our own  residents who 
want to take advantage of the many leisure attractions our area offers,” said Christopher  Walton, Director, Broward 
County Mass Transit Division. “Our system has something for     everyone, including tourists and leisure riders who 
want an easy and inexpensive way to get around.  We  are pleased to offer this ride guide designed for 
their interests.”  
 

BCT provides service along the major beach and hotel thoroughfares, and offers cost-saving all-day, 7-day and 10-ride 
bus passes for tourists and the occasional riders who choose public transportation for their vacation and leisure trips. 
 
For a free copy of the Go Where You Want to Go guide, or for transit information, call the BCT customer service center 
at 954-357-8400, or go to www.broward.org/bct. 
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HART Re-brands, Expands Express Service 

by Kathy Karalekas 
 
A re-branding effort is underway at the Hillsborough Area Regional Transit Authority (HART) in Tampa, FL.  The agency 
unveiled a new logo and slogan, “Changing to Serve You Better,” in January.  Part of the change taking place at HART 
includes reaching out to the community with new and different services to attract passengers who might not otherwise 
use public transportation.  The first target: commuters. 
 
Traffic in the Tampa Bay area is unrelenting.  Commuters who are tired of fighting the traffic that chokes Tampa’s    
major arteries can now grab their coffee and their laptops and enjoy a stress-free ride to work, thanks to HART’s      
enhanced commuter express service, which launched on January 23.  The agency’s 12 new Gillig low-floor buses      
feature a Bus Rapid Transit (BRT) treatment and sport the new purple and white color scheme of HART’s Commuter 
Express service. Five of the new buses are equipped with Wi-Fi internet connectivity so commuters can catch up on  
projects, send e-mails, or just surf the net on the way to work. 
 

The service launch included the extension of some existing commuter 
routes, along with the addition of new routes in growing suburban 
neighborhoods in New Tampa, and in the  FishHawk Ranch area.  The new 
and expanded routes take residents from these distant areas to their jobs 
in Downtown Tampa and on MacDill Air Force base, one of the Tampa Bay 
area’s largest employers.  In addition, two newly-adapted limited express 
routes include a reverse commute option for residents who live in the city 
and work in some of the major business parks and medical facilities in the 
suburban part of the county. 
 

“The largest growth in Tampa is really in those suburban areas,” said HART Executive Director Ray Miller.  “These    
initiatives are in response to that growth.  We need to move people from the suburbs to the city, but we also need to 
get people from the inner city to the new service jobs out in the county.” 
 
HART launched the new service with a fare-free day on all 13 of its       
Commuter Express service routes.  Leading up to the launch, HART targeted 
key areas that would be affected by the new service with a direct mail    
campaign that included route and fare information, and  invited residents to 
ride for free using an enclosed one-day unlimited ride card.  Staff members 
were on hand at locations around the county during the first week to help  
commuters find their way to new stops and park-n-ride lots, and to answer questions about the service. 
 
Five months into the fiscal year, ridership of HART’s expanded Commuter Express service is nearing 70,000 rides.  
HART’s overall service has grown by 8% when compared to the same period last year, which saw a  record 10-million 
rides taken. 

HART 
January 2006 

N E W S  B R I E F S  F R O M  T H E  I N D U S T R Y  ( C O N T . )  
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SFRTA: Tri-Rail 
March 2006 

 
SFRTA TO ADD MORE TRI-RAIL TRAINS  

Additional Trains Come Into Service as Summer Gas Price 
Surge Begins 

 
Tri-Rail passengers will have the option of choosing from 
10 additional weekday trains when the South Florida   
Regional Transportation Authority increases its operations 
from 30 to 40 trains per day, beginning Monday, March 
27, 2006. This represents a 33 percent increase in    
weekday service. The additional service is coming into  
operation just in time for what has become the annual 
summer gas price surge. 
 
The additional service is made possible due to the     
completion of all but approximately two miles of         
remaining double track at the New River Bridge.         
Passengers are already seeing the benefits of the        
additional track. On-time performance for the month of 
March so far has been averaging 91.6 percent. In late 
2005, at the height of construction, on-time performance 
had dipped into the 30 percent range. 
 
According to Brad Barkman, SFRTA Director of            
Operations, “all trains will operate as three car sets.” He 
added that, “the new schedule was created by analyzing 
current ridership patterns and looking at what was      
possible to operate within the confines of our existing 
rolling stock. At the end of a 60 day trial period, the 
schedule will be re-evaluated and adjustments will be 
made if necessary.” SFRTA hopes to add some additional 
trains during the summer as remanufactured locomotives 
and the diesel multiple units are put into service. 
 
As part of the new schedule, some additional southbound 
trains will operate on 20-minute headways in the     
morning, and some northbound trains will operate on 20-
minute headways in the afternoon. The time it takes to 
travel between Mangonia Park, the northernmost Tri-Rail 
stop, and the Miami International Airport Station, the 
southernmost Tri-Rail stop, has been reduced by nine 
minutes to one hour and 50 minutes. 
 
