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5 4 3 2 1 0 1 2 3 4 5

  0 - 4
  5 - 9

10 - 14
15 - 19
20 - 24
25 - 29
30 - 34
35 - 39
40 - 44
45 - 49
50 - 54
55 - 59
60 - 64
65 - 69
70 - 74
75 - 79
80 - 84

  85+

Percent of Total Population

Total 
Population

6.9
million
~5.5
million 

aged 18+
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Prospects Qualified
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Broad 
geographic 
coverage

Fact-based

Always 
includes link 
to Website/ 
Interest List 
Sign-up form

Pilot Website 
with  Interest 
List

Partner Email 
lists and digital 
media (SEVA, 
VOW, 
MPOs/RTPOs, 
DOL, etc.)

Tweets by 
DOL, WSTC

Targeted 
Social Media

Posters in 
DOL offices/ 
DOL Spotlight

Content for 
partner 
newsletters 
and websites

Presentations 
to 
stakeholder 
and partner 
meetings/ 
events

Account 
Manager 
Recruiting and 
Incentives

In-person 
presentatio
ns about 
pilot and 
invitation to 
join the 
interest list

1-on-1 
meetings 
with key 
influencers, 
explaining 
program, 
inviting to 
join, and 
recruiting as 
ambassadors

.







Carries throughout all pilot phasesPhasing

Target Audience

• Members of Interest List and Volunteer Pool
• Partner email lists
• Specific sub-populations if insufficient interest

• e.g. PEV drivers, border-region residents

ALWAYS include link to website interest listAssets

• Pilot Website with Interest List
• Email newsletters and announcements leveraging partner email lists
• Pilot project twitter account
• Audience-specific e-newsletter copy; e.g. for SEVA
• Video Interviews with members of Steering Committee and WSTC
• Targeted social media campaigns to specific subpopulations

General Population in Target Regions
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https://prrwebdev.com/waruc/
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W I N T E R 17 S P R I N G 17 S U M M E R 17 F A L L 17

FHWA Funding Decision

Launch recruiting 

System test period

Enroll test vehicles

Drive!

Possible In-Person Steering Committee Meetings






