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STUDY OVERVIEW
Introduction

The Hillsborough Transportation Planning Organization (TPO) conducted a study in 2021 to evaluate trail
connection alternatives to connect the University of South Florida (USF), James A. Haley Veterans' (VA) Hospital,
University Mall, and area neighborhoods with the planned Green ARTery Perimeter Trail near the Hillsborough
River. This area has been identified as a gap in the potential trail network in the City of Tampa Walk-Bike Plan.
The study area is bounded by Fletcher Avenue to the north, Nebraska Avenue to the west, Sligh Avenue to the
south, and 30th Street to the east, shown in Figure 1.
This report documents the existing bicycle and pedestrian conditions and information on demographics and
socioeconomic trends in the area. This information will help define the purpose for the trail, identify the potential
trail users (e.g., students, commuters, recreational users), and inform the development of trail alignment
alternatives.

Purpose

The purpose of this study is to determine the feasibility of a trail connecting the University of South Florida (USF)
and James A. Haley Veterans' (VA) Hospital with the planned Green ARTery Perimeter Trail. This includes
exploring potential alignments for the trail as well as opportunities for safe and comfortable crossings at the
major roadways, including Fowler Avenue and Busch Boulevard. The trail and connecting multimodal network
will provide access from neighborhoods such as Sulphur Springs, Tampa Overlook, North Tampa, University
Square, and Old Seminole Heights to destinations such as the University Mall, Rowlett Park, Busch Gardens,
Copeland Park, and Sulphur Springs Elementary School.
Currently, there is an ongoing study exploring adding a shared use path on Fowler Avenue, but there is no
north-south trail connecting USF and the VA Hospital with the planned Green ARTery Perimeter Trail. The WalkBike Plan identified a preliminary trail alignment within the existing CSX freight rail right-of-way (ROW), show in
Figure 1. Due to ROW constraints associated with active freight rail, it is anticipated that this would be a longterm alignment requiring significant coordination with CSX. This study focuses on trail alignments that could be
constructed in the short to midterm without the need to negotiate the use or purchase of the rail right-of-way.
There are also other several ongoing and planned multimodal projects in this area, including the City of Tampa
30th Street Complete Streets project, the Uptown Master Plan, and the FDOT University Area Multimodal
Feasibility study, detailed further in the following section. This study seeks to identify trail alignments that will link
and extend these ongoing efforts to create a cohesive, safe, and comfortable bicycle and pedestrian network
throughout the study area.
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Figure 1: Study Area
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Local Plan Summary

A review of existing transportation plans, studies and planned projects provides an understanding of previously
identified issues, opportunities, and proposed multimodal improvements in the study area. The following plans
include relevant considerations for this study.

CITY OF TAMPA WALK-BIKE PLAN

In 2009, the City of Tampa updated its Comprehensive Plan to encourage growth within Tampa’s three core
“Business Centers” (Downtown, Westshore, University of South Florida–USF). This policy initiative included the
understanding that infill development needed to be supported by a complete multimodal network for streets
and neighborhoods to function safely and efficiently. The Walk‐Bike Plan is a multi-phased and comprehensive
assessment of multimodal facility needs that was completed from 2011 to 2016 through a partnership of the
Hillsborough MPO and the City of Tampa. The plan identifies bicycle and pedestrian mobility projects which
can be constructed within existing roadway alignments and other public rights‐of‐way as well as intersection
and roadway capacity projects that can enhance safety, alleviate congestion, and align with community
context. The goal of the plan is to evaluate the feasibility/constructability of projects that will enhance
mobility/livability and identify projects that can be prioritized for funding in the City’s Capital Improvement
Program (CIP).
Projects identified in the Walk-Bike Plan within the study area include:
•
•
•

•

•

Fowler Avenue Intersection Improvements: Identify and implement pedestrian safety improvements at
signalized intersections along Fowler Avenue to allow safe pedestrian crossings and access to USF.
Areawide Mobility and Safety Improvements: Identify intersection improvements, shared-use lane
project candidates, and sidewalk gaps to improve mobility and safety west of 30th Street.
Neighborhood/Commercial Access Fowler Avenue Intersection Improvements: Provide for existing
bicycle and pedestrian traffic between neighborhoods and commercial frontage along Fowler Avenue
including access to the University Area Transit Center (UATC).
Bruce B. Downs Boulevard to USF Connection: Provide for existing bicycle and pedestrian traffic
between Bruce B. Downs Boulevard and the north perimeter of the USF campus; integrate
recommendations identified in USF Multimodal Transportation District (MMTD) Study.
Fletcher Avenue Corridor: Provide for existing bicycle and pedestrian traffic between neighborhoods
and commercial frontage along Fletcher Avenue and facilitate use of Fletcher Avenue as a USF
campus multimodal access route; integrate recommendations identified in USF MMTD Study.

The locations of the projects and the proposed treatments from the Walk-Bike Plan are shown in Figure 2.
The figure also includes project recommendations from the Tampa-Hillsborough Greenways and Trails Master
Plan.
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Trail Study Area

Figure 2: City of Tampa Walk-Bike Plan Projects
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CITY OF TAMPA TRANSPORATION IMPROVEMENT
PLAN

City of Tampa has identified two urban corridor improvements projects along the following corridors that are in
the study area:

1. N 22nd Street from SR 580/E Busch Boulevard to SR 582/Fowler Avenue: This project includes

roundabouts at 109th Avenue and Linebaugh Avenue to address speeding and safety concerns
along the corridor as well as filling sidewalk gaps.
2. E 109th Avenue from US 41/N Nebraska Avenue to N 30th Street: This project was identified in the
Walk-Bike Plan, Phase I. The recommendation was to install bicycle shared lane markings along the
corridor and enhance pedestrian facilities at the intersections of 15th Street, 22nd Street, and 26th
Street.

CITY OF TAMPA 30TH STREET COMPLETE STREETS
PROJECT

The 30th Street Complete Streets project provides for enhanced multi-modal connections and safety
improvements for approximately 1.8 miles from Yukon Street to Fowler Avenue. This project was recommended
in the City's Walk-Bike Plan Phases I and II and recommended for improvement through the City’s Pavement
Condition Index Assessment. The City is planning to add a shared use path on the west side of the road
between Busch Boulevard and Fowler Avenue, as seen in Figure 3. Other improvements include roundabouts at
the intersections of Yukon Street and Bougainvillea Avenue, enhanced pedestrian crosswalks near pedestrian
attractors, intermittent landscaped medians, bike lanes, landscaping, and resilient drainage infrastructure. The
improvements will provide traffic calming to maintain safer speeds and provide enhanced bicycle and
pedestrian infrastructure along the corridor making it safer for all users in accordance with the City’s Vision Zero
initiative. Preliminary engineering & design for this project started in January 2020 and will be completed in
November 2021. The construction is scheduled start in November 2021 and end in June 2023.

Figure 3: 30th Street Proposed Typical Section from Busch Boulevard to Fowler Avenue
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UNIVERSITY AREA MULTIMODAL FEASIBILITY STUDY
FDOT’s University Area Multimodal Feasibility study identifies three major needs for the Fowler Avenue corridor:
safety, transit flexibility, and intersection efficiency. It proposes to address these needs by conducting
intersection improvements, using leading pedestrian walk signal intervals, and adding pedestrian crossings in
the short-term. The proposed implementation timeline is from 2021 to 2025. The detailed treatments, estimated
budget and schedule several intersection improvements in the study area are shown in Figure 4.

Figure 4: Fowler Avenue Proposed Treatments and Schedule
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UPTOWN MASTER PLAN

The Uptown Master Plan proposes new trails connecting the University Mall to the VA Hospital and USF as well as
a connection to Bruce B. Downs Boulevard. The plan presents concepts for a 12’ multi-purpose trail, 20’ twoway shuttle facilities, and recreational facilities along the trail. The trail is currently proposed as part of the RITHM
at Uptown redevelopment project that will transform the University Mall site into a multi-story, urban
neighborhood development with research, office space, retail, entertainment, health services, and residential
uses. Coordination with multiple site landowners including the RITHM at Uptown developer, VA Hospital, and
University Village neighborhood is ongoing for the proposed trail connections.

Figure 5: Uptown Master Plan Overall Concept
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HILLSBOROUGH TPO SCHOOL SAFETY
STUDY

The Hillsborough TPO School Safety study prioritizes public school areas for safety and
comfort improvements based on non-motorized crash history, number of students
living close to the school, socioeconomic data, and other school-related data.
Sulphur Springs K‐8 Community School was reviewed as part of the 2018 School
Safety Study. The Study observed and provided suggestions for the following issues:
1.
2.
3.
4.

Crossing opportunities, facilities, and behavior
Speeding
Lighting
Tripping hazards

The suggestions for addressing these issues include:
1.
2.
3.

4.
5.
6.
7.

Upgrading crosswalks and curb ramps on key walking corridors such as Water Avenue, 12th Street,
Yukon Street, Seward Street and Bird Street.
Installing a curb ramp at the intersection of 12th Street and Fairbanks Street.
Evaluating the feasibility of enhanced or additional streetlights for intersections on Waters Avenue
from Nebraska Avenue to Riverhills Drive, 12th Street from River Cove Street to Busch Boulevard (SR
580), and Yukon Street from Nebraska Avenue to 17th Street.
Adding a handrail or additional fencing.
Modifying the existing curbing.
Providing school wide educational program.
Using enhanced enforcement efforts to mitigate speeding on Waters Avenue.

DEVELOPING KEY MESSAGES FOR PEDESTRIANS,
BICYCLISTS, DRIVERS, AND EMPLOYERS ON HIGH
CRASH CORRIDORS IN PINELLAS, HILLSBOROUGH,
AND PASCO COUNTIES

In 2018, the USF Center for Urban Transportation (CUTR) conducted focus group and on-street interviews to
develop key messages for drivers, pedestrians, bicyclists, and employers on Busch Boulevard, which is a high
crash corridor as determined by the Florida Department of Transportation (FDOT). The overall objective of the
project was to develop strategies to reduce pedestrian and bicyclist traffic crashes on high volume, high crash
corridors.
The results show that most users of the crosswalks along Busch Boulevard are families/children, followed by
women and the elderly. They typically walk to take the bus or go shopping. 22% of respondents said they do
not feel safe using the crosswalks because cars do not yield to pedestrians. The most common reason for
people not using the crosswalk was being impatient/in a hurry. The next most common responses received by
individuals walking on Busch Boulevard was that there were issues with the infrastructure and crossing at
unmarked mid-block locations was more convenient. The interview results also show that more crosswalks
would motivate people to use crosswalks. More detailed results are included in Appendix A.
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ENGAGEMENT
Community engagement for this plan includes three main outreach efforts:
•
•
•

Individual stakeholder meetings with local agencies and major property owners to understand specific
needs and goals for a new trail;
A focus group meeting with the stakeholder group to review trail alignment alternatives; and
A public survey to collect feedback on the trail alignments from potential trail users.

This section summarizes the stakeholder meetings completed to date.

Stakeholder Meetings

The following agencies and organizations participated in individual stakeholder meetings at the start of the
study:
•
•
•
•
•
•
•

City of Tampa
Florida Department of Transportation
Hillsborough County
James A. Haley Veteran’s Hospital
New North Transportation Alliance
Tampa Innovation Partnership (!p) and University Mall/RITHM at Uptown
University of South Florida and USF Research Park

The goal of the meetings was to understand the current challenges and opportunities related to the local
bicycle and pedestrian networks. The meetings also sought to identify recommendations that respond to
current and future needs and specify supportable and implementable improvements among the area’s
stakeholders. The following summarizes the key themes from the meetings. Detailed notes from the meetings
can be found in Appendix B.

POTENTIAL USERS

There are a variety of users expected to use a trail in the study area. North of Fowler Avenue, it is expected that
residents and employees in the planned RITHM at Uptown development may regularly travel between RITHM at
Uptown, the VA Hospital, and USF as these major medical and research institutions seek to collaborate in the
future. Potential trail users may also include those employees of the VA Hospital and USF who live south of
Fowler Avenue in area neighborhoods.
With the existing and planned housing in the area, it is also expected that the trail will be used for recreation
and for residents accessing daily needs, such as shopping and medical trips. The demographics in the area
show a need for everyday bicycle connections and previous surveys have shown the residents in the area
need more robust facilities to feel comfortable making these trips.

SAFETY

Safety concerns raised by area stakeholders primarily focused on crossing the major roadways in the study area
including Fowler Avenue, Busch Boulevard, and Bruce B. Downs Boulevard. The safety challenges on these
corridors seem to be dispersed, rather than isolated to specific locations. There are currently large gaps in signal
spacing on Busch Boulevard that could be contributing to safety challenges for non-motorized users.
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There was an overall desire to have a well-lit trail where users felt safe in the evening. The City has also received
complaints of speeding along 22nd Street and River Hills Drive. Some sidewalks in the study area are adjacent to
the roadway and there have been issues with vehicles leaving the roadway and entering the sidewalks.

ONGOING PROJECTS

There are several ongoing projects in the study area, summarized in part in the Local Plan Summary section of
this report. The stakeholder meetings were used to seek additional clarification and details on these projects.
The Uptown Master Plan includes a trail connection between the RITHM at Uptown development and the VA
Hospital. The plan anticipates this trail will be used by staff members commuting between USF and the VA, and
by residents and visitors to RITHM at Uptown. The majority of the land is owned by RITHM. However, coordination
is required for a small piece that passes through Unisen Senior Living property. A bridge is currently proposed in
the southeast corner of the lake to avoid a Hillsborough County pumping station. A trail connection is also
proposed east of University Mall/RITHM to connect the site to Bruce B. Downs Boulevard. RITHM expressed
interest in partnering with the TPO to fund portions of the trail as envisioned in the Uptown Master Plan. In a
subsequent meeting with Hillsborough County, they mentioned the pumping station contains dangerous
equipment that would need to be fully protected if a trail traveled adjacent and also recommended heavy
vegetation to obscure the pumping station and avoid attention. Additionally, the easement the Uptown Master
Plan proposed for an east-west connection to Bruce B. Downs Boulevard has a buried force main. The County
would need to retain access to the main for maintenance. An option to avoid this would be to pipe the parallel
ditch and build a trail overtop.
The City of Tampa has multiple upcoming projects in the study area. The 30th Street Complete Streets project
will add a shared use path on the west side of 30th Street and on street bike lanes between Busch Boulevard
and Fowler Avenue. The City will be looking to lower the speed limit and operating speed on 30th Street as part
of this project. Other upcoming projects include roundabouts at the intersection of 22nd Street with 109th
Avenue and Linebaugh Avenue and 15th Street at 109th Avenue. These projects have been delayed due to the
lack of surtax funding.
Hillsborough County is planning to update signals and add a connected sidewalk on Bruce B. Downs Boulevard
east of Fowler Avenue. New signals are planned for Bruce B. Downs Boulevard at Campus Hill Drive Richard
Silver Way.
Lastly, FDOT has several ongoing projects in the area. Construction is expected to begin this summer to improve
signals on Fowler Avenue at Nebraska Avenue, 22nd Street, and 30th Street. Modifications include smaller turning
radii and modified right-turn angles to slow vehicle speeds, shorten crossing distances, and improve visibility of
pedestrians in the crosswalk. There is also an upcoming project to signalize the intersection of Fowler Avenue at
19th Street within the study area FDOT is currently exploring the feasibility of adding a new pedestrian signal at
Fowler Avenue and 12th Street. There are also ongoing studies exploring adding a shared use path on Fowler
Avenue and 56th Street, east of the study area.

DESTINATIONS

Stakeholders expressed interest in connecting a variety of destinations within the study area. There is a desire to
use the trail to connect several parks in the area, including Rowlett Park and Copeland Park. There is an overall
interest to better connect the destinations on either side of Bruce B Downs Boulevard and 30th Street. Other
specific destinations mentioned include Shaw Elementary School, Sulphur Springs Elementary School, Yuengling
Brewery, Busch Gardens, Witter Elementary School, the industrial district north of Busch Gardens, and Moffitt
Cancer Center. Better connections to transit stops are another key consideration.
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OTHER TOPICS

The following additional topics were also raised during the meetings:
•
•
•
•
•

Desire to brand the trail separate from the Green ARTery, while still highlighting the connections to it.
Preference for at grade pedestrian crossings, as opposed to pedestrian overpasses.
Explore opportunities for protected intersections at the trail crossings.
Drainage concerns along 131St Street.
Maintenance of potential connecting routes is a concerning (e.g., debris in bike lanes on Bruce B. Downs
Boulevard).
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EXISTING CONDITIONS
The following section presents an analysis of specific community characteristics, demographics, existing
pedestrian and bicycle facilities, and the land uses in the study area. This information will be used to identify
potential trail users and community bicycle and pedestrian needs, and it will inform the development of trail
alternatives.

Demographics

COMMUNITIES OF CONCERN

The Hillsborough TPO developed a methodology for identifying residents who face unique and sometimes
overwhelming obstacles related to transportation called Communities of Concern. Using an index of
characteristics, the TPO identified Census Block Groups that measure more than one standard deviation above
the county’s median in two or more of the following characteristics:
•

Low income

•

Disability

•

Youth

•

Elderly

•

Limited English proficiency

•

Minorities

•

Carless households

Residents of neighborhoods with these characteristics are more likely than others to depend on multi-modal
facilities to meet their daily needs. The Communities of Concern in the study area are shown in Figure 6. The
darker blue areas have several characteristics present and are thus in need of greater attention. The areas
near University Mall and the proposed Green ARTery Trail are of the highest concern. The block groups around
and to the southwest of the University Mall also fall into the extreme poverty category (block groups that have
a significant percentage of those living with $2.00 or less per day).
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Figure 6: Communities of Concern
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ZERO-VEHICLE HOUSEHOLDS

Residents that do not have access to vehicles must rely on walking, bicycling, and public transit for their
mobility needs, making them a key user group to consider when planning for and prioritizing walking and
bicycling infrastructure.
Figure 7 shows the percentage of households without access to a vehicle. It highlights census tracts that are
lower than countywide median (5 percent), those that are up to one standard deviation above the median (512 percent), those that are up to two standard deviations above the median (12-19 percent), and those that
are over two standard deviations above the median (19-46 percent). This distribution shows that all of census
tracts in the study area have percentages of zero-vehicle households over the countywide median, with the
exception of the area south of the proposed Green ARTery Trail, west of Rowlett Park Drive. The majority of the
study area is at least two standard deviations over the median.