The midday gap has been filled in with weekday trains 
operating on one-hour headways. With the exception of 
the first two southbound trains of the day, there are no 
more than 60-minute headways scheduled between 
trains.  It is possible that there may be freight trains   
operating on the South Florida Rail Corridor between the 
hourly commuter trains; this activity, however, should 

have minimal impact on  
service. The Tri-Rail week-
end schedule will also be 
augmented, with Saturday 
and Sunday trains operating 
on two-hour headways. 
There will be 16 trains on 
Saturday, and 14 trains on 
Sunday, an increase of two trains per day, to fill in the 
gap in the middle of the service day. The additional    
service comes on line just in time to serve two of South 
Florida’s biggest outdoor events -- SunFest and the Air & 
Sea Show, both scheduled for the first weekend in May. 
 
The $333.8 million final phase of the Double Track      
Corridor Improvement Program, Segment 5 Project, was 
funded by the Federal Transit Administration, the Florida 
Department of Transportation, and Broward, Miami-Dade 
and Palm Beach counties. 
 
For additional information, or to obtain a copy of the new 
schedule, call 1-800-TRI-RAIL (874-7245) or log onto 
www.tri-rail.com. 

Broward County Transit 
March 2006 

BCT Introduces                 
Ride-and-Save   

(Employer/Employee Pre-Tax 
Commuter Benefit Program) 

Broward County Transit (BCT) has introduced Ride-and-
Save, a new, pre-tax commuter benefit program that  
provides employees and employers an exciting way to 
save money. 

Employees can save money on their commuting costs by 
purchasing BCT bus passes with pre-tax dollars, while 
employers can save money on their payroll taxes. It is a 
transit win-win opportunity for everyone. 

BCT’s new Ride-and-Save program educates employees 
and employers about their commuter options and how to 
take advantage of this Federal program. 

The Ride-and-Save advertising campaign consists of     
radio, print and website, plus a full-color brochure. Staff is 
in the midst of outreach marketing at business expos, and 
presentations to companies who can benefit from the   
program.  

N E W S  B R I E F S  F R O M  T H E  I N D U S T R Y  ( C O N T . )  



4202 E. Fowler Avenue, CUT 100 
Tampa, Florida 33620-5375 

 
Program Director: Rob Gregg 

Phone: 813-974-8383 
Fax: 813-974-5168 

Email:gregg@cutr.usf.edu 
 

605 Suwannee Street MS 26 
Tallahassee, Florida 32399-0450 

 
Program Manager: Liz Stutts 

Phone: 850-414-4530 
Fax: 850-922-4942 

Email:elizabeth.stutts@dot.state.fl.us 

We’re on the web! 
www.fl-exchange.com 

  Florida            
Department of  
Transportation 

  Center  for Urban 
Transportation 

Research 

O N  T H E  H O R I Z O N . . .  
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Florida Commission for the Transportation Disadvantaged 
14th Annual Transportation and Training Conference 
Tuesday, June 6, 2006 
Gaylord Palms Resort - Orlando, FL 
 
Community Transportation Association EXPO 
June 5-9, 2006 
Gaylord Palms Resort - Orlando, FL 
 
FDOT/FPTA/CUTR Professional Development Workshop 
August 8-10, 2006 
USF Embassy Suites - Tampa, FL 
 
FPTA Annual Conference and EXPO 
November 5-7, 2006 
Palm Beach Marriott Hotel - West Palm Beach, FL 

University of  
South Florida 

The FTMN needs  
your participation! 

 
Please participate with your ideas,     

articles, and expertise. 
 

Send materials to Mark Mistretta,  
mistretta@cutr.usf.edu 

The Hot Dog Story 
Originally published in Western Massachusetts Homebuilder Magazine 

 
Once there was a couple struggling to make a living with their hot dog stand by 
the side of the road. Trucks and cars would whiz by without even a glance despite 
the fact that their hot dogs were fresh and tasty and their coffee was the best in 
the entire area.  It was very difficult to support themselves and their young son. 
  
One day the wife got a bright idea. "Why not market ourselves? We can put up a 
big sign and also put our message on billboards. We can even spend some money 
on the local radio stations extolling the virtues of our great food." Before they 
knew it, trucks and cars were stopping by and business was booming. They 
enlarged the stand and hired many people to accommodate the traffic. They 
stayed open seven days a week, 24 hours a day and made more money than they 
ever thought possible. It was the American Dream come true. Business stayed 
good and they grew the business into a chain.  
 
Eventually, their son grew up and went to college. He studied hard and earned an 
economics degree. His delighted parents took him into the business with a fancy 
title and office to match. Their clever son studied the general business conditions 
and surveys of the future by the most reputable people in the nation. He finally 
concluded: “We are headed for a recession, and possibly a depression.” He dis-
cussed this with his parents and convinced them that his training would now pay 
off. “Let’s stop advertising and save the money, and when things change we’ll be 
in good shape again.” The signs came down, radio commercials stopped and trucks 
and cars whizzed by as they did before the company started promoting. Business 
worsened, with the chain dwindling to one stand. Finally, bankrupt, the last stand 
was also shut down. As the father sat with his wife one hour before closing he 
couldn’t help but think to himself:"My son was really right; we are in a depression.” 
 

Moral: You can’t sell it if you don’t show it or tell 
anyone about it.  It’s been proven again and again that 
those who market when business conditions are slow 
are way ahead when it gets better. 

M A R K E T I N G  W I S D O M  