LOW INCOME HOUSEHOLDS

It is important for transportation investments to be distributed equitably across communities with varying
socioeconomic statuses. Households with lower income levels tend to overlap with the households that cannot
afford to own a vehicle as opposed to residents who choose not to have a vehicle. It is critical to provide safe
bicycle and pedestrian infrastructure to lower income communities relying on these walking and bicycling
modes as their sole mobility options to access essential services and employment opportunities.
Low-income households are households that earn below the poverty line. The Hillsborough TPO defines the
threshold as 185% of the federal poverty line, or $37,166.50, for a household size of three.
Figure 8 illustrates census tracts that are lower than countywide median (34 percent), those that are up to one
standard deviation above the median (34-50 percent), those that are up to two standard deviations above the
median (50-66 percent), and those that are over two standard deviations above the median (over 66 percent).
All of the census tracts in the study area have a low-income household percentage above the countywide
median. The areas that are over two standard deviations above the median are the same with the areas that
have the highest concentration of zero-vehicle households.
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Figure 7: Percentage of Zero Vehicle Households
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Figure 8: Percentage of Low Income Housholds
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Existing and Proposed Bicycle &
Pedestrian Facilities

High-comfort walking and bicycling facilities are limited in the study area and primarily focus on local, lowspeed streets. As it is shown in Figure 9, there are no existing shared use paths/trails in the study area, and no
bike lanes south of Fowler Avenue. There are bike lanes along Fowler Avenue, Fletcher Avenue, and 131St
Avenue, east of 22nd Street. Most of the bike lanes in the study area are along east-west corridors. The northsouth bike lanes on 15th Street and 22nd Street end at 131St Avenue. Many of the local streets in Sulphur Springs
have sidewalks today with sidewalk gaps more common in the University Square area.
In 2018, the Hillsborough TPO conducted a Level of Traffic Stress (LTS) study to evaluate various roadway
characteristics to determine the level of stress or comfort for pedestrians and bicyclists on roads in Hillsborough
County. LTS classifications range from 1 to 4: 1 is a level that most children can tolerate, 2 is a level that can be
tolerated by the mainstream adult population, 3 is a level tolerated by users who are enthused and confident,
and level 4 is tolerated only by those who do not fear walking or cycling with traffic.
According to the data depicted in Figure 10, most of the major roads in the study area are considered high
stress for bicyclists, LTS 3 or 4, and may not be comfortable for children and the average adult bicyclist. Some
roadways, including Fowler Avenue and Fletcher Avenue, that do have on street bike lanes are in the highest
stress category for bicyclists due to the high speed of traffic adjacent to the bike lane. Figure 11 shows that
about half of the roadways are considered low stress for pedestrians with some of the major roadways, such as
Fowler Avenue, Busch Boulevard, and 30th Street, considered high stress.
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Figure 9: Existing & Planned Facilities
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Figure 10: Bicycle Level of Traffic Stress
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Figure 11: Pedestrian Level of Traffic Stress
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Community Destinations

Major destinations in the study area include the VA Hospital, USF, and the University Mall (RITHM at Uptown). The
number of trips between these three destinations is expected to remain high and increase over time. Due to
the proximity of these destinations, the trips could be served by walking and biking if appropriate facilities are
provided. Other destinations include Busch Gardens and the Yuengling Brewing Company. In addition, activity
hubs like schools, parks, and hospitals can generate more pedestrian and bicycle trips. Corridors with frequent
bus service also generate more walking and bicycling activity, as almost every transit rider begins and ends
their trip either walking or bicycling. Figure 12 shows these key destinations in the study area, and locations of
bus stops as well as transit frequency on major streets.
In the study area, there are multiple hospitals located near the VA hospital and USF. This area also has a higher
concentration of bus stops. Corridors with high transit frequency include Fletcher Avenue, Nebraska Avenue,
22nd Street, Rowlett Park Drive, and Bruce B. Downs Boulevard. In the areas around 15th Street at Fowler Avenue
and 22nd Street at Busch Boulevard, there are more schools and major parks. Major activity generators include
public schools such as: Van Buren Middle School, Shaw Elementary School, Witter Elementary School, Sulphur
Springs Elementary School, and Dr. Carter G. Woodson PK-8.
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Figure 12: Community Destinations
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Existing and Future Land Use

Land use characteristics can be used to identify existing and emerging locations that generate or attract more
pedestrian and bicycle activities, and thus could benefit from trail facilities. For example, residential uses can
generate trips that are served by trails, and commercial or mixed-use parcels can attract more pedestrian and
bicycle trips.

EXISTING LAND USE

The existing land use in the study area is primarily single-family residential south of Fowler Avenue. Multi-family
residential uses are mainly located in areas north of Fowler Avenue. There are light commercial land uses and a
few heavy commercial parcels fronting Fowler Avenue, Busch Boulevard, Nebraska Avenue, and 30th Street.
Major land use destinations likely to attract pedestrians and cyclists include the University Mall, the VA hospital,
Busch Gardens, Copeland Park, and Rowlett Park. Figure 13 shows the existing land use in the study area and
major property owners.

FUTURE LAND USE

Figure 14 illustrates the future land use in the study area as established in the City of Tampa Comprehensive
Plan. The future land use shows more high-density residential uses in the area south of Fowler Avenue. The
existing light commercial uses along Busch Boulevard, east of 22nd Street, and on 30th Street between Busch
Boulevard and Bougainvillea Avenue are expected to be developed into mixed use parcels. There will be more
concentrated light industrial uses south of the Rogers Park Golf Course and south of Busch Boulevard, west of
18th Street.
The current University Mall site is being redeveloped as RITHM at Uptown – a multi-story, urban neighborhood
development with technology research institutes and complexes; retail, recreational opportunities, and
entertainment; medical specialties, clinics, and pavilions; corporate offices and co-working spaces; and
residential, fitness and other related uses. Once complete, RITHM At Uptown will have over 7 million square feet
of development, including several thousand residential units.
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Figure 13: Existing Land Use
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Figure 14: Future Land Use
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Safety

Figure 15 illustrates bicycle and pedestrian crashes and fatal vehicle crashes reported in the study area from
2016-2020. Over the span of five years, there were 141 bicycle crashes, which resulted in six fatalities. There were
also 171 pedestrian crashes, which resulted in 23 fatalities. Crashes are clustered along the major thoroughfares,
including Fletcher Avenue, Fowler Avenue, Busch Boulevard, and Nebraska Avenue. Among these corridors,
Fowler Avenue has the highest percentage of fatal pedestrian and bicycle crashes in the study area. Aside
from the major corridors, the area between Busch Boulevard and the proposed Green ARTery Trail, west of
Rowlett Park Drive, also had a higher concentration of pedestrian and bicycle injuries and fatalities. This area
also had more fatal vehicle crashes than other places in the study area. High crash areas in study area can
signal increased pedestrian and bicycle activity and potentially the need for higher quality, more separated
facilities.
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Figure 15: Injury & Fatal Crashes (2016-2020)
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SUMMARY
According to the existing conditions information, this study highlights areas that have a higher need of
pedestrian and bicycle facilities due to safety (higher numbers of crashes) and demographics (communities of
concern), as well as the areas that may attract more pedestrian and bicycle activity because of a higher
concentration of community destinations and mixed-use parcels. The areas of need and potential attractors
throughout the study area will inform the alternative routes developed in the next phase of the trail study.
As Figure 16 shows, in addition to the high crash corridors, areas that have a higher need for pedestrian and
bicycle facilities are mainly located in the western part of the study area. The areas along Fowler Avenue, west
of University Mall, and north of the proposed Green ARTery Trail have higher crashes and higher percentages of
people living in communities of concern.
As Figure 17 shows, the eastern part of the study area has more areas of attraction. The areas around University
Mall and the VA hospital and south of Busch Boulevard between 22nd Street and 30th Street have higher
concentration of existing community destinations. The University Mall area, parcels east of 22nd Street along
Busch Boulevard, and parcels along 30th Street between Fowler Avenue and Busch Boulevard will be
developed into mixed use areas in the future.
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Higher
Need
Area

Figure 16: Higher Need Area
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Attraction
Area

Figure 17: Attraction Area
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APPENDICES

Appendix A: Key Messages On-Street
Interview Results
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Executive Summary
According to NHTSA’s Traffic Safety Facts, during 2016 pedestrian fatalities increased
nationwide by nine percent to 5,987, the highest number since 1990, and bicyclist fatalities
increased by 1.3 percent to 840, the highest number since 1991. Efforts by various government
agencies and non-profit organizations are underway to reduce fatal traffic crashes with a stated
goal of reaching zero fatalities. However, for the most vulnerable road users, fatality and injury
crashes continue to rise. In Florida, 666 pedestrians fatalities and 140 bicyclists fatalities were
reported during 2016, an increase from the prior year (FDOT, 2018). Dangerous by Design 2016
ranked the 104 largest metro areas in the country based on a Pedestrian Danger Index
(PDI). Based on the PDI, Florida took eight of the top ten spots with the Tampa – St. Petersburg
– Clearwater area placing seventh in the rankings. In Hillsborough County, Florida, 50
pedestrians and 12 bicyclists fatalities were reported for 2016 (FDOT, 2018). Preliminary reports
for 2017 crashes show the number of fatalities is not decreasing.
The overall objective of this project was to develop strategies to reduce pedestrian and
bicyclist traffic crashes on high volume, high crash corridors. The Florida Department of
Transportation District (FDOT) prioritized state managed roads based on traffic volume, number
of pedestrian and bicyclist traffic crashes, future engineering improvements, and outreach and
education efforts to determine high crash corridors for the research study. The Center for Urban
Transportation (CUTR) researchers conducted formative research after identifying the following
priority audiences: pedestrians who travel along the identified corridors; bicyclists who travel
along the identified corridors; drivers who regularly travel the identified corridors; and large
employers who are located near the corridors. The behavior changes identified for each priority
1

audience were: motorists stopping for pedestrians in crosswalks; pedestrians using crosswalks
properly, bicyclists installing front and back bike lights on their bikes and using the lights
properly, and employers offering commuter tax benefits to their employees. The findings of the
research will guide the implementation of behavior change interventions for the four selected
priority groups on high crash corridors. The results of the combined interventions is a reduction
in the number of fatal and injury traffic crashes involving pedestrians and bicyclists traveling on
a high crash corridor.

Approach and Focus
A social marketing approach using focus groups and on-the-street interviews to develop
key messages for drivers, pedestrians, bicyclists, and employers along high volume, high crash
corridors was used for this project. The three high crash corridors identified for this project
included:
1) SR 580/Busch Boulevard, Hillsborough County
2) SR 694/Park Boulevard, Pinellas County
3) US 19/S, Pasco County (ALT 19/N. to Moog Road, Gulf Drive to Ridge Road, and
SR 52 ¼ mile radius north and south)
As a distinct discipline, social marketing aims at promoting behaviors that benefit society
as well as the individual. Social marketing can be applied wherever there is a priority audience
and a behavior to influence. Whether it is to reduce speeding or convince people to use public
transportation, the objective in each case is to influence behavior change.
The core of social marketing is its audience orientation — it seeks to understand what
people want and why they do what they do. It adopts an audience-centered instead of an
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organization-centered approach to gain a more systemic view of the issue. The priority
audiences focused on by this project included:
1) Pedestrians who travel along the identified corridors;
2) Bicyclists who travel along the identified corridors;
3) Drivers who regularly travel the identified corridors; and
4) Employee transportation coordinator or human resource contact at employers with
over 100 employees along or around the identified corridors.
At the heart of this approach is the exchange theory: the new behavior must be seen as
having higher value than the current behavior. According to Kotler and Lee, simply telling
someone that a new behavior would be good for him or her is not enough (2011). The specific
behavior changes that this project focused on included:
1) Increase pedestrian use of crosswalks properly;
2) Increase use of bicycle lights at night;
3) Increase driver yield rates for pedestrians in crosswalks; and
4) Offer or increase employer-provided vanpool and transit pass benefits or bicycle
commuter benefits

Methodology
The first step in the social marketing process is to conduct formative research to better
understand the priority groups’ values and to inform the key message concepts that will be
developed. Interviews were conducted with bicyclists and pedestrians traveling on the three
corridors, focus groups were conducted with drivers who regularly drive on the corridors, and
interviews were conducted with large employers located near one of the three corridors. Based
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on insights gleaned from the focus groups and interviews, two to three concepts were developed
by the research team for each priority group (employers, bicyclists, individuals traveling the
corridors by foot or transit, drivers traveling the corridors). The concepts included items such as
key messages, communication channels, tone, intended behavior changes, spokespersons, and
images.
A second phase of focus groups and interviews was then conducted to determine which
of the concepts resonated best with each of the priority groups. Based on the findings from the
concept testing, a marketing brief was developed to include pertinent information such as key
messages, communication channels, tone, intended behavior changes, spokespersons, and images
that resonated best with each of the priority groups, as well as a marketing brief for a general
awareness campaign. The marketing briefs were given to an outside creative design company to
develop draft messages and materials for the campaign.
Once the draft materials and messages for the campaign were developed, focus groups
and interviews were conducted to pretest the draft materials and messages with different
members of the priority groups. Based on the input received during the pretesting phase,
revisions to the campaign materials were made, and additional focus groups and interviews were
conducted. During the pretesting phase, transportation experts in the fields of pedestrian and
bicycle safety and transportation demand management were also asked to review the draft
materials and provide expert input regarding the strategies, content and communication channels
recommended. An online survey was developed and distributed to the identified experts for their
review of the draft materials and recommended revisions were incorporated into the final
products. Figure 1 depicts the sequence of events followed by this research project.
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Figure 1. Project sequence of events.

Research Results
The following sections outline the major findings and associated recommendations for
this project.

Major Findings
Major findings for each priority audience are presented below.
Pedestrians


Lack of vehicle access – Over 2/3 of the pedestrians interviewed along the three
corridors indicated that they did not have regular access to a vehicle. Pedestrians
indicated that they were travelling along the corridors for a multitude of reasons; of
which going to retail, work/school, and transit were the most often cited reasons.
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Residence distance from corridor – On Busch Blvd. and US19, nearly 2/3 of
individuals lived within ½ mile of the corridor, whereas on Park Blvd., less than 1/3 of
individuals lived within ½ mile of the corridor.



Gender – Over 75 percent of the pedestrians observed and interviewed on all three
corridors were male.



Perceptions of walking conditions – The majority of pedestrians on Busch Blvd and
US19 indicated that they felt unsafe while walking; on Busch Blvd the primary reasons
were drivers speeding and failing to yield, while on US19 the primary reasons given were
prior crash experiences and distracted drivers. The majority of pedestrians on Park Blvd
indicated that they felt safe while walking due to their use of crosswalks and sidewalks,
and a good environment for walking.



Knowledge of pedestrian laws – On all three corridors, the largest majority of
individuals responded that they were aware of “jaywalking” laws. However, a significant
portion of individuals also stated that they were not aware of any laws that pedestrians
must follow.



Use of crosswalks - When asked why people do not use crosswalks on each corridor, the
most frequent response given was that people are impatient or in a hurry. On Busch
Blvd, the next most frequent responses given were that there were crosswalk
infrastructure issues such as long signal wait times or signals not working after pushing
the button, and that crossing mid-block was more convenient. On Park Blvd and US19,
respondents identified inconvenient crosswalk locations, and unwillingness to use
crosswalks as the next two most frequent responses.
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Bicyclists


Lack of vehicle access – Over 2/3 of the bicyclists interviewed along the three corridors
indicated that they did not have regular access to a vehicle. Bicyclists indicated that they
were travelling along the corridors for a multitude of reasons; of which going to retail,
work, and transit were the most often cited reasons.



Residence distance from corridor – On Busch Blvd. and US 19, nearly 2/3 of
individuals lived within ½ mile of the corridor, whereas on Park Blvd., less than 1/3 of
individuals lived within ½ mile of the corridor.



Gender – Over 75 percent of the bicyclists observed and interviewed on all three
corridors were male.



Access to bicycle lights – Observations revealed that nearly three quarters of bicyclists
on all three corridors were riding at night without any bicycle lights. When asked why
they did not have lights, cost was stated as a barrier by the largest proportion of bicyclists
on all three corridors. Second to cost, difficulty with installation and battery replacement
was repeatedly identified by bicyclists as reasons for not having lights installed on their
bicycles.



Perceived lack of empathy – Bicyclists stated that they felt like drivers do not care
about them, nor do they understand what it is like to ride a bicycle on a roadway with
heavy traffic and no bicycle lanes such as these corridors. Bicyclists repeatedly stated
that drivers have never been in their shoes and did not understand, therefore did not
respect them as road users.
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Trustworthy sources of information – Bicyclists on all three corridors identified police
officers, followed by family members as the most trustworthy sources of information
regarding bicycling.

Drivers


Positive message – The majority of drivers who participated in focus groups preferred
that the overall feel of the campaign should portray a positive message. For example, the
words “don’t” and “obey” had a negative connotation during testing. Additionally,
drivers stated that they did not want to be told what to do or that they had to follow rules.
Drivers preferred a campaign that highlighted shared understanding, respect and empathy
using an overall positive message.



Realistic benefits – Drivers felt that the campaign should highlight a benefit of doing the
behavior that is realistic to their lives. The benefit did not have to be monetary; the
benefits of mutual respect, creating a family friendly environment, a stress-free drive, and
safety for all persons were the benefits that resonated best with participants.



Clear call to action – Drivers indicated that they wanted a clear call to action that
explains exactly what they are being asked to do in simplistic terms. They don’t want to
guess what the message is trying to convey.



Willingness to change – Drivers’ perceived norm is that all road users (drivers,
pedestrians and bicyclists) are misbehaving; drivers identified speeding, inattention to
surroundings, and distractions as major contributors to the misbehavior. However,
drivers indicated that they would be willing to make changes to their driving behavior if
they saw others performing the correct behaviors.
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Visual sensitivity – During the concept testing and pretesting phases, it was evident that
drivers are highly sensitive to the images and graphics presented to them.

Large (100+ employee) Employers


Lack of knowledge – Most employers were not previously aware of what commuter tax
benefits were or what the benefits of offering them to their employees would be.



Time-limited – Employers indicated that they did not want to add any additional
meetings or tasks to their already busy work loads. Most employers did not have a
dedicated person responsible for employee commuter transportation benefits. They
stated that personal assistance from a knowledgeable industry professional coupled with
online resources would be the best way to learn about the benefits.



Environment encourages driving - The lack of transit service and abundance of free
parking is a barrier identified by employers to implementing a commuter transportation
benefit program.



Top management support critical – All employers indicated that top management
support was critical to implementing any type of new program. Most of the employer
representatives indicated management would be supportive if they could be convinced it
would benefit the company’s bottom line; however, they believed convincing them would
be difficult.

Recommendations
Based on the major findings of this project, the research team made the following
recommendations for each priority group. It is important to note that not every recommendation
will be applicable for each corridor; this project found that each corridor is unique and may
require different strategies.
9

Pedestrians
For pedestrians, the following recommendations are being made by the research team to
achieve the behavior change of increasing the proper usage of crosswalks on each corridor.


Implement pop-up pedestrian safety events to reach pedestrians traveling along each
corridor to provide one-on-one education and free useful safety items.



Implement an interactive, incentive-based intervention strategy that partners with local
businesses to engage pedestrians to use crosswalks properly.



Review signal operations to minimize pedestrian wait times at signalized intersections.



Add appropriate crossings at high pedestrian mid-block crossing locations or install
traffic signals and pedestrian signals where warranted and where serious pedestrian
crossing problems exist.



Partner with local transit agencies to reevaluate the location of bus stops along each
corridor in relation to existing pedestrian crosswalks, and improve shelter infrastructure
at stops.

Bicyclists
For bicyclists, the following recommendations are being made by the research team to
achieve the behavior change of increasing the use of bicycle lights at night on each corridor.


Implement pop-up bicycle light distribution events to provide free, good quality bicycle
lights, as well as assistance with light installation to bicyclists traveling along each
corridor.



Implement a battery exchange program to further engage bicyclists who have already
received free bicycle lights.
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Partner with local transit agencies and businesses to install additional bicycle racks or
storage near bus stops and local businesses with signage and instructions to request free
bicycle lights.

Drivers
For drivers, the following recommendations are being made to achieve the behavior
change of increasing driver yielding rates of pedestrians properly using crosswalks.


Implement a yearly corridor-specific marketing campaign utilizing the pretested key
messages to elicit a desired behavior change of yielding to pedestrians in crosswalks,
change social norms, and improve the livability of the corridor by reaching individuals
who live near and drive along each of the corridors regularly.



Encourage lower speeds on each corridor through operational and geometric
improvements.



Partner with local police departments to increase driver yielding rates along each
corridor.



Evaluate intersection operations to reduce conflicts at high-volume pedestrian
intersections. Countermeasures could include, improved signal timing, no-right-on red,
LPI, and blank out signs.



Increase lighting at intersections to make pedestrians and crosswalks more visible,
especially at night.

Large (100+ employee) Employers
For employers, the following recommendations are being made to achieve the behavior
change of increasing employee commuter benefit programs.
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Offer a quarterly webinar series to increase knowledge of employee commuter benefit
program benefits.



Offer one-on-one personal assistance to large employers to qualify for Best Workplaces
for Commuters recognition.

Overall Recommendations


Implement a long-term, multi-year plan for the recommended strategies. Short-term
investments are not adequate for these strategies to make a significant and sustained
impact.



Create a main program website for “Walk. Bike. Drive.” at www.walkbikedrive.org, with
subpages for each corridor containing corridor specific information and resources.



Develop a retail business campaign for local small businesses along each corridor to
reach drivers, pedestrians, and bicyclists who are customers, as well as employees of the
businesses.



Pilot test recommendations on additional corridors to determine feasibility and
replicability in other environments.



Utilize existing stakeholder groups to coordinate all activities.



Establish evaluation criteria for each campaign based on established goals and objectives.
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Literature Review
The following section reviews some of the published work previously conducted to
influence pedestrian use of crosswalks, driver yielding to pedestrians in crosswalks, usage of
bicycle lights at night, and employers offering commuter benefits.

Pedestrian Use of Crosswalks
Improper use of crosswalks by pedestrians can result in injuries and fatalities. Each year,
it has been estimated that approximately 400,000 pedestrian fatalities occur around the world
with a disproportionate amount of these pedestrian fatalities (68.1%) occurring outside of
specified intersections (Balk, Bertola, Sharbutt, and Do, 2014). A study conducted by Balk et al.
(2014) found a key factor that may influence the improper use of crosswalks could be that at
marked intersections, pedestrians may feel rushed. The rapid pace needed to cross the marked
intersection during the walk phase, found at Location 8 of the study, required pedestrians to
travel at a speed of 3.7 feet per second in order to cross the road during the entirety of the walk
light phase. The rate falls above the recommended rate of 3.5 feet per second, as determined by
the Manual on Uniform Traffic Control Devices (MUTCD). Another factor influencing improper
use of crosswalks may be the time pressure to cross an intersection at a certain pace combined
with a long wait time for the next walk phase and the inability to confidently determine if a
vehicle will cross the pedestrian’s potential path during a crossing they may embark on if
approaching the intersection seconds after the walk phase has already commenced (Balk et al.,
2014). Perceived control of a situation also influences pedestrian intentions to cross the roadway.
This is an aspect of the Theory of Planned Behavior, which is used throughout safety-related and
health-related behavioral research. The Theory of Planned Behavior posits that an individual’s
13

behavior can be predicted based on a model of behavioral intention, consisting of an individual’s
attitude toward the belief, subjective norm, and perceived behavioral control (Zhou, Romero, and
Qin, 2015). Pedestrians may feel that they have an increase in control of the situation, via
perceived control, by waiting to cross the intersections when gaps of traffic permit crossing at a
more leisurely pace. By travelling away from intersections to cross the roads, pedestrians may
have a better view of both directions of traffic volume. Also, waiting for the walk light does not
add to the pedestrians’ level of perceived control and thus, pedestrians may choose to cross at
unmarked non-intersections to increase their perceived control and time efficiency in crossing
the road (Balk et al., 2014). It is logical to conclude that roads which exhibit less perceived
control to pedestrians will have a high proportion of crossings made at non-intersections or
outside the walk light phase. In this view, an increase in perceived control may result by creating
key messages to vulnerable road users when interacting with vehicles resulting in an increase in
safer behaviors of pedestrians and bicyclists. Qualities of the built environment also play a vital
factor in behavioral intentions of pedestrians violating crosswalk-behavior.
Decades of research has shown that several factors of roadways affect pedestrian safety.
Research from Toronto, Canada and Charlotte, NC has found that factors highly associated with
a greater chance of pedestrian crashes included greater volumes of traffic, greater pedestrian
crossings, the number of lanes to cross, the presence of bus stops, schools, and alcohol
establishments (Zeeger and Bushell, 2012). When considering environmental factors that affect
pedestrian crossing behavior, a wider crossing revealed an increase in the likelihood that
pedestrians properly use crosswalks, as opposed to an increased likelihood of improperly
crossing the road when the road is narrow (Balk et al., 2014). Installation of the ARMS (Active
Road Marking System) and the Hercules system found success in also influencing pedestrians to
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cross the road at specified crosswalk sections. These pedestrian detection systems work by ways
of activating warning lights which are raised above the pavement and flash, sending a bright
beam of light towards oncoming vehicle traffic. The approaching vehicles are then informed that
a pedestrian is present and crossing the crosswalk. The rate of crossing the road outside of
marked crosswalk areas decreased considerably from 17% to less than 1% (Hakkert, Gitelman,
and Ben-Shabat, 2002). Communicating to drivers of intentions to cross the street may also play
a vital role in increasing proper crosswalk use.

Driver Yielding Rates
Though crosswalks are designed to aid with pedestrian use, there is no established
method for pedestrians to prompt drivers to yield before walking across intersections. Methods
for pedestrians to prompt drivers to yield at crosswalks have been studied and proven to be
effective. A study conducted by Crowley-Koch and Van Houten (2011) determined driver yield
rates for two different pedestrian prompts, with no arm serving as the baseline condition. The
findings revealed that a raised hand resulted in the greatest percentage of driver yielding at each
site tested, followed by extending the arm. A reason for the raised hand eliciting more drivers
yielding could be that it mimics the behavior of police officers when directed traffic to halt. This
gesture may also be transitioned into a thank you wave, ultimately reinforcing the yielding of
drivers (Crowley-Kock and Van Houten, 2011). It was suggested that combining hand gestures
of raising a hand or extending an arm with interventions involving signs or lights may work
together to increase yielding levels. Pedestrian assertiveness has been studied to prove effective
in increasing driver yielding rates. A study conducted at a non-signal-regulated pedestrian
crossing revealed that the assertive action of standing at the curb and facing the oncoming traffic
while standing on a mark that is in the crossing zone, as opposed to standing on a mark 15 cm
15

from the edge of the curb, resulted in more motorists stopping (Harrell, 2011). There was also an
increased effect observed on driver yielding as an interaction of pedestrians’ assertive behavior
while dressed in bright clothes.
Perhaps the greatest occurrence of driver’s violating the pedestrian right-of-way law
stems from confusion in complex situations involving intersections with both marked and
unmarked crosswalks. Focus groups and surveys conducted in the San Francisco Bay area
suggests that most drivers and pedestrians have an understanding of the law, yield to pedestrians,
when crossings are clearly marked. However, 35% of drivers responded that they believed
pedestrians did not have the right-of-way, even at marked crosswalks (Mitman and Ragland,
2007). All responded correctly that the pedestrian has the right-of-way at all crossings in the
scenario of a four-way intersection with marked crosswalks, however, only 45% of the focus
group participants correctly responded to the scenario depicting a mixed marked and unmarked
crossing, that the pedestrian has the right-of-way in the marked crossing only (Mitman and
Ragland, 2007). Overall, the results of the focus group surveys and discussion show that road
users understand the pedestrian right-of-way laws when the message is clear and simple: in
scenarios consisting of four marked crosswalks at a four-way intersection. However, with
increasing complexity of the scenarios, road users both young and old, urban and suburban,
pedestrians and drivers, indicated a decreased level of understanding of the vehicle code.
Several studies have examined the efficacy of enforcement programs to increase driver’s
awareness of pedestrians and stimulate increased driver yield rates. A program developed in
North Carolina, known as “Watch for Me NC”, implemented components such as media and
outreach campaigns, and law enforcement programs to enhance high-visibility of pedestrian
safety, consisting of press releases and going door to door to notify business owners and
16

residents of the upcoming enforcement plans (Sandt et al., 2016). Low-cost infrastructure
changes were also made at selected crosswalks, such as installing signs and pavement markings.
Overall, yielding rates increased from 40.7% to 47.6% at staged crossings and 51.1% to 55.4%.
Factors strongly associated with driver yielding include high visibility crosswalk markings,
crosswalks spanning fewer than three lanes, and crossing on low-speed roads (Sandt et al., 2016).
Law enforcement participation involving warnings and citations, in addition to flyers, sandwich
boards, media coverage, feedback signs providing feedback of the previous week’s driver yield
rates, and advanced yield markings combined to elicit a significant increase in driver yield rates
(Van Houten, Malenfant, Huitema, and Blomberg, 2013). Overall, yielding for staged crossings
were an average of 31.5% during baseline and 62% by the end of the study, while at unstaged
crossings, baseline measurements averaged 45.4% driver yields and increased to 82.7%. Changes
to infrastructure has also been shown to produce behavioral changes on driver yield rates.
The installation of Rectangular Rapid Flashing Beacons (RRFBs), “Stop Here for
Pedestrians” signs, bicycle and pedestrian warning signs labeled “AHEAD”, and enhancement of
pavement markings at selected high crash locations served to increase an average yielding rate of
17.8% to 79.9% over the course of two months (Ross, Serpico, and Lewis, 2011). This resulted
in vehicles decelerating at a more comfortable rate instead of coming to abrupt or sudden stops,
and stopping far in advance from the intersections allowing pedestrians a safe opportunity to
cross. Installation of the ARMS and the Hercules system in another study found similar success
(Hakkert et al., 2002). Overall, the system installations revealed an increased rate of drivers
yielding to pedestrians, increasing to 35% in the beginning of crossing, to 70% in the middle of
crossing (Hakkert et al., 2002).
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Use of Bicycle Lights at Night
Bicycle safety is an important aspect of injury control where small changes may greatly
impact the reduction in injury and death of cyclists. An important notion in avoiding crashes is
the emphasis placed on making bicycles more visible, hence the use of bike lights at night.
Another argument postulated is that bike lights can reduce the severity of injuries when crashes
occur by providing the driver with more notice, thus permitting the driver to reduce impact speed
(Osberg, Stiles, and Asare, 1998). There are limited studies to date exploring the effects of light
use by bicyclists at night. One instance of this could be policy reflecting the use of lights. In
France, police have the authority to stop cyclists who do not have lights and retailers can be
prosecuted for selling bicycles not equipped with lights. Compared to Boston, police have the
authority to stop bicyclists who are riding with no bike lights at night, but no ramifications are
held for retailers who sell bicycles without this equipment (Osberg, et al., 1998). Due to these
differences, it appears the responsibility for safe cyclists in Boston falls on the individual,
whereas France places the responsibility on the individual as well as retailers. In comparing light
use at night, cyclists in Paris were more likely to have lights, 46.8%, than those in Boston, 14.8%
(Osberg, et al., 1998). Cyclists’ knowledge of their own visibility at night can impact their
decisions to use reflectors and bicycle lights. In a study comprising of frequent and infrequent
cyclists, participants indicated by pressing a thumb-operated response button when they felt they
were confident that the driver of a test vehicle could recognize that they were a person (Wood,
Tyrrell, Marszalek, Lacherez, and Carberry, 2013). Estimates of their conspicuity distance was
compared to objective distance sampled from a previous study with driver data. Results revealed
that in the bicycle light conditions, participants overestimated their conspicuity in the static and
flashing light conditions. These findings hold important implications, especially because based
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on previous findings, less than half of bicyclists report wearing reflective clothing or using a
bicycle light at night (Wood et al., 2013). There is clearly a need for further education for
bicyclists in that cyclists must be convinced of their reduced visibility to drivers at night due to
visual limitations of the driver. These beliefs and behaviors directly impact cyclists travelling
along arterials, many of whom commute to work via these routes. Employees’ decisions
regarding whether or not to bike to work reflect the attitudes, policies, and benefits provided by
the workplace.

Employer Commuter Benefits
Smart Growth America (2016) states that “streets that encourage walking and bicycling
improve safety indirectly, by encouraging non-motorized travel and increasing the number of
people bicycling and walking.” A method for encouraging more Americans to ride bicycles to
work is through programs promoting community bike rides or commuter incentives. Currently,
less than 1% of commuter mode share is made of cyclists in the United States (Piatkowski,
Bronson, Marshall, and Krizek, 2015). Behavioral change regarding the effectiveness of Bike to
Work Day events (BTWD) revealed that among those who cycle year-round and those who only
commute to work on BTWD, there was no significant evidence of the event impacting
behavioral change. Those who occasionally commute to work may be doing so gradually or they
may be making gradual lifestyle changes in order to facilitate cycling to work. The behavioral
changes regarding this group of cyclists warrants further research and evaluation (Piatkowski et
al., 2015). In order to increase the environmental and health benefits of commuting to work by
bicycle, some US cities require new office buildings to include bike parking and cyclist showers
in order to promote biking to work (Buehler, 2012). Significantly more individuals biked to work
if employers provided cyclist showers, bike lockers, and bike parking, additionally, there was
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found to be a negative association between free car parking at work and bike commuting while
employer provided transit benefits were positively correlated with biking to work (Buehler,
2012). A statistically stronger influence on commuting by bike to work occurred when
combining the factors of bike parking, lockers, and showers, over and above bike parking alone.
In addition to factors of the environment, employer attitudes and expectations may also influence
the employee’s affect regarding the decision to bike to work (Heinen, Maat, and Van Wee,
2013). The financial incentive offered by employers related to transit also had a significant
effect on employee’s choice of transit. Consistent with previous findings, those employers who
contributed financially to cyclists had employees who were more likely to bike to work, versus
those employers who provided a free car or free public transit to employees (Heinen et al, 2013).
That is, those employers who provided free public transportation reduced the likelihood of fulltime cycling of their employees (Heinen et al, 2013).
Since January of 2016, employers with more than 20 employees in Washington, D.C.,
and New York City are required to offer employees with pre-tax transit benefits (Gordon,
Kerpen, and Raaii, 2016). These benefits include providing at least one of the following: a
transportation fringe benefits program which allows employees to make pre-tax deductions
towards commuter highway vehicles, transit, or bicycling costs, an employer-provided transit
pass for public transportation or reimbursement of vanpool or bicycling costs, or employerprovided transit at no cost to the employee in a vanpool or bus operated by or for the employer.
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Phase I: Formative Research
A social marketing approach using focus groups and on-the-street interviews to develop
key messages for drivers, pedestrians, bicyclists, and employers along high volume, high crash
corridors was used for this project. The first step of this process is to conduct formative
research.

Methods
Pedestrian and bicyclist observations and interviews, employer interviews, and driver
focus group were conducted to study perceptions, attitudes and behaviors along the three
corridors.

Observations
Daytime observational data was collected along the three corridors between July and
October 2016. Pedestrians and bicyclists crossing at four signalized intersections along each of
the three corridors were observed for a total of 16 hours. Each intersection was observed in twohour increments at differing times and on different days of the week to capture varying
pedestrian and bicyclist behaviors. The daytime observation schedule is included in Table 1.
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Table 1. Daytime observation schedule.
Hillsborough

Monday

Thursday

Monday

Tuesday

Thursday

Wednesday

County

July 25,

July 28,

August 1,

August 2,

August 4,

August 10,

2016

2016

2016

2016

2016

2016

12-2pm

7-9am

Busch/56th

Busch/McKinley

3:50-

7-9am

5:50pm
Busch/Florida

9-11am

4-6pm

Busch/Armenia

7-9am

2-4pm

Pinellas

Monday

Wednesday Friday

County

August 29,

September

September September

September

October 2,

2016

7, 2016

9, 2016

14, 2016

2016

Park/66th St N

7-9am

Park/US 19

9-11am

Park/49th St N

Park/Belcher

12, 2016

Wednesday Sunday,

3-5pm

12-2pm

5-7pm

3-4pm

Monday

9-11am

7-9am, 1112pm
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Pasco County

US 19/SR 52

Monday

Tuesday

Wednesday

Saturday

Monday

September

September

September

October 1,

October 3,

19, 2016

20, 2016

21, 2016

2016

2016

7-9am

12-2pm

US 19/Gulf Dr.

9-11am

US 19/Alt 19

US 19/ Ridge Rd

3-5pm

3-5pm

7-9am

9-11am

2-4pm

A standardized observation form was developed to consistently record pedestrian and
bicyclist behavior; items included mode, direction of travel, crosswalk usage, distraction, helmet
use, and travel behavior. The observation form also included items regarding driver behavior
such as whether or not a driver yielded to a pedestrian in the crosswalk. The daytime
observation form used is included in Appendix I.
Additionally, nighttime observations were conducted along each of the three corridors
between November and December 2016. Bicyclists traveling near four signalized intersections
along each of the three corridors were observed for a total of 8 hours. Each intersection was
observed in two-hour increments on different days of the week to capture varying bicyclist
behaviors. The nighttime observation schedule is included in Table 2.
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Table 2. Nighttime observation schedule.
Hillsborough

Friday

Monday

Tuesday

Wednesday

County

November 18,

November 21,

November 22,

November 30,

2016

2016

2016

2016

Busch/56th

5:30-7:30pm

Busch/McKinley

5:30-7:30pm

Busch/Florida

5:30-7:30pm

Busch/Armenia

Pinellas County

5:30-7:30pm

Thursday

Monday

Tuesday

Wednesday

December 8,

December 12,

December 13,

December 14,

2016

2016

2016

2016

Park/66th St N

5:30-7:30pm

Park/US 19
Park/49th St N

5:30-7:30pm

5:30-7:30pm

Park/Belcher

Pasco County

5:30-7:30pm

Wednesday

Monday

Tuesday

Wednesday

November 16,

November 21,

November 22,

November 30,

2016

2016

2016

2016
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US 19/SR 52

5:30-7:30pm

US 19/Gulf Dr.

5:30-7:30pm

US 19/Alt 19

US 19/ Ridge Rd

5:30-7:30pm

5:30-7:30pm

A standardized observation form was developed to consistently record bicyclist behavior;
items included direction of travel, helmet use, bicycle light usage, etc. The nighttime
observation form used is included in Appendix II.

Pedestrian and Bicyclists Interviews
Guided by the scholarly literature, an interview guide was developed to better understand
individuals’ perceptions, wants and needs, and motivators and barriers to properly using
crosswalks and bicycle lights at night. During September and October 2016, researchers
conducted interviews with individuals walking or bicycling along each of the three corridors.
Members of the research team recruited participants for this project by walking along the three
corridors and reaching out to individuals who were also walking and bicycling. The interviews
were conducted with pedestrians and bicyclists on-the-street due to the fact that it is difficult to
schedule these priority groups to attend a focus group at a later date/time. The age range of
individuals was 18-89 years old. Each interview lasted approximately 10-15 minutes and took
place at a location convenient for the individuals participating such as on the sidewalk or in a
nearby shaded parking lot. In exchange for their participation, individuals received a reflective
bag with bicycle and pedestrian safety information, as well as a $10 Publix gift card. 150
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individuals (60 bicyclists and 90 pedestrians) were interviewed during this phase. Examples of
the bicycle and pedestrian interview guides are included in Appendix III.

Driver Focus Groups
Guided by the scholarly literature, a focus group guide was developed to better
understand driver’s interactions with pedestrians and bicyclists along the three high crash
corridors. Seven focus groups (39 total participants) were conducted with drivers who regularly
travel these corridors. Participants were recruited via flyers handed out to employers and
businesses along the corridors, as well as Facebook advertisements targeted to households in
close proximity to these corridors. Examples of the recruitment materials are included in Figure
2.

Figure 2. Examples of focus group recruitment materials.
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Each focus group lasted approximately 90 minutes and took place at a location
convenient for the individuals participating such as a community center or hotel. For their
participation, individuals received a reflective bag, and Florida bicycle and pedestrian law book,
and a $50 Publix gift card. An example of the focus group guide is included in Appendix IV.

Employer Interviews
Interviews were conducted with six employer representatives along or near the corridors.
Human Resource and transportation coordinators were recruited via employers along or near the
corridors. Interviews lasted approximately 30 minutes and took place at a location convenient
for the individuals participating. An example of the employer interview guide is included in
Appendix V.

Results
The following section presents findings from the observations, interviews, and focus
groups.

Observations
Daytime Observations
Results of the daytime observational data collected along each corridor indicate that the
largest population is pedestrian (Busch Blvd: 72.1%, Park Blvd: 56.3%, and US 19: 50.4%); this
compares to 26.8% (Busch Blvd), 42.4% (Park Blvd), and 47.1% (US 19) of the observed
population crossing on bike, and 1.0% (Busch Blvd), 1.3% (Park Blvd), and 2.5% (US 19) of the
observed population crossing by wheelchair, as depicted in Figure 3.
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Daytime Observations
4

5

103
163
7
130
277
216
139

Busch Blvd

Park Blvd
Pedestrian

Bicyclist

US 19
Wheelchair

Figure 3. Daytime observations.
This figure illustrates observed population crossing by corridor and type.
Across the population observed, most crossed individually (Busch Blvd: 77.4%, Park
Blvd: 66.4%, and US 19: 75.0%); this compares to 22.6% (Busch Blvd), 33.6% (Park Blvd), and
25.0% (US 19) of the observed population who crossed in groups. The majority of individuals
observed at the identified corridors were male (Busch Blvd: 70.9%, Park Blvd: 77.1%, and US
19: 79.0%); this compares to 29.1% (Busch Blvd), 22.9% (Park Blvd), and 21.0% (US 19) of the
observed population who were female.
Of the 365 individuals observed crossing on Busch Blvd, most individuals crossed the
street using a crosswalk (60.5%). However, less than half of these individuals crossed while the
pedestrian signal was white (43.0%) indicating that it was the appropriate time to cross, or
pressed the crosswalk signal button before crossing (48.6%).
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Of the 371 individuals observed crossing on Park Blvd, most individuals crossed the
street using a crosswalk (81.4%). The majority of these individuals crossed while the pedestrian
signal was white (65.4%) indicating that it was the appropriate time to cross. However, less than
half of the observed population crossed while the appropriate signal was already available
(49.2%), followed by those who pressed the button (33.7%), and those who crossed without
pressing the button (17.1%).
Of the 271 individuals observed crossing on US 19, most individuals crossed the street
using a crosswalk (72.7%). About half of these individuals crossed while the pedestrian signal
was white (52.7%), indicating that it was the appropriate time to cross. Less than half of those
who crossed pressed the crosswalk signal button before crossing (45.8%), followed by those who
did not press the crosswalk signal button (36.9%), and those who crossed when the appropriate
signal was already available (17.3%). Less than 15% of the total pedestrians and cyclists
observed at the identified corridors were distracted while using the crosswalks (Busch Blvd:
29.4%, Park Blvd: 5.8%, and US 19: 7.4%).
Of the 103 individuals observed crossing Busch Boulevard on bike, most were not
wearing a bike helmet, and the largest majority was riding on the sidewalk. Of the 13 bicyclists
riding on the street, more than half were riding correctly with traffic. Of the 162 individuals
observed crossing Park Boulevard on bike, most were not wearing a bike helmet, and the largest
majority was riding on the sidewalk. Of the 6 bicyclists riding on the street, more than half were
riding correctly with traffic. Of the 127 individuals observed crossing US 19 on bike, most were
not wearing a bike helmet, and the largest majority was riding on the sidewalk. Of the 16
bicyclists riding on the street, less than half were riding correctly with traffic. Table 3 depicts the
observed pedestrian and bicyclist behavior during the daytime observations.
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Table 3. Observed pedestrian and bicyclist behaviors (daytime).
Observed Behavior
(Bicyclists and Pedestrians)
Use Crosswalk to Cross Street
Yes
No
Missing
Follow Crosswalk Signal
Yes
No
Missing
Push Crosswalk Signal Button
Yes
No
Didn’t Need To
Missing
Observed Behavior
(Bicyclists Only)
Wearing Bike Helmet
Yes
No
Missing
Biking on Sidewalk
Yes
No
Missing
Biking on Street With Traffic
Yes
No

Busch Blvd
(n = 384)
Count
%

Park Blvd
(n = 384)
Count
%

US 19
(n = 276)
Count
%

221
144
19

57.6%
37.5%
4.9%

302
69
13

78.6%
18.0%
3.4%

197
74
5

71.4%
26.8%
1.8%

140
125
119

36.5%
32.6%
30.9%

259
56
69

67.4%
14.6%
18.0%

118
87
71

42.8%
31.5%
25.7%

126
32.8%
92
23.9%
41
10.7%
125
32.6%
Busch Blvd
(n = 103)
Count
%

106
27.6%
54
14.0%
155
40.4%
69
18.0%
Park Blvd
(n = 162)
Count
%

98
35.5%
79
28.6%
37
13.4%
62
22.5%
US 19
(n = 129)
Count
%

6
86
11

5.8%
83.5%
10.7%

17
138
7

10.5%
85.2%
4.3%

6
120
3

4.7%
93.0%
2.3%

79
13
11

76.7%
12.6%
10.7%

149
6
7

92.0%
3.7%
4.3%

111
16
2

86.0%
12.4%
1.6%

11
2

84.6%
15.4%

4
2

66.7%
33.3%

6
10

37.5%
62.5%

Nighttime Observations
Results of the nighttime observational data collected along each corridor indicate that
across the population observed, most traveled individually (Busch Blvd: 85.7%; Park Blvd: 84%;
and US 19: 100%). The majority of individuals observed at the identified corridors were male
(Busch Blvd: 85.7%; Park Blvd: 84%; and US 19: 91.7%), compared to those who were female
(Busch Blvd: 9.5%; Park Blvd: 12.8%; and US 19: 5.6%).
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Results of the nighttime observational data collected along each corridor indicate that the
majority of individuals were not wearing helmets (Busch Blvd: 96.4%; Park Blvd: 96.8%; and
US 19: 91.7%). Of the 84 individuals observed bicycling on Busch Boulevard, most were not
wearing a bike helmet, and the largest majority was riding on the sidewalk. Of the 8 bicyclists
riding on the street, all but one were riding correctly with traffic. Of the 94 individuals observed
bicycling on Park Boulevard, most were not wearing a bike helmet, and the largest majority was
riding on the sidewalk. Of the 5 bicyclists riding on the street, all but one were riding correctly
with traffic. Of the 36 individuals observed bicycling on US 19, almost all were not wearing a
bike helmet, and the largest majority was riding on the sidewalk. Of the 3 bicyclists riding on
the street, 2 were observed riding correctly with traffic. Table 4 depicts the observed pedestrian
and bicyclist behavior.
Results indicate that the majority of individuals observed on Busch Boulevard did not
have any lights on their bicycles (64.3%). Of those who did have lights, the second largest
majority had both front and back lights (15.5%), followed by those who had front lights only
(7.1%), and those who had back lights only (6.0%). Results indicate that the majority of
individuals observed on Park Boulevard did not have any lights on their bicycles (64.9%). Of
those who did have lights, the second largest majority had both front and back lights (22.3%),
followed by those who had front lights only (6.4%), and back lights only (4.3%). Results
indicate that the majority of individuals observed on US 19 did not have any lights on their
bicycles (77.8%). This was followed by the second largest majority who had front and back
lights (19.4%). Less than 8% of the total cyclists observed at the identified corridors at nighttime
were distracted (Busch Blvd: 8.3%, Park Blvd: 7.4%, and US 19: 2.8%).
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Table 4. Observed bicyclist behaviors (nighttime).
Observed Behavior of
Bicyclists (Nighttime)

Busch Blvd
(n = 84)
Count
%

Wearing Bike Helmet
Yes
No
Missing
Biking on Sidewalk
Yes
No
Missing
Biking on Street With Traffic
Yes
No
Bicycle Light Usage
Front Light Only
Back Light Only
Front and Back Light Only
Missing
None
Race
White
Black
Hispanic
Other
Missing

Park Blvd
(n = 94)
Count
%

US 19
(n = 36 )
Count
%

3
81
0

3.6%
96.4%
0.0%

2
91
1

2.1%
96.8%
1.1%

1
33
2

2.8%
91.7%
5.5%

69
12
3

82.1%
14.3%
3.6%

89
5
0

94.7%
5.3%
0.0%

28
3
5

77.8%
8.3%
13.9 %

7
1

87.5%
12.5%

4
1

80.0%
20.0%

2
1

66.7%
33.3%

6
5
13
6
54

7.1%
6.0%
15.5%
7.1%
64.3%

6
4
21
2
61

6.4%
4.3%
22.3%
2.1%
64.9%

0
0
7
1
28

0.0%
0.0%
19.4%
2.8%
77.8%

15 17.9%
36 42.9%
6 7.1%
0
0.0%
27 32.1%

41
13
4
5
31

43.6%
13.8%
4.3%
5.3%
33%

30
3
1
0
2

83.3%
8.3%
2.8%
0.0%
5.6%

Pedestrian and Bicyclist Interviews
The following section presents findings from the pedestrian and bicyclist interviews
conducted along each of the three corridors.
Pedestrian and Bicyclist Participants
A total of 384, 384, and 276 individuals crossing or riding near one of the four signalized
intersections along Busch Blvd, Park Blvd, and US 19 respectively were observed. Additionally,
50 individuals (30 pedestrians and 20 bicyclists) along each corridor participated in intercept
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interviews. Most of the observed individuals were pedestrians, and of the individuals
interviewed, most did not have regular access to a personal vehicle. The age range of
interviewed individuals was 18-89 years old. (See Table 5 for full sample demographics.)
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Table 5. Sample characteristics; NA = not available.
Observations
Busch Blvd
(n = 468)

Count

%

Observations
Park Blvd
(n = 384)

Count

%

Observations
US 19
(n = 312)

Count

%

Interviews
Busch Blvd
(n = 50)

Interviews
Park Blvd
(n = 50)

Interviews US
19
(n = 50)

Count

%

Count

%

Count

%

Mode
Pedestrian

277

59.2%

216

56.3%

139

44.6%

30

60.0%

30

60.0%

30

60.0%

Bicycle

187

39.9%

163

42.4%

166

53.2%

20

40.0%

20

40.0%

20

40.0%

Wheelchair

4

0.9%

5

1.3%

7

2.2%

0

0.0%

0

0.0%

0

0.0%

Age
NA

NA

NA

Mean 40.2 years

Mean 46.9 years

Mean 41 years

Range 18 – 65
years

Range 18 – 89
years

Range 19 – 65
years

Gender
Male

338

72.2%

286

74.5%

248

79.5%

32

64.0%

36

72.0%

31

62.0%

Female

113

24.1%

85

22.1%

59

18.9%

15

30.0%

14

28.0%

19

38.0%

Unknown

17

3.7%

13

3.4%

5

1.4%

3

6.0%

0

0.0%

0

0.0%

13

27%

20

40%

14

28%

35

73%

30

60%

36

72%

Access to a Private Vehicle
Yes

NA

NA

NA

No

Residence Distance from the Corridor
Within ½
mile
Greater than
½ mile
Homeless

NA

NA

NA

22

46.0%

13

26.0%

24

48.0%

26

54.0%

37

74.0%

26

52.0%

23

46.0%

1

2.0%

0

0.0%

Pedestrian Interviews
Pedestrians who were traveling along Busch Boulevard, Park Boulevard and US 19 were
interviewed to better understand their reasons for traveling along the corridor, perceptions of
safety, knowledge of pedestrian laws, as well as their feelings about several issues related to
using crosswalks on the corridors. Interviewees were asked the top three reasons why they
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believed people walked on Busch Boulevard, Park Boulevard, and US 19, respectively.
Percentages displayed in Figure 4 reflect that the largest number of respondents identified riding
the bus as a reason for walking on Busch Boulevard, shopping as a reason for walking on Park
Boulevard, and having no vehicle as a reason for walking on US 19. Additionally, riding the bus
and shopping were both included in the top three number of reasons for walking on all corridors.

Reasons for Walking
25
20
15
10
5
0

Busch Blvd

Park Blvd

US 19

Figure 4. Reasons for walking.
Interviewees on each corridor were asked to discuss whether or not they thought of their
walks as safe or unsafe and reasons why. For Busch Blvd, the top responses were split equally
between it depends and no - because cars speed, followed by no - because cars do not yield. For
Park Blvd, the most frequent responses were feeling safe due to using crosswalks and sidewalks
and because of the good environment. For US 19, the most frequent responses were feeling
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unsafe due to experience being hit, followed by feeling unsafe because of distracted drivers, and
it depends. Responses to this question are displayed in Figure 5.

Perceptions of Overall Safety
9
8
7
6
5
4
3
2
1
0

Busch Blvd

Park Blvd

US 19

Figure 5. Perceptions of overall safety.
When interviewees were asked to discuss what types of behaviors they engage in to
ensure they are safe while walking, the most common answer received by pedestrians on Busch
Boulevard was to remain alert. The data shown in Figure 6 reflect that the next two most
frequent responses were maintaining eye contact with drivers, and shouting at drivers. For Park
Boulevard, the most frequent response was waving at drivers, followed by being alert, and using
crosswalk signals. And for interviewees on US 19, the most frequent responses were wearing
bright colors, being alert, and waving at drivers.
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What Makes Someone Safe?
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4
2
0

Busch Blvd

Park Blvd

US 19

Figure 6. What makes someone safe?
Figure 7 reflects the number of interviewees who identified walking laws they were
aware of. The most commonly identified law by respondents on each corridor was “jaywalking”
laws. Additional laws that were identified regularly by respondents included obeying crosswalk
signals, and pedestrians having the right of way. Further, a large proportion of individuals on
each corridor responded that they did not know of any laws related to pedestrians or walking, as
displayed in Figure 7.
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Knowledge of Pedestrian Laws
14
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10
8
6
4
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Walk bike at Look both Walk against Walking stay
any laws
right of way crosswalk crosswalk ways before
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crossing
Busch Blvd

Park Blvd

Other

US 19

Figure 7. Knowledge of pedestrian laws.
Participants identified what characteristics they observed in people who use crosswalks
on each corridor. Figure 8 reflects the frequencies of responses, with families/children as the
most identified characteristic on Busch Boulevard, followed by women, and older adults/elderly.
On Park Boulevard, older adults/elderly were the most identified characteristic, followed by
families/children, and those who were disabled/in wheelchairs. Finally, on US 19 older
adults/elderly were the most identified characteristic, followed by families/children, and those
who were disabled/in wheelchairs.
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Characteristics of People Who Use Crosswalks
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Figure 8. Characteristics of people who use crosswalks.
Interviewees identified whether or not they felt safe in crosswalks on each of the three
corridors and reasons why. For Busch Boulevard, the top response was not feeling safe because
cars do not yield. The next most frequent response was split equally between not feeling safe due
to crash experience, and feeling safe because drivers yield. For Park Boulevard, the two most
frequent responses were split equally between feeling safe because drivers must yield and not
feeling safe because cars do not yield. And on US 19, the most frequent responses were it
depends, followed by not feeling safe because cars do not yield, and feeling safe because they
used crosswalk signals. Figure 9 displays perceptions of crosswalk safety for each of the three
corridors.
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Perceptions of Crosswalk Safety
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Figure 9. Perceptions of crosswalk safety.
Next, interviewees were asked the reasons why they believed people who walked along
each of the three corridors did not use crosswalks. Figure 10 reflects that the most frequent
response given by respondents on each corridor was being impatient/in a hurry. The next most
common responses received by individuals walking on Busch Boulevard was that there were
issues with infrastructure, and location/mid-street crossings as easier to use, while respondents
on Park Boulevard and US 19 identified location, and because people did not want to use the
crosswalks as the next two most common responses.
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Figure 10. Reasons people do not use crosswalks.
Interviewees were asked to discuss what factors they believed would motivate
pedestrians to use crosswalks more often. The largest percentage of participants on each corridor
identified that more crosswalks would be a motivator. Other commonly received answers
included having police enforce use with tickets, a change in driver behavior, and decreasing the
signal wait time, as displayed in Figure 11.
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Figure 11. Motivators to use crosswalks.
Interviewees on each of the corridors identified the sources from which they learned
about safe walking. Three main responses were given by pedestrians on each of the three
corridors. These included school, parents/family, and self-taught as depicted in Figure 12.
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Figure 12. Sources people learned about walking.
Finally, interviewees were asked to discuss who they believed would be trustworthy to
learn information about safe walking from. Figure 13 reflects the frequency of responses, with
police officer as the most frequent response given by respondents on each of the three corridors,
followed by family.
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Figure 13. Trustworthy sources.

Bicyclist Interviews
Bicyclists who were traveling along Busch Boulevard, Park Boulevard, and US 19 were
interviewed to better understand their reasons for traveling along the corridor, perceptions of
safety, knowledge of bicycle laws, as well as their feelings about several issues related to using
bicycle lights at night. When participants were asked to discuss the reasons why people bicycle
along each corridor, bicyclists on Busch Boulevard and Park Boulevard identified shopping as
the primary reason, while bicyclists on US 19 stated that people bicycle on the corridor because
they do not have a vehicle. Other common responses were to get to the bus, for physical activity,
not having a license, and because of financial reasons such as not being able to afford gas. The
distribution of responses is shown in Figure 14 below.
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Figure 14. Reasons for bicycling.
Next, bicyclists identified whether or not they thought of their rides on Busch Boulevard,
Park Boulevard, and US 19 as safe or unsafe and reasons why. For bicyclists on Busch
Boulevard, the top responses were identified equally as frequently across three different answers:
it depends, no – because cars do not yield, and no – there is no bike lane. Park Boulevard
interviewees’ most frequent responses were identified as feeling safe due to using crosswalks
and sidewalks, not feeling safe because drivers do not respect bicyclists, and not feeling safe due
to Park Boulevard being a high traffic area. Finally, for interviewees on US 19 the most frequent
responses were identified as feeling safe due to using crosswalks and sidewalks, it depends, and
not feeling safe due to US 19 having poor/no bike lanes as shown in Figure 15.
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Figure 15. Perceptions of overall safety while riding on the corridor.
Figure 16 reflects the bicycle laws that interviewees were aware of. On every corridor,
the most commonly identified law that respondents were aware of was that bicyclists must use
bicycle lights. The next most common bicycle laws identified were riding bicycles with the flow
of traffic, and obeying the same traffic laws as vehicles. Only a very small number of bicyclists
on Busch Boulevard and Park Boulevard, and no bicyclists on US 19, stated that they did not
know of any bicycle laws.
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Figure 16. Knowledge of bicycling laws.
Participants along each corridor were asked to discuss their perceptions of safety while
bicycling at night. For interviewees on Busch Boulevard the top responses were identified
equally as frequently across three different answers: it depends, yes – because they rode with
lights on their bicycles, and no – because drivers were distracted. On Park Boulevard, the
highest frequency of responses were feeling safe because they had bike lights, followed by not
feeling safe because of low visibility. Finally for interviewees on US 19, the highest frequency
of responses were feeling safe because they had bike lights, as viewed in Figure 17 below.
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Figure 17. Perceptions of safety while bicycling at night.
When bicyclists on every corridor were asked what types of things they do to make sure
that they are visible to drivers at night, the overwhelming majority of bicyclists stated that they
use bicycle lights to make themselves visible. Relatedly, many bicyclists stated that they wear
bright colors, or make sure not to ride at night. The distribution of responses is viewable in
Figure 18.
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Figure 18. Ways to stay safe at night.
Although most bicyclists identified using bicycle lights as the primary way of making
sure that drivers see bicyclists at night, many individuals stated that they see many people riding
without lights. This is consistent with the observations of bicyclists riding at night without lights.
When participants were specifically asked why people do not use bicycle lights, the most
common response amongst participants on every corridor was that the cost of the bicycle lights
was a major barrier. Additionally, many individuals identified reasons such as people not
understanding the importance of them or not knowing the law regarding the use of bicycle lights.
Other reasons that interviewees identified are viewable in Figure 19 below.
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Figure 19. Reasons people do not use bicycle lights.
Figure 20 reflects the number of individuals who identified the characteristics of people
that they have seen using bicycle lights on Busch Boulevard, Park Boulevard, and US 19. Across
all corridors, the largest percentage of respondents identified older people followed by
responsible/more experienced people.
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Figure 20. Characteristics of people who use bicycle lights.
Interviewees on each corridor were asked to discuss what factors they believed would
motivate bicyclists to use bike lights at night, shown in Figure 21. The largest percentage of
participants on Busch Boulevard identified that inexpensive, quality lights would be a motivator,
followed by having businesses distribute free lights, and providing vending machines in
convenient locations. The largest percentage of participants on Park Boulevard identified that
having police distribute free lights and providing quality lights would be a motivator, followed
by providing inexpensive lights and ensuring that all bikes came with lights. Finally, the largest
percentage of participants on US 19 identified that having police distribute free lights and
providing quality lights would be a motivator, followed by fines or tickets, and having others
distribute them/providing education about them.
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Figure 21. Motivators to use bicycle lights at night.
When asked to discuss where they had learned about safe bicycling, bicyclists on Busch
Boulevard reported most frequently being self-taught, followed by school, and parents or family.
Bicyclists on Park Boulevard and US 19 both reported most often that they had learned about
bicycling from parents or family, followed by being self-taught as viewed in Figure 22 below.
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Figure 22. Sources where people have learned about safe bicycling.
Finally, interviewees on Busch Boulevard, Park Boulevard, and US 19 were asked to
discuss who they believed would be trustworthy to learn information about safe bicycling from.
On every corridor, a police officer was identified as the most trustworthy person to learn about
safe bicycling from, followed by family as depicted in Figure 23.
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Figure 23. Trustworthy sources to learn about safe bicycling from.
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Driver Focus Groups
The following section presents findings from the focus groups with drivers conducted
along each of the three corridors. Drivers who regularly travel along Busch Boulevard, Park
Boulevard, and US 19 were invited to participate in a focus group to better understand their
perceptions of driving along each corridor, perceptions to pedestrian and bicycle safety,
knowledge of vehicle laws, motivators and barriers to yield to pedestrians in crosswalks, and
campaign strategy ideas to encourage more drivers to yield to pedestrians in crosswalks. Several
themes developed around the responses given by drivers, which will each be discussed in detail.
The first theme that developed was that drivers had a generally negative view of driving
along each of the three corridors, especially with regards to how other drivers behave. When
drivers were specifically asked to discuss how other drivers behave when travelling along each
corridor, the overwhelming response was that drivers behave recklessly and drive poorly along
these three corridors.
Everybody is in a hurry all the time, I live right off of 49th and Park,
and I had to drive every day in the morning to take my daughter to
school, and it is a nightmare, people are distracted, I see semis next
to me driving, texting, and I'm thinking my God, someone is going
to die today, and that's all the time. (Park Blvd)
Alright, there’s no rules, there’s no, nobody follows anything on
nineteen. (US 19)
When asked to elaborate on their feelings of why other drivers behave so badly, the most
common behaviors identified were that other drivers lacked awareness of their surroundings,
drive at high speeds, or drive aggressively on the corridor.
Yeah, I mean, I know for Busch that I've been living close to it for
almost ten years now, and driving every day, and for people I notice
that they're pretty aggressive I think with their driving, a number of
them don't pay attention to the speed limit, or they'll take chances
on red lights as it's turning, and they'll blow right through. Another
thing, I just don't think that they pay attention very well to their
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surroundings, and especially I notice many people not using turn
signals when they're merging, or anything like that, that it just puts
me constantly on defensive mode when I'm driving down here, as far
as like speed, I usually go the speed limit, or at most five miles over,
but that's it. (Busch Blvd)
Some drivers also discussed infrastructure and road conditions which make traveling
along the corridors dangerous, as well as the high volume of traffic.
Awful, especially from, in my opinion, from 66th going east to 19,
it's narrower, and I think people are driving too fast for the road
conditions in that part of the stretch, it's a little chaotic is what I
would describe it as. (Park Blvd)
The perceptions of the factors that influence driver behavior along each corridor is shown
in Figure 24. The horizontal axis in the figure includes the code names that were given to each
general idea that was discussed by drivers; thus, the exact terminology may not have been used
by drivers. Additionally, each driver may have identified several factors which influence driver
behavior along the corridor, which are included in this figure.
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Figure 24. Driver perception of driving behavior of others on the corridor.
Drivers were then asked to discuss the behaviors of pedestrians and bicyclists that they
have viewed along each of the corridors, shown in Figure 25. The conversation shifted
considerably from the poor behaviors of other drivers to that of pedestrians and bicyclists being
the ones who behave improperly, especially on Busch Boulevard and Park Boulevard. Many of
the focus group participants discussed how pedestrians and bicyclists are crossing mid-block and
not using the proper crosswalk infrastructure to cross.
The biggest thing that I see with the pedestrians is that they cross
basically with the street, just like we're talking about here with the
crosswalks on Fletcher, where they cross at certain areas, or they
can inform traffic to stop so that they can cross the street, I think
more of those probably should be implemented at certain key areas
here on Busch, because at least I find it for myself to be very
dangerous that when you see people that they cross the street, or
that they really don't, I can understand some people are not very fast
crossing the street, but it seems like none of them cross with a sense
of urgency let's say. (Busch Blvd)
56

One of the things that I see all the time, and it just completely annoys
me, like if you get hit, you deserve it, the people crossing 50 feet
from a crosswalk, they're all sitting there huddled in the median,
and waiting until traffic either clears, or stops to let them cross
there, and it's like just walk up to the crosswalk. So I don't, I know
there's really no way for cops to sit there and enforce it, but it's
something I see quite frequently at major intersections, where
people are crossing in front of cars, and they're doing 60 miles an
hour down Park Boulevard, and if you choose not to use the safety
measures that are put in place, sorry. (Park Blvd)
Drivers who participated in a US 19 focus group also discussed how the corridor was a
difficult street to cross, citing poor environments for walking and not enough crosswalks along
the corridor.
And that’s the problem, there’s not enough crosswalks. You go for
a stretch, you go from say Ridge Road where you’re saying there’s
a lot of accidents and then you’ve got the bridge, the river ridge
that’s across it and then you go to nineteen and there are not many
crosswalks in that area, and who wants to walk two miles to be able
to cross over nineteen. Maybe they should have some bridge
walkovers.
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Figure 25. Driver perception of walking and bicycling behavior of others on the corridor.
Many drivers also reported crash experiences or close-calls involving pedestrians and
bicyclists. Several drivers had also been hit by a vehicle while walking or biking, as shown in
Figure 26.
I have not, but I've had several near incidents, several very, very
close calls. I wouldn't necessarily say my fault, because, especially
again, down Busch there's a lot of side streets, we're talking 56 all
the way, I don't even know the numbers, they stop at like Nebraska,
but there is just several blocks of streets where there are no proper
crosswalks, and there shouldn't be, but when you're turning off of
Busch Boulevard onto one of those side streets, particularly making
a right turn, it's really hard to tell, to gauge the pedestrian by
walking, or bicycling, it doesn't matter, they don't see you
sometimes, they don't look, I've seen people with headphones
walking, crossing the streets, and like this is not good. So there has
been many, many times that I can say that I almost have hit someone
if it wasn't for me paying more attention, then I probably would have
hit them, but I thank goodness, knock on wood, I have not had any
incidents. (Busch Blvd)
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Figure 26. Driver crash experiences involving pedestrians and bicyclists.
A second theme that developed was that drivers were unclear as to what their
responsibility was when encountering pedestrians and bicyclists on the roadway. When drivers
were asked to discuss their knowledge of motor vehicle laws related to bicyclists and
pedestrians, very few drivers were aware of specific laws other than that vehicles must yield to
pedestrians and give bicyclists 3 feet when passing, as viewed in Figure 27.
So pedestrians, I think, once they step into the crosswalk, if you're
in a vehicle you have to stop, and I think for cyclists there's a three
foot rule from the curb out if they're on a bike. (Busch Blvd)
Additionally, many drivers added laws that pertained to pedestrians and bicyclists and not to
vehicle drivers, such as using bicycle lights.
Bicyclist are supposed to ride on the street because it’s illegal for
them to ride on the sidewalk and they’re supposed to have lights.
(US 19)
I mean I was under the impression that bicyclists, or anybody who
is on the road is supposed to follow the rules of the road, like at a
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stop sign the bicyclists are supposed to stop, and things like that, but
it seems like that doesn't happen. (Park Blvd)
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Figure 27. Driver knowledge of vehicle laws when encountering pedestrians and bicyclists.
Drivers who attended the focus groups were also given pictures (Appendix VI) of various
types of crosswalks and asked to discuss their legal responsibility as a driver when yielding to
pedestrians. When given this task, there was much debate and confusion amongst participants in
every focus group about when a driver should yield to a pedestrian. Although participants
understood that the law required them to yield, they were unclear about when and how the law
applied.
The problem with that is I think it then signals the opposite direction
to think it's okay, and the person is still in the median, and then
they're kind of stuck, and I've seen this, people are walking, and they
take a step, and they're like should I go, or should I not? Because in
even the cars, some stop, some go, everybody is just confused.
(Busch Blvd)
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I kind of go by the laws of the school bus too, when a school bus is
on a median street, you don't have to stop if you're coming the
opposite direction, if you're going the same direction, you have to
stop, here in either direction, you have to stop. (Park Blvd)
That’s a yellow light, it’s not a red light. Yellow means proceed with
caution. (US 19)
As long as it’s still flashing, and if you’re, if these guys clear and
then there’s somebody else over there, and they see the lights
flashing, oh I can go and run through, exactly. So until the light’s
not flashing you shouldn’t go. (US 19)
Focus group participants were also asked to discuss the reasons why they believe people
do not stop for pedestrians in crosswalks. The two main topics discussed were that drivers are in
a rush, and that they are not paying attention or are distracted as shown in Figure 28.
Something I noticed about driving on Busch, because I take my son
to school every morning, he goes to Sulphur Springs Elementary
th
School, so I have to drive up Busch, and go across on 12 Street,
and there's a crosswalk there, and those children that have to use
that crosswalk to go back and forth across Busch to get to the
elementary school, when they push the button, a lot of folks’ cars
don't stop, and there has been accidents because of that reason on
Busch, and I just, I don't like it because it's very dangerous. I don't
allow my son to cross Busch at all by himself, and he's 12, it's just
too dangerous, I don't want to take the risk, it's crazy. (Busch Blvd)
There just doesn't seem to be a cohesiveness between the vehicular
drivers and the pedestrians, and the high School, there seems to be
a lot of students that use that crosswalk, and a lot of transit bus stops
along Busch, and it seems like it's an inconvenience for a lot of
vehicular drivers, the transit, the bus stops, and that they just aren't
really considerate when it comes to some of these pedestrians trying
to cross. (Busch Blvd)
I was going to say a lot of people see that red light as, it's a green
for a right turn, and it's like no, there's people waiting to go, and the
folks that have to use the Rascal scooter thing to get across,
everybody is so impatient because they don't want to wait for them
to get all the way safely across, so they're cutting them off, or coming
really close to them, I'm like really? It's a pedestrian, obviously they
have a problem, or a disability, just let them go, but heaven forbid
somebody actually has patience, so. (Park Blvd)conc
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Distraction. It’s terrible but you watch people when you’re riding
with somebody I’d say three out of five has got a phone in their hand
or to their ear and half the people that’s got a phone to their ear
can’t drive and talk on the phone. (US 19)
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Figure 28. Reasons why drivers do not yield to pedestrians in crosswalks.
Drivers were then asked what types of things they thought would be motivators to
encourage more drivers to yield to pedestrians in the crosswalk (Figure 29). Many participants
discussed enforcement initiatives such as writing citations and warnings, installing cameras, and
having more police presence on the roadways. Additionally, several participants discussed
infrastructure changes such as changing the color of the RRFBs and adding more signage to alert
drivers of the crosswalk, as well as the law and the consequences for not following it.
I think you see a flashing yellow light, and that doesn't mean stop,
that means caution, and if I'm not from this area, and I'm driving
through there, and it suddenly starts flashing yellow, I'm going to
slow down, and look around, but I'm not going to stop, but when it
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turns red on Hillsborough, there's no question, I don't care where
you're from, the red light means stop. (Busch Blvd)
I think tickets, if there was a cycle, or if there was a month where
cops were out there giving more tickets, word would get around,
people would realize, they're starting to ticket when we're not
stopping completely at that red waiting for the thing, I think tickets
always get my attention, or hearing about, watch that stretch of
road, and then it just makes you more aware, it does exactly what
it's intended to do, it brings up your awareness of there's not always
going to be a cop there, but now we're more aware of that location,
like she just said, she is now paying much more attention to the
speed limit on the area where she was ticketed, so I think that would
trigger that same thinking for me anyway. (Park Blvd)
That's one thing I notice about Gulf Boulevard, because right when
those pedestrian crossings were implemented, you'd see Reddington
Shores police just right there at the intersection during peak times,
weekends, during the afternoons, or evenings, they're right there, so
it kind of gave that presence that something has been installed, and
they're going to get you if you mess up on that, I don't really agree
with the ticketing thing, but the fact that I noticed there were a lot
more out there present definitely helped people realize that there are
crosswalks there. (Park Blvd)
I just want to add, like, enforcement definitely but there needs to be
a period where people are given a chance to, with signs, they need
to do more of a lot of things. They need to mark the roads. They need
to put more signs up. They need to educate the people and then after
all those efforts they need to get serious and do some serious
enforcement and site people. (US 19)
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Figure 29. Motivators to encourage drivers to yield to pedestrians in crosswalks.
Another theme that developed was how to best communicate with drivers to improve
pedestrian and bicycle safety, and to encourage more drivers to yield to pedestrians in
crosswalks. Driver along Busch Boulevard and US 19 identified media and billboards as the
primary way to reach drivers with education messages, while drivers on Park Boulevard
indicated that they best way to reach drivers would be through formal driver education and
licensing tests, as shown in Figure 30. Drivers along US 19 also indicated that more
enforcement and bumper stickers would help educate drivers about pedestrian and bicycle safety.
Yeah, I haven't taken the driving test in quite a while, but I would
think if there were more questions, and more scenarios, like we
covered school buses pretty good, but maybe a little bit more
coverage in the testing, and I guess it would start in driver's ed,
definitely in the book, touch on it a lot more than, I don't even know
how much is in there now, but highlight it a little bit more, more
education, stronger fines, and more crosswalks. (Busch Blvd)
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I don't know, I was just thinking, I mean this would be a pain in the
butt, and everybody would hate it, but maybe every ten years you
have to take a course to get your license renewed or something, like
even it can be online or whatever, like when I had a ticket, they had
one where you had to do the course, and you had to watch the whole
thing, like they made it to where at least you had to, it's timed, so
you can't just say like yeah I did it, and then turn in something, it
had to play a certain amount, and they knew if you watched it or not,
or whatever, so. (Park Blvd)
Could use some of those, like that overhead sign that’s at Ridge and
19 that says like silver alert and stuff. Can’t they use that more often
to flash some of the roadway rules just as reminders? (US 19)

How to Educate Drivers about Safety
14
12
10
8
6
4
2
0

Busch Blvd

Park Blvd

US 19

Figure 30. How to educate drivers to improve pedestrian and bicyclist safety.
Focus group participants were also asked to discuss who they felt would be trustworthy
sources to hear from about pedestrian and bicycle safety. As indicated in Figure 31, there were
very diverse ideas and no clear consensus about who would be a trustworthy person to hear this
information from. Some of the trustworthy sources that drivers suggested include schools or
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teachers, police, DOT officials, Busch Gardens, social media, Google, fellow travelers, children,
sports teams, news stations, and transit (HART).
I don't know, maybe just because I'm addicted to my phone, and
social media, and all that type of stuff, but when things come up on
Facebook, and Instagram, I do read them, and I think my friends
read them too, because they'll mention them, so I don't know, it
works for me personally. (Park Blvd)
I think fun brochures and commercials where it seems more like
they’re going to retain it when they see it rather than something else
just as a public service announcements that should be making a
positive message. (US 19)
I want to say the click it or ticket it was always a police officer telling
you and made you really want to listen because you’re like alright I
don’t feel like dealing with you. So I mean if there was like
consequences for hitting pedestrians and stuff like that that was a
little bit more major it would be a police officer out there doing it
and then people would actually listen. (US 19)
Exactly, so I mean some of the biggest spokespeople could be the
people right in your own community, just the people who are
working alongside, where you don't even think about where they are,
or maybe in a church community center, or anything like that.
(Busch Blvd)
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Figure 31. Trustworthy sources to hear information from.
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Lastly, focus group participants were asked to discuss campaign ideas for how they
would encourage other drivers to yield to pedestrians in crosswalks along each of the three
corridors. Again, the ideas presented by drivers were very diverse and there was no agreement
about the best idea for a campaign. Some of the ideas that were given by drivers are shown in
Figure 32, such as using bumper stickers, ghost bikes, PSAs, flash mobs, testimonials, billboards,
social media and community events. One idea that wasn’t mentioned as a campaign idea, but did
surface many times throughout the focus groups was creating a culture shift and a sense of
community.
I think some, because I'm thinking about where, I have friends who
have moved into the Seminole Heights area, and the whole idea of
neighborhood, and belonging is strong there, if there was an idea of
neighborhood, and belonging along Busch, which there's not,
because it's not as much residential for one thing, but if that was
somehow engendered, that would be more of this is our
neighborhood. (Busch Blvd)
Something in common, definitely the campaign, like he said should
share commonalities. We're all human, there's two sides, nobody is
right or wrong in it, it's just this is an issue that needs to be
addressed, like those ghost bikes that are all through town. Those
bikes are very impactful, and they do remind me, I don't think it's a
campaign, but it's definitely an effort to raise awareness, you guys
know what I'm talking about, the white bikes? So things like that will
definitely, I think help. (Busch Blvd)
I mean I know how I would do it, but the focus I think as you said,
as a culture we would need to get across to everybody, like
awareness, like be aware of your surroundings, personal
responsibility, put your phone down, and I know it's a law, but I still
see people texting and driving all the time, looking at their phones,
the second they get to the light and stop, they're looking at their
phones, people are honking because they're not going because
they're looking at their phone, and to me there has to be some sort
of message, like hey everybody wake up, you're driving a car that
could kill somebody, we need to be aware of what we're doing. (Park
Blvd)
I think I would do a social media campaign in conjunction with a
community awareness campaign probably made up by events.
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Community events, like family friendly events where you could get
the message out and maybe have a fun time at the same time. Maybe
put a mascot in there and get all, social media and website where
everybody could get the information. (US 19)
Although the solicited ideas did not offer any clear consensus about what campaign would be
best suited for each corridor, the ideas did offer some creative and unique perspectives and were
very helpful during the concept development phase of this project.
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Figure 32. Driver campaign ideas to increase driver yielding for pedestrians in crosswalks.

Employer Interviews
Interviews were conducted with eight employers located along or near Busch Boulevard
in Hillsborough County and Park Boulevard in Pinellas County. Inclusion criteria for
participation in the interviews included worksites with over 100 employees as well as being
located within a distance close enough that employees would potentially drive along the corridor
at some point during their journey to work. To identify employers, a physical assessment of each
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corridor was conducted to visually document worksites along or within a two mile radius of the
corridor.
Researchers had limitations for contacting employers under the USF Institutional Review
Board (IRB) / Human Research Protection Program (HRPP) responsible for protecting human
subjects who participate in research. Following IRB protocol, initial contact with employer
representatives through cold calling was not allowed. However, employers could be contacted
by email after a referral or introduction was secured. An incentive was not offered for
participation in the interview.
During the interviews, employer representatives identified multiple barriers to
participating in pretax commuter benefits. Barriers ranged from a lack of knowledge about
commuter tax benefits to poor bus service currently available, or garnering top management
support.
Of the employer representatives interviewed, none were aware of Commuter Tax
Benefits or the Bicycle Commuter Benefit.
I do not know what commuter benefits are and I have never heard
of them. I would be interested in learning.
We provide shuttles from our location to the local bus stops free to
employees, but I have never heard of a pre-tax transit benefit. We
provide free bus passes based on a case-to-case basis.
I have never heard of pre-tax benefits. We offered bus passes once
through our gift shop, but we cancelled the program because of low
sales. Our employees drive to work and parking is free.
One employer offered pre-tax parking but was not aware of the other pre-tax benefits,
and did not understand why a pre-tax parking benefit was beneficial. All of the employers
indicated that top management support was critical to implementing any type of new program.
When asked if they believed top management would be supportive of providing commuter tax
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benefits such as pretax bus, pretax vanpool or a bicycle commuter benefit, most of the employer
representatives indicated management would be supportive if they could be convinced it would
benefit the company’s bottom line. However, they believed convincing them would be difficult.
Seven of the eight employers interviewed offered free parking to employees, and indicated they
believed this was a benefit that was very important for employee recruitment and retention.
Nobody likes to pay for parking, and upper management would not
be happy about charging anyone for parking. Employees would not
like it either.
We would never charge for parking. This is a benefit to our
employees, and they have no other way to travel to our worksite.
We have always offered free parking and we have a large,
convenient lot. The employees expect to park free.
Of the employers interviewed, all offer other commuter benefits such as subsidized bus
passes, bicycle parking, compressed work week, flexible work hours or access to an emergency
ride home. When asked if the programs were beneficial, the employer representatives indicated
that they believe these benefits are beneficial to employees and their employer, however, it had
not occurred to them that this would be called a commuter benefit.
We offer a Bike Friday, and employees can come in one hour later
and wear shorts that day. This program is based on employee
interest.
We offer a subsidized bus pass for all employees and students from
our main office. The location on Park Blvd. has employees and
students who can take advantage of this benefit.
We do not even have sidewalks at our work location, and riding the
bus would take hours. We offer flexible work hours to some of our
employees and compressed work weeks to others but not all.
Bicycling to this location is dangerous. We have people who
carpool, but they form them on their own.
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Figure 33 shows the number of employers offering each commuter benefit other than pretax
commuter benefits.

Commuter Programs Offered by Employers
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Figure 33. Commuter programs offered by employers.
Six of the eight employers interviewed were aware of Tampa Bay Area Regional
Transportation Authority (TBARTA) services and offer the Emergency Ride Home (ERH)
program for employees. When asked about employee utilization of TBARTA’s ERH program,
all indicated they did not know if the program was used and did not actively market the program
to employees.
Several of the questions in the interview guide such as the length of time programs had
been offered or knowing why commuter programs had been started were not applicable based on
the lack of commuter tax benefits programs offered at the eight employer worksites. None of the
employer representatives knew exactly how much time they spent working on commuter
transportation benefits for employees.

71

When asked what motivates the employer to offer benefits, the responses were varied.
This question was open ended and multiple answers were allowed. After responding, the
employer was asked to pick the top motivator from the answers they had provided. The answers
were grouped into seven categories as shown in Figure 34. The top motivators were saving
money for the employer and competition between other employers in the same industry.
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Figure 34. Employer motivation for offering employee benefits.
Lastly, employer representatives were asked what types of resources would be helpful if
they needed information regarding Commuter Benefits. All of the employer representatives
indicated that personal assistance from a knowledgeable industry professional along with online
resources would be useful. Six of the eight indicated that even if they were provided with the
information, they were not sure if they would have time to prioritize commuter benefits
programs.
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Phase II: Concept Development and Testing
Concepts were developed based on analysis of the focus groups with drivers, on-thestreet interviews with bicyclists and pedestrians, and interviews with employers conducted
during Phase I: Formative Research. The following section presents the concepts that were
developed for each of the four segments: drivers, bicyclists, pedestrians, and employers.
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Concepts for Pedestrians

Figure 35. Pedestrian concept 1: On-the-street education.
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Figure 36. Pedestrian concept 2: This road is for everyone.

75

Concepts for Bicyclists

Figure 37. Bicyclist concept 1: Pop-up bicycle light distribution.
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Figure 38. Bicyclist concept 2: This road is for everyone.
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Figure 39. Bicyclist concept 3: Signs to request bicycle lights.
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Concepts for Drivers

Figure 40. Driver concept 1: Teamwork: Everyone plays by the rules.
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Figure 41. Driver concept 2: This road is for everyone.
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Figure 42. Driver concept 3: The golden rule.
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Concepts for Employers

Figure 43. Employer concept 1: Employee transportation information sharing and education.
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Methods
Pedestrian and bicyclist interviews, employer interviews, and driver focus group were
conducted to gather feedback about each of the proposed concepts.

Pedestrian and Bicyclist Interviews
During September and October 2016, researchers conducted interviews with individuals
walking or bicycling along each of the three corridors. Members of the research team recruited
participants for this project by walking along the three corridors and reaching out to individuals
who were also walking and bicycling. The interviews were conducted with pedestrians and
bicyclists on-the-street due to the fact that it is difficult to schedule these priority groups to attend
a focus group at a later date/time. Each interview lasted approximately 10-15 minutes and took
place at a location convenient for the individuals participating such as on the sidewalk or in a
nearby shaded parking lot. In exchange for their participation, individuals received a reflective
bag with bicycle and pedestrian safety information, as well as a $10 Publix gift card.

Driver Focus Groups
Seven focus groups were conducted with drivers who regularly travel these corridors.
Participants were recruited via flyers handed out to employers and businesses along the
corridors, as well as Facebook advertisements targeted to households in close proximity to these
corridors. Each focus group lasted approximately 90 minutes and took place at a location
convenient for the individuals participating such as a community center or hotel. For their
participation, individuals received a reflective bag, and Florida bicycle and pedestrian law book,
and a $50 Publix gift card.
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Employer Interviews
Interviews were conducted with eight employer representatives along or near the
corridors. Human Resource and transportation coordinators were recruited via employers along
or near the corridors. Interviews lasted approximately 30 minutes and took place at a location
convenient for the individuals participating.

Results
Pedestrian and Bicyclist Interviews
The following section presents findings from the pedestrian and bicyclist interviews
conducted along each of the three corridors.

Pedestrian and Bicyclist Participants
A total of 73 individuals (pedestrians and bicyclists) along the three corridors participated
in on-the-street interviews during this phase of the project. The majority of individuals were
male, had no vehicle access, and lived more than ½ mile from the corridor they were interviewed
on. The age range of participants was 18-87 years old. (See Table 6 for full sample
demographics.)
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Table 6. Sample characteristics.
Interviews
Busch Blvd
(n = 22)
Count

Interviews
Park Blvd
(n = 26)
%

Count

Interviews
US 19
(n = 25)
%

Count

%

Mode
Pedestrian

14

63.64

15

57.69

14

56.00

Bicycle

8

36.36

10

38.46

10

40.00

Wheelchair

0

0

1

3.85

1

4.00

Age
Mean

36.88 years

41.30 years

48.30 years

Range

22-56 years

18-66 years

28-71 years

Mean

36.88 years

46.75 years

44.07 years

Range

18-65 years

20-87 years

18-71 years

Bicyclists

Pedestria
ns

Gender
Male

6

27.27

9

34.62

10

40.00

Female

2

9.09

1

3.85

0

0.00

Male

7

31.82

12

46.15

10

40.00

Female

7

31.82

4

15.38

5

20.00

Bicyclists

Pedestria
ns

Vehicle Access
Yes

3

13.64

0

0.00

2

8.00

No

5

22.73

10

38.46

8

32.00

Yes

6

27.27

5

19.23

5

20.00

No

8

36.36

11

42.31

10

40.00

Bicyclists

Pedestria
ns

Distance Live from Corridor

Bicyclists

Pedestria
ns

Within ½
mile
Greater
than ½
mile
Within ½
mile
Greater
than ½
mile

3

13.64

4

15.38

6

24.00

5

22.73

6

23.08

4

16.00

8

36.36

3

11.54

9

36.00

6

27.27

13

50.00

6

24.00
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Pedestrian Interviews
Busch Blvd
Concept 1
When presented with Concept 1 (On-the-Street Education), almost all interviewees
identified that they had not seen a similar concept before. A few interviewees gave examples of
similar concepts they had seen, such as watching Channel 9 News about walking and crossing
illegally and a concept targeted to bicyclists on Country Way Boulevard. When asked what first
came to mind when viewing this concept, several interviewees responded it was a great idea and
a good way to educate people about health and community awareness.
I like this idea. Help people learn the street rules.
Positive way. Great idea.
It would be a great idea to improve safety.
Really cool. Supportive in the community. Great idea – educating
people about what they can do to get better.
When asked whether or not they would stop if they saw free pedestrian safety items being
handed out, all respondents replied that they would. Some also suggested some useful items that
should be handed out.
Yes. Flashing lights (handheld). Reflective vest. (Husband wears
one walking).
I would be curious. Flyers would be good.
Yes. Whistles, water bottles, miniature snacks, blinking flash light.
Yes, would help me because I walk a lot in the area.
I’d stop. Reflectors for at night.
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Participants were asked whether they felt that the benefits of doing the behavior was
realistic to their life. All interviewees stated that the presented benefits were realistic to them.
Several agreed that the benefits of a convenient location on-the-street and items provided free of
cost would be beneficial.
Yes, a lot of times people won’t cross. Sometimes there is fear in
crossing Busch. Cars speed.
I think it is needed for everyone.
Very [beneficial]. If people see it, they’ll pay attention.
All realistic in life.
Yes, pedestrians have died from crashes before.
Participants were asked if they thought this concept was made for people like them or for
someone else. Many suggested it was for everyone who walks, others stated that it would depend
on the person.
Some people would get it. Others don’t care.
Everybody is different. For certain people and some not.
I think we would all benefit from it.
Everybody that is crossing. Especially children.
Benefits people walking mostly, but also helpful for drivers to see.
People like me, saw someone get hit by car before.
In general, it would be for everyone.
Made for drivers and walkers.
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When asked what elements of the concept that the interviewees especially liked, answers
varied.
Increase level of safety. Pop up on the street, improving visibility.
The tent. You can be out. The tent sends the message that you’re
welcomed, we want to help, and we really care. Because Busch
Boulevard is confusing, when to cross and where. People don’t
know.
If we all follow the rules, it’ll be a team effort.
Sense of community, we’re keeping everyone safe.
Really helpful for people who are walking, shopping, and do not
have access to a vehicle.
Outreach to the public. Be aware of surroundings.
When asked to select potential taglines that appealed to them for the Concept, 7
interviewees chose “Walk this Way, Busch Boulevard” and 6 interviewees chose “Walk on the
Lines for Long Life and No Fines, Busch Boulevard”.
Concept 2
When asked if they had seen similar concepts or advertisements to Concept 2 (This Road
is For Everyone), most responded that they had not.
Not like this. Different because community leaders are involved.
No, thin lines on the road (bike lanes) need to improve. More onstreet lines. Block bike lanes with cones. Have lights for bicyclists.
However, some participants stated they had seen similar concepts before.
Yes, other slogans, too. Different catchy phrases. Yield to
pedestrians. But cars don’t really pay attention.
Yes, in Lutz. Greater people with different commuting methods.
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Compared to other advertisements they had seen, most interviewees indicated that this
concept is memorable. However, some added some caveats to the concept’s memorability.
Yeah, especially for families. Children shouldn’t cross without
family.
Need something more memorable. Cars don’t pay attention. They
just come across and they can’t wait and not patient.
Some catchy phrases. Slow down for our town.
I would remember. I like it.
It could be memorable if you see it and consistency. Needs consistent
reminders and enforcement.
Memorable if you can connect to at least one person. Very
memorable if you can connect to all three [leaders].
It can make a big impact and change.
Memorable because of catch phrase. Road is for everyone.
Yes, doesn’t have to be a public official. (Brother was hit/killed 1
year ago).
When asked what first came to mind when viewing Concept 2, several interviewees
responded it gave them a sense of considering other people who walk and bike on the roads and
that the community was involved.
People would respond to it. Like the idea. Campaign can use
anyone.
If you see someone just stop and let them cross…
You’re thinking of cars. There’s someone else looking out for those
who walk and ride bikes.
Don’t understand fully if you have never walked/biked before; walk
a mile in their shoes.
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Seeing community leaders in our shoes.
Helping people. Feel like it is a good campaign idea.
USF is doing a good job. To have safer road crossing.
That the community is more involved.
Interviewees were asked what the concept was telling them. Several responded that the
concept told them the community cares, to share the road with others, and work together to keep
the roads safe.
The road is for everyone. Slow down for pedestrians.
Look when you’re walking. That means pay attention when you’re
walking.
Everyone has to be safe and do the right thing.
Keeping the community safe. Like the corner. Concept, really cool
in both ideas. People you see walking/biking live here in this
neighborhood. Helps them directly.
That the community cares about pedestrians.
Even the road can be more safe if people would follow the law more
than it is now.
That people are trying to get people to use the road safely.
That we are all part of the same community. No matter the commute.
When asked if the benefits of doing the behaviors in Concept 2 are realistic to their lives,
almost all of the interviewees responded that it was. The benefits that had the most agreement by
interviewees on being realistic to their lives were “creating a family friendly Busch Boulevard”
and “mutual respect of all people”.
Yes, all realistic.
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Maybe. Don’t like idea of others when they’re in cars.
Maybe doing morning and school times. Have crossing guards to
help. If we see a cross guard people will be more conscientious. We
need to slow down. By 7-Eleven it’s needed.
By business areas.
Yes, because I walk, drive, and sometimes ride a bike
Yes, creates knowledge.
When asked to identify what elements of the concept the interviewees especially liked,
participants identified the elements of shared responsibility and the involvement of everyone to
improve road safety. Others identified concepts that they did not like.
Shared responsibility. Pedestrians and bikes are real people in our
community. Mutual respect for all people.
If everyone would do a little bit, it could change. Most people are in
a hurry; they don’t think.
Togetherness.
Encouraged people to walk a little more.
Everyone being involved in road safety. People doing something to
make road safe.
That we took time to help pedestrians and bicyclists.
Interviewees were asked their opinions on potential taglines for Concept 2. Most
identified “All for One and One for All” as one they especially liked, followed by an equal
number of pedestrians who liked “Walk. Bike. Drive. Busch Boulevard” and “Slow Down for
Our Town, Busch Boulevard”.
Others identified taglines that they did not like.
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(“All for One and One for All”) not everyone considers themselves
part of all people. Some people can’t relate to walkers and
bicyclists.
Least like “It’s up to All of Us, Busch Boulevard”.
“Slow Down for Our Town, Busch Boulevard” needs some work.
“Our Road. Our Pledge” and “All for One and One for All”: no
one uses these anymore. “Walk. Bike. Drive. Busch Boulevard” gets
attention. We need the presence.
Additional Comments
At the end of the interview, some interviewees had additional comments to share.
Coming from granddaughter’s house, when I was walking a guy
came up on a bicycle behind me. He would have hit me. Someone on
bike may say, excuse me. Others don’t.
I would rather see states/cities improve on bicyclist safety. Cones
surrounding lanes. Make sure lights are charging correctly.
I appreciate that the community is looking out for pedestrians
I think it is a bright idea.
Busch needs bike lanes. Respect for other people. Bus lane on
Busch.
Park Blvd
Concept 1
When presented with Concept 1 (On-the-Street Education), most interviewees had
identified that they had not seen a concept similar to this before. When asked to describe the first
thing that came to mind with they thought of a concept like this, many interviewees identified
safety and community outreach. Many also stated the concept was a good idea.
Safety, convenience.
Safety, education.
I like it. It is neat. I like it all.
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Yes, very important. Safety.
Great, I would want information packets.
When asked whether or not they would stop if they saw free pedestrian safety items being
handed out, all interviewees except for one responded that they would. Additionally, some
suggested items that would be helpful to pedestrian safety.
Yes, if I’m walking to McDonald’s or Burger King. Orange cones,
maybe hat, sunglasses, crossing guard, signs that they could hold
when crossing. Fan or something you could hold that looks like stop
sign. Make a lot of noise. Lights. Laser signal at crosswalk.
Yes, free is good. I walk a lot.
Yes, good idea. Blinking lights. I have a safety vest I wear. Reflective
vests are good.
More than likely, no. Educational information.
Yes, because I like talking to people who care. Pinellas County is
too congested.
Participants were asked whether they felt that the benefits of doing the behavior was
realistic to their life. Almost all interviewees stated that the presented benefits were realistic to
them. The benefits with most agreement as being beneficial to their lives was improved visibility
and items provided free of cost.
Participants were asked if they thought this concept was made for people like them or for
someone else. Many suggested it was made for them while others stated that it was made for
someone else.
Bicyclists, younger kids, everyone.
People like me and on bikes.
Yes, pedestrians all the time helps. Safer.
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Yes, I walk and take transit every day.
Someone else. Older residents.

When asked what elements of the concept that the interviewees especially liked, answers
varied.
Makes me feel important, I can help.
Helping the public.
Safety items.
Education.
Signage.
Reaching out to the community.
Educates on safety.

When identifying taglines they particularly liked, most interviewees identified 12
interviewees chose “Walk this Way, Park Boulevard” and 6 interviewees chose “Walk on the
Lines for Long Life and No Fines, Park Boulevard”.
Concept 2
When asked if they had seen similar concepts or advertisements to Concept 2 (This Road
is For Everyone), most responded that they had not while some stated that they had.
Yes, Chicago ex-police officer.
One time a few months ago, I saw someone giving out reflectors.
Yes, not sure.
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Compared to other advertisements they had seen, most interviewees indicated that this
concept is memorable. However, some added suggestions to aid in the concept’s memorability.
Yes, can relate.
Because it’s a billboard, people read it, see it, and reflect back on
it.
Could be. Using some bicyclists on advertisements would be more
memorable.
Police on billboards.
Yes, but use real people I know.
Yes, real people. Regular people.
I like this idea.
Yes, because it’s about the community.
Yes, because it’s new and relates to the community.
When asked what first came to mind when viewing Concept 2, several interviewees
responded it gave them a sense of safety and that the community was involved.
Because it relates to our community.
All about safety.
We can walk here.
Mayor would be good. But they aren’t on higher pedestals, like
regular person.
Togetherness.
Community safety, bringing the community together.
Look out for road users.
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Interviewees were asked what the concept was telling them. Several responded that the
concept told them that the community is aware and to share the roads safely with others.
Telling them to be safe.
That we are trying to better the community.
Kindness.
Be aware whether walking or driving. You see more walking.
Community coming together.
That you’re out to help us.
Be careful in our community.
When asked if the benefits of doing the behaviors in Concept 2 are realistic to their lives,
all of the interviewees responded that it was. The benefits that had the most agreement by
interviewees on being realistic to their lives were “mutual respect of all people” and “creating a
family friendly Park Boulevard community”. When asked what elements of the concept they
especially liked, answers varied.
Actually good to speak to certain people. Good to get ideas from
different individuals.
Improving our pedestrian walk.
Community.
Using people who protect and serve.
Billboard idea.
Signs.
Interviewees were asked their opinions on potential taglines for Concept 2. Most
identified “Slow Down for Our Town, Park Boulevard” as one they especially liked, followed by
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an equal number of interviewees who liked “Walk. Bike. Drive. Park Boulevard” and “All for
One and One for All”.
Additional Comments
At the end of the interview, some interviewees had additional comments to share.
Getting cars to stop at crosswalks – turning right on red. Enforcing
cameras.
Need flashing pedestrian lights, like on beach; Flashing lights on
body.
People on the phone are biggest danger.
Give flashlights that hang around your neck, like glow sticks. Signs
on the road that say ‘slow down’. More transit service 30 minutes
between busses. More crosswalks
Time for Florida to catch up.
Almost got hit on Park while walking. Drivers are not aware of me
walking.
US 19
Concept 1
When presented with Concept 1 (On-the-Street Education), almost all interviewees
identified that they had not seen a similar concept before.
Kind of, a little bit. Definitely good that you guys are doing it. I have
three friends in wheelchairs because they were hit.

Public defenders on the side of a bus. Red Cross. Blood Bank.
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When asked what first came to mind when viewing this concept, several interviewees
responded it was a good idea and a way to help the community.
Less people getting hit by cars
Someone is concerned about us.
Good thing so people know about the crosswalk. Get people.
Hardly anyone walks. Would be nice for people to get out and walk.
Yeah, as long as it’s not out in the way so people can get around
them. Advisable to be in the day.
It’s a good idea because it shows people safety.
Good, a lot of accidents on 19.
Help the community.
People might abuse it. Especially in this area. If there are free water
bottles, they might take advantage. Information. Someone I knew
was hit three times in one year. So busy here.
Sounds like the Wellcare tables. For health insurance.
When asked whether or not they would stop if they saw free pedestrian safety items being
handed out, most respondents replied that they would. Some also suggested some useful items
that should be handed out.
Yes. Bright clothing. Bags. Special bag that identifies them.
Reflector, handheld, can be seen from a distance.
Definitely. The fact that someone is trying to keep us safe.
Yes, ‘cause it’s free.
No, seriously I wouldn’t because I am old.
Only if I needed them. Water bottle, something sweet to drink, snack,
band-aids. Shoe inserts to ease walk.
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Yes, I would definitely get it and promote event to the next person.
Something to clip onto hat or onto shirt. Stylish flashlight everyone
would use.
Probably – because I use this a lot. Bright color clothing. Light to
attach to my wheelchair, then they could see me ahead of time
Yeah, information about safety. Flashlight. Something you wear –
bright shirt
If you were out there directing me to come. Safety brochure. A sign
would be good.
50/50. I would stop in, but some might abuse it. Lights aren’t long
enough to cross. I’m 100% disabled.
Participants were asked whether they felt that the benefits of doing the behavior was
realistic to their life. The most agreement among respondents was “increased level of safety
when using crosswalks” as a realistic benefit, followed by “improved visibility”. All
interviewees stated that the presented benefits were realistic to them. Some stated their issues
with using crosswalks.
Yes, need to educate people to stay on crosswalk and off roads. Less
accidents.
(Crosswalk) buttons do not work. Stood for 30 minutes. Cars don’t
stop.
A walk-over would be the best improvement.
I almost got hit at a crosswalk. Cars making right hand turn.
Participants were asked if they thought this concept was made for people like them or for
someone else. Many suggested it was for everyone who walks, others stated that it was for
someone else.
Aged 20 and under.
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Well I probably wouldn’t go to it because I know about safe
walking.
Not just for me. Anyone who walks down US19.
Yes, like me and everyone.
Anyone that’s sober.
Everybody would be curious but some people would take things.
Not everyone wants free stuff.
When asked what elements of the concept the interviewees especially liked, many
mentioned education about safety, encouraging walking, and creating awareness.
Educate people about safety.
Making the public aware. Let people know there is a problem. I’ve
almost been hit twice in a crosswalk.
Good that they hand out free safety items. People would use them.
It would help. [Walk This Way US 19] think of Aerosmith.
Can speak to all the people about safety.
When asked to select potential taglines that appealed to them for the concept, 7
interviewees chose “Walk this Way, US 19” and 5 interviewees chose “Walk on the Lines for
Long Life and No Fines, US 19”. Interviewees also shared their opinions about the taglines.
Walk This Way, US 19 –
Catchy.
Nice and short.
Walk on the Lines for Long Life and No Fines, US 19 –
Has more meaning.
Like it but too long.
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If it’s too long, people have short attention spans. Keep it simple,
stupid.
Concept 2
When asked if they had seen similar concepts or advertisements to Concept 2 (This Road
is For Everyone), all except one respondent said they had not.
Yes, at concerts and stuff. Show respect for people at concerts and
events.
Compared to other advertisements they had seen, almost all interviewees indicated that
this concept is memorable.
See it every day. Following rules each day. They would see it, abide
by it, and do right thing.
Yes, because people think of 19 as I could possibly die here. Gives
people peace of mind.
Yes. It’s catchy, people like catchy stuff.
Definitely memorable. I am going to remember it and to burn that.
Print in my mind is hard.
No, because it is better in-person. Like the first idea better.
Yes, all the traffic and how dangerous it is. People rushing to work.
Yes, probably. Most people look at billboards.
As many that get hit from here to St. Pete. Best bet would be tents at
places like home depots or Lowes. Workers that drive on this road.
I hope so. If could do some good. Could be a habit at doing that.
When asked what first came to mind when viewing Concept 2, several interviewees
responded it was a good idea. Others suggested it was not.
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You can’t just run across the street at free will.
We all have an equal opportunity as bikers, walkers, and car
cooperating together.
Great idea. Billboards would get people – especially passengers
I think it’s excellent that you can get together and try to bridge the
gap with drivers. Some get mad. Road rage at pedestrians. Help
bridge the gap. Was almost got hit out here.
I like it. It’s a good idea. Not going to hurt anyone. It’s a benefit for
everyone.
Not going to get that. People are not going to follow the rules. Not
staying in crosswalks.
It ain’t going to work. Needs to be visible. People talking to people
about safety.
More signs, but you’d have Sherriff Nocco. He would be for it. Speak
to him. They would be able to spread. Pastor Mike at Next Level.
Interviewees were asked what the concept was telling them. Several responded that the
concept told them to be careful when using the road and that US 19 would be safer.
It means cars need to watch where they’re going.
I would feel better because people are looking out for me. Feel more
safe.
Get cars to respect pedestrians.
This road is not just for you. Keep your eyes open. Stay off your
stupid phone.
Did not like concept. People need to be made aware. Paint
crosswalks yellow to keep people to stay in it.
Most people see signs, but they don’t care.
To be mindful of everyone else. Not, just for me.
This land is for all to walk upon.
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When asked if the benefits of doing the behaviors in Concept 2 are realistic to their lives,
most of the interviewees responded that they were. The benefits that had the most agreement by
interviewees on being realistic to their lives were “mutual respect of all people”.
People might drive the way they already do.
Mutual respect for all people –
Some people won’t care.
Creating a family friendly US 19 –
Never going to happen.
Improving the US 19 community –
I hope so.
When asked to identify what elements of the concept the interviewees especially liked,
answers varied.
Tag lines, idea about the tent. They see the billboard and then come
out and educate them.
Walk the bike or never mind.
Out here, doing something about it. Someone cares.
Mutual respect for all people
Getting the community involved in a low key type of way instead of
preaching – NO preaching.
Keep everyone safe. You guys coming out here and doing anything
is a good idea. No one is doing anything.
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Interviewees were asked their opinions on potential taglines for Concept 2. Most
identified “All for One and One for All” as one they especially liked, followed by “Slow Down
for Our Town, US 19”, and “It’s Up to All of Us, US 19”.
Additional Comments
At the end of the interview, some interviewees had additional comments to share.
I think it’s up to everybody, not just cars. People too. Bike lanes for
a reason.
It’s dangerous. Be careful when you walk, you have to be aware.
When you lose your awareness, you could be hurt. Almost hit out
here.
19 is a death trap.
Nothing is going to make anyone safer. Everyone needs to be aware
when they leave the house.
All traffic must stop when the crosswalk is activated for someone to
cross. Signal at Bonita is too short to get across in a wheelchair.
Crosswalks should be seen at night.
I’ve hit by a car on 19.

Bicyclist Interviews
Busch Blvd
Concept 1
When presented with Concept 1 (Pop-up Bicycle Light Distribution), all interviewees
mentioned they had not seen a similar concept before. When asked what the first thing that came
to mind was when viewing this concept, several respondents mentioned the aspects of awareness
of safety.
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You are cared about.
Awareness about safety and a lot get hit on Busch.
It’s a great idea. Wonderful. I’m on the road at 4:00am, going to
work. It’s still dark out.
You gotta have them for safety. I’m 45 years old. I choose to.
When asked if they would stop if they saw free safety items given out related to
bicycling, all respondents said they would. Some respondents also suggested types of safety
items to be given out.
Yes, I need them.
Yes, have lights on my bike already. I could use more.
Yeah, it’s a great idea. Lights on bikes. Bright vest.
Yes, helmet for kids.
Interviewees were asked if the benefit of doing the behavior was realistic to their lives,
several responded that it would be. Many agreed “lights provided free of charge” was realistic to
their lives.
Yes, all of the above.
It shows kids how to be safe. Safe on sidewalks.
Cost [of lights] is a barrier.
When asked if this concept was made for people like them or someone else, several
respondents identified it was made for everyone.
No one else. Everyone.
Yes, for everyone.
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It could be for everyone. More for kids.
When identifying taglines for the concept that were appealing, several interviewees
identified “Choose the Light Side, Busch Boulevard” as a tagline they liked. Respondents also
identified what aspects of the concept they especially liked.
Concept 2
When presented with Concept 2 (Signs to Request Free Bicycle Lights), all interviewees
except for one mentioned they had not seen a similar concept before. This respondent stated it
was similar to a free plane advertisement. When asked what the first thing that came to mind was
when viewing this concept, participants responded it was a good idea and convenient.
Good that it’s likely happening.
Trying to help others.
Convenient.
Unsure, self-explanatory.
Shows support. Need bicycle parking that is in a good location near
stores. Not hidden.
Convenient, especially for bike riders and easy to get lights and
information.
Interviewees were asked if they would follow instructions to request free bicycle lights if
they saw a sign for free bike lights. Almost all said they would.
Maybe, not sure.
Of course.
Yes. It’d be good for people who do need them. It’s a good thing for
kids.
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Yes, free lights!
Probably, but may forget.
Yes, it’s the law. Get better informed.
Interviewees were asked if the benefit of doing the behavior was realistic to their lives, all
responded that it would be. Many agreed a “convenient way to request free bicycle lights” was a
benefit that would be realistic to their lives.
Yeah, teaching kids laws and keeping them from being hit.
Yes, but may forget.
Maybe.
When asked if this concept was made for people like them or someone else, many
responded that this concept was made for them.
Yes, for everyone. Help cars and make it safe.
Not for everyone but rather kids benefit from it. Adults will do what
they want to do.
For someone else because I already know the laws.
Men and others.
When asked about the elements of this concept that they especially liked, participants’
answers varied.
Putting up a sign and information about bicycle laws.
Convenient over all.
Interviewees were asked to identify potential taglines they particularly liked for Concept
2. “Lights on Bikes, Busch Boulevard” was selected the most, followed by an equal number of
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interviewees selecting “Choose the Light Side, Busch Boulevard” and “Brighten Your Ride,
Busch Boulevard”.

Concept 3

When presented with Concept 3 (This Road is For Everyone), almost all of the
interviewees mentioned they had not seen a similar concept before. Two stated that they had: as
a pedestrian concept and seeing similar outreaches at their own church. When asked if this
concept was memorable compared to other advertisements they had seen, all respondents stated
that it was.

Catchy. Sign everyone will get. Bike lanes some see some don’t.
Memorable. You got Busch Gardens down the streets. You don’t
want a lot of accidents.
Yes, very much relates to community.
Local business owner, most memorable.
More memorable, teaches something.
When asked what the first thing that came to mind was when viewing this concept,
answers varied.

We need to love each other.
Cars, trucks, bikes, scooters, everyone.
Safety. It will be very safe.
Cars need to watch out for kids and those bikes. It’s biking that I
enjoy for exercise.
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Share the road, no ifs, ands, buts about it.
Me and my community.
Looking out for people, more safety on the road.
Interviewees were asked what the concept was telling them. Several responded that the
concept told them to respect one another and to share the road with others.
Respect everyone on the road. Just because I’m on a bike, don’t run
me off the road.
Bicyclists. Pedestrians should be safe sharing road with drivers.
Community saving.
You like us.
When asked if the benefits of doing the behaviors in Concept 3 are realistic to their lives,
all of the interviewees responded that it was. The benefits that had the most agreement by
interviewees on being realistic to their lives were “mutual respect for all people”. When asked
what elements of the concept interviewees liked the most, answers varied.
I like them all.
Making awareness for all!
Someone that is part of the community can relate to these people,
creates role models.
Interviewees were asked their opinions on potential taglines for Concept 3. Most
identified “Walk. Bike. Drive. Busch Boulevard” as their most liked tagline, followed by “All for
One and One for All” and “Its’ Up to All of Us, Busch Boulevard” with equal mentions.
Additional Comments
At the end of the interview, some interviewees had additional comments to share.
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Turning lanes are a concern. Cars don’t yield. Cars look at you like
you’re crazy.
I’m forced to ride on sidewalks on Busch. Need bike lanes. People
speed, cops don’t care.
Park Blvd
Concept 1
When presented with Concept 1 (Pop-up Bicycle Light Distribution), almost all
interviewees mentioned they had not seen a similar concept before. One interviewee mentioned
they had seen St. Petersburg police in downtown St. Petersburg who enforced individuals getting
lights on their bikes while another mentioned witnessing bicycle light distribution at High Point.
When asked what the first thing that came to mind was when viewing this concept, several
respondents mentioned that it was a good idea and that it highlighted safety.
Very good idea, very much needed. If actually done, will have lots
of people come to use.
Safety, education, helping people – especially bicyclists.
People care about the safety of bicyclists.
Great idea. A lot of people can’t afford lights and they get stolen.
Good idea. Almost got hit by drivers day and night.
When asked if they would stop if they saw free safety items given out related to bicycling,
almost all respondents said they would.
No, I don’t ride at night. Nothing else.
Yes, for safety and see if I can contribute to the cause.
Yes, to make sure I am safe on my bike. Will get some for friends
who need them.
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Yes, if it was fun and convenient.
Yes, I have lights but I would stop.

Interviewees were asked if the benefit of doing the behavior was realistic to their lives,
almost all responded that it would be. Many agreed “improved visibility and safety” was realistic
to their lives.
Yes, I use lights. Need them as a cyclist.
Yes, because I use my bike as a main mean of transportation.
No, I don’t ride at night.
Yes, absolutely. I have lights now. I do not usually travel at night
but early in the morning.
Yes, but I’ve had a bike stolen. Not sure what motivates people to
steal. If I had more lights on my bike, people may not have taken it.
When asked if this concept was made for people like them or someone else, several
respondents identified it was made for everyone.
For me and everybody.

It should be for people like me, but really for people who ride at
early hours or night.

It’s made for everybody. Especially for the younger people who may
need to be more careful.
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When asked what elements of the concept they especially liked, many identified that it
was the element of helping the community and bicyclists.
People actually need this. Benefits a lot of the community.
That there are people who are trying to help bicyclists.
Free and the idea that someone cares.
Free lights.
Pop-up tent.
Free, helping others.
When asked to identify what taglines the interviewees especially liked for this concept,
most of the interviewees identified “Lights on Bikes, Park Boulevard” followed by “Brighten
Your Ride, Park Boulevard”.
Concept 2
When presented with Concept 2 (Signs to Request Free Bicycle Lights), all interviewees
mentioned they had not seen a similar concept before. When asked what the first thing that came
to mind was when viewing this concept, several respondents mentioned that it was a good idea
and it was convenient. One interviewee mentioned their wariness about the concept.
It’s a good idea. Safety for people on bicycles. Less people getting
killed.
At first it can appear as a scam. I would worry.
Need more racks. Great idea. Definitely makes me think of more
ideas – need more racks on main roads.
Great idea. Convenient. Everybody can get on a computer or smart
phone.
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Interviewees were asked if they would follow instructions to request free bicycle lights if
they saw a sign for free bike lights. Almost all said they would.
Yes, because everybody needs them. You need to have lights.
Yes, but I would be cautious. But I would try it.
No, because I wouldn’t use it.
Yes, to see someone else as I’m commuting and I could let them
know. I commute at night.
Yes, easy.
Yes, but I like the pop-up idea better.
Interviewees were asked if the benefit of doing the behavior was realistic to their lives, all
except one responded that it would be. Many agreed a “convenient way to request free bicycle
lights” and “improved visibility and safety” as benefits of the behavior that would be realistic to
their lives.
When asked if this concept was made for people like them or someone else, many
responded that this concept was made for them.
They are made for everyone. Everybody needs to respect the law. Be
lit up to be seen.
Yes, use my bike all the time.
Someone else who would use. But for people who leave or come
home late.
When asked about the specific elements of this concept that they especially liked,
answers varied.
Makes you feel safe if avoidable.
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People giving safety items to bicyclists.
To learn more about rules of biking.
Like the signs. Ease of access.
Educators.
Interviewees were asked to identify potential taglines they particularly liked for Concept
2. “Brighten Your Ride, Park Boulevard” was selected the most, followed by “Choose the Light
Side, Park Boulevard”.

Concept 3

When presented with Concept 3 (This Road is For Everyone), all interviewees mentioned
they had not seen a similar concept before. When asked if this concept was memorable compared
to other advertisements they had seen, almost all respondents agreed that it was.

Yes, very good idea right in their community.
Very memorable. Information creates awareness.
Yes, if the person is relatable.
Unsure, but I love the message.
Limited language would not understand it.
Yes, we are all humans. Put exclamation marks to it.
Yes, no one has done it or cared to do it. College student.
Great idea. Yes, would remember.
When asked what the first thing that came to mind was when viewing this concept,
answers varied.
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It’s a very good idea. Will be effective in making and creating
awareness.
Community, good for everyone.
Safety to everyone.
Shows it could be anyone out there.
I like it.

Interviewees were asked what the concept was telling them. Several responded that the
concept told them that somebody cares about their safety.
Protect people on bicycles, keep them safe and alive.
Actually care about all users.
That there is somebody that cares.
Be aware and be careful.
When asked if the benefits of doing the behaviors in Concept 3 are realistic to their lives,
all of the interviewees responded that it was. The benefits that had the most agreement by
interviewees on being realistic to their lives were “mutual respect of all people”.
When asked what elements of the concept interviewees liked the most, answers varied.
Picture of bicyclist.
The whole concept is great.
It’s realistic.
I like them all.
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Interviewees were asked their opinions on potential taglines for Concept 3. Most
identified “All for One and One for All” as one they especially liked, followed by “Walk. Bike.
Drive. Park Boulevard”.
Additional Comments
At the end of the interview, several interviewees had additional comments to share.
Stop lights need to be timed better. They last too long and very hard
to cross at crosswalks.
Speed an issue and no police present.
Police say ‘can’t bike on sidewalk’. I got hit by a car on Park while
riding in a crosswalk on 66th and Park. Went up over the hood.
I ride on sidewalks. Feel safer on sidewalks.
US 19
Concept 1
When presented with Concept 1 (Pop-up Bicycle Light Distribution), almost all
interviewees identified that they had not seen a similar concept before. One interviewee stated
they had seen something similar in Clearwater. When asked what first came to mind when
viewing this concept, answers varied. Many stated it would be a good idea while others listed the
benefits of increased lights on bicycles.
They’re not from around here. It’s something new.
I like the idea of anyone riding at night, which I don’t do.
Good idea, I think it would work.
They would be awesome.
Would be hard getting them to stop.
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I think it would help out. I’ve had two fingers amputated, hit by a
car. They said it was my fault because I was on the wrong side of
the road because of construction.
Good idea for people like you guys to come out at night and give to
people that need them.
Lights will help. Drivers are crazy on 19. Would be a good idea. I
don’t go out after dark. It would be nice to have something flashing.
When asked whether or not they would stop if they saw free bicycle safety items being
handed out, almost all respondents replied that they would.
Probably wouldn’t because I don’t ride at night. Too scared. Think
most people are sober during the day.
Yes. It’s hard to come by lights that work.
Yes, but need incentive like drinks/gum also
I would because someone stole mine on the back and front. People
might take advantage of the free stuff and abuse it.
Yeah. I’d tell my friends, too.
Absolutely. Don’t have lights and would need some.
Participants were asked whether they felt that the benefits of doing the behavior was
realistic to their life. Almost all interviewees stated that the presented benefits were realistic to
them.
All would help.
A voucher would be a good idea. Where they could go to store to get
one.
It would help especially at night. It can get dark.
Yeah, I believe they would be. Some people (drivers) pay no
attention.
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Yes, like all of them.
Biggest benefit is improved visibility.
Participants were asked if they thought this concept was made for people like them or for
someone else. Many suggested it was for everyone while others suggested specific groups.
All the homeless. They give a bit here.
Need decent, quality lights. More towards normal riders with city or
trail bikes. Not $4,000 bikes.
Older. Not for kids.
People like in my situation.
Somebody else. Someone more needy than me.
I think so for everyone. Even if you weren’t crossing the road, if they
can see you before they get to you.
When asked what elements of the concept the interviewees especially liked, two
interviewees identified that all elements were good. When asked to select potential taglines that
appealed to them for the concept, 4 interviewees chose “Lights on Bikes, US 19” and 4
interviewees chose “Be on the Bright Side of The Law, US 19”.
Concept 2
When asked if they had seen similar concepts or advertisements to Concept 2 (Signs to
Request Free Bicycle Lights), all interviewees responded that they had not. When asked what
first came to mind when viewing Concept 2, several interviewees responded that it was a good
idea and two responded that they liked this concept better than Concept 1.
Is this really gonna work?
Bicycle racks would be good. Bicycle rack at Walmart were stolen.
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It would definitely help. We need more racks at bus stops. Usually
tied up at poles at stops.
Think it would be better (than Concept 1).
Yes, I think it would work. I like the idea.
It’s pretty good. Like it better than first idea.
I think the website would work. But has to be visible. Maybe with
bold letters.
Interviewees were asked if they would follow instructions to request free bicycle lights if
they saw a sign for free bike lights. Answers were varied.
I don’t think so. I kind of know the laws out here. Not against the
laws people need to know what to do. However, human nature is
diverse.
Probably would visit to check it out.
Sure. A phone number might be a good idea. Some people work,
have the internet.
Me and some of my friends all have bikes but no lights. Definitely
would use.
Interviewees were asked if the benefit of doing the behavior was realistic to their lives,
almost all responded that it would be. A few interviewees thought the idea was better than
Concept 1 while others thought it wouldn’t work as well as Concept 1.
Wouldn’t work as well as pop-up tent
All of them
Yes. Better in a way than being hit. Because people don’t need to be
there so they can always report.
Tent would be better but it depends on the location. Around
Alternate 19 and US 19 a lot of people need them.
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Tent thing needs signs in advance.
When asked if this concept was made for people like them or someone else, some
responded that this concept was made for them others stated that it wasn’t.
Don’t think it would work. It would take a while to catch on. Maybe
in Tampa, but not here.
Rule followers – helmets, pads, etc. Especially families – however
they are not the everyday biker.
More of an exercise rider.
Everyone would.
Younger generation also. Use computers/smart phones.
Not those without computer.
But some people don’t have an address. So areas where you can
pick it up. Some people might get more.
People like me.
It probably wouldn’t be too attention getting unless people see it.
You’d go online and its’ free.

When asked what elements of Concept 2 they especially liked, two respondents
mentioned specific aspects of the campaign.
More bike racks.
Out here trying to help bicyclists.
Interviewees were asked to identify potential taglines they particularly liked for Concept
2. The most agreement with 5 respondents were for “Lights on Bikes, US 19”.
Simple and to the point.
If they were flashing signs it would be better. Especially if it’s in the
bike lane.
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Concept 3
When presented with Concept 3 (This Road is For Everyone), almost all of the
interviewees mentioned they had not seen a similar concept before. Two stated that they had: as
motorcycle bumper stickers and in Massachusetts with ‘share the road’ signs. When asked if this
concept was memorable compared to other advertisements they had seen, most respondents
replied that it was, while others stated some caveats and additional suggestions.
Yeah, I know people need to be aware. It causes a lot of accidents.
I would remember it. Sometimes it is about consciousness – if they
see it and are receptive.
Bus ads would be best.
It should be. Just for awareness. They don’t pay attention. Try to get
around bikes and run you off the road.
Depending on how it is phrased. Must catch attention.
I think so. I’ll go tell my wife about it. If I talked to someone who
rides out here I would share it with them.

When asked what the first thing that came to mind was when viewing this concept,
answers varied. Several respondents mentioned a lack of respect or awareness for bicyclists and
pedestrians by drivers. Others mentioned drivers unaware of pedestrian’s right-of-way and
problems with bike lanes.

Drivers don’t look. Turning out of parking lots, they don’t look for
people on bikes.
Bike people don’t get a lot of respect. People think they are homeless
or bums.
I’ve learned being on 19 that people they don’t realize pedestrians
have the right of way. Vehicles think they are invincible. Some
people think they own the road.
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Not going to happen on US 19, not a road for pedestrians or drivers
to be compatible.
Cars don’t signal half the time. The way the bike lanes are, most
people don’t ride in bike lanes. Too scary.
It’d be a good idea. Learn to share. Places like Grand they don’t
have sidewalks. No room to ride. I avoid US 19.
I think that it is awesome.
I don’t think bicycles should be on the road at all. Would rather have
a 3-6 feet barrier and ride on the sidewalk.
There’s elderly who drive slow and bicycles. Other major roads
don’t have the extra feet for the bike lane.
Interviewees were asked what the concept was telling them. Several responded that the
concept told them it was about sharing the road, respect, and for drivers to be aware.
Save lives.
There are people out here who do like to ride and you need to pay
attention to them.
Drivers have enough to worry about. Pedestrians and bicyclists
need to watch out.
We got to work together. Have respect.
Open your eyes and watch out for others. If you have a sign that
says ‘be aware’ in big, bold letters.
Share the road. There are two meanings: old timers are out here,
too. Watch out for bikers.
When asked if the benefits of doing the behaviors in Concept 3 are realistic to their lives,
responses were mixed. Some replied that all benefits were realistic, while others were not
convinced they would be.
Can’t give up. Need to promote respect.
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Yes, all.
Not going to work.
[Creating a family friendly US 19 community] Hopefully, but I don’t
know.
No, possibility it could be. Will it ever happen? No.
Yeah, I guess.
You see families out here. Let them know you’re leaning towards
families on bikes.
Interviewees were asked their opinions on potential taglines for Concept 3. Answers
varied. Two respondents did not like elements of the concept at all, while one mentioned they
thought all ideas were good.
None of them.
Not really.
All ideas. They were all very good.
When asked about their opinions about the potential taglines for Concept 3, 5 respondents
were in agreement that they liked “Walk. Bike. Drive. US 19” the most. Two respondents
identified “All for One and One for All” as their most liked tagline. Many shared their opinions
about the other taglines.
‘This Road is for Everyone’ is the best slogan.
[Slow Down for Our Town, US 19] Maybe, but slow down for
whom?
[Walk. Bike. Drive. US 19] Remove ‘US 19’ and replace with
‘#US19’.
[All for One and One for All] Don’t really get your point across.
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[All for One and One for All] It’s like we’re going to battle.
Additional Comments
At the end of the interview, several interviewees had additional comments to share.
Biggest problem is distracted driving. When I was a kid, everyone
walked or biked. Don’t have that sense anymore.
Feel walking is safer on US 19. I am moving slower and can look
out.
Reason I’m here is because I use the sidewalk.

Driver Focus Groups
All Corridors
Concept 1
When presented with concept 1, “Teamwork – Everyone Plays by the Rules”, most of the
focus group members stated they had not seen similar concepts or advertisements. Some
examples that group members shared include DUI enforcement campaigns, “click it or ticket”
seatbelt enforcement campaigns, “Share the Road” campaigns, advertisements warning against
texting and driving, and “Smokey the Bear” advertisements. When asked if they thought this
concept was memorable compared to others they had seen, almost half of the focus group
members stated it was memorable.
I feel it is memorable because it makes you think about others
around you. (Busch Blvd)
Not memorable. I think when you are driving to a destination, you’re
thinking about getting yourself there. You’re not thinking about
team work. (Busch Blvd)
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Memorable, but not necessarily in a good way. Maybe if local sports
celebrities are used in campaign, the message will reach audience.
(Busch Blvd)
I believe so. The taglines are catchy and everyone wants to get to
their final destination as fast as possible so the concept of “faster
travel time” and “fewer crashes” correlating matters. (Park Blvd)
Not memorable. I think this idea is quite juvenile. I’d probably laugh
at it with my wife and never think of it again. (Park Blvd)
Memorable. Connecting a theme with goals helps to keep the
ultimate goal in focus. (US 19)
Not every driver is sports oriented and they won’t necessarily
understand the correlations. But, it will make drivers take notice,
and, those that aren’t sure what the signs mean will hopefully ask
“what is that telling me”. (US 19)
Not so memorable, it’s kind of corny. (US 19)
When asked to describe the first thing that came to mind when they saw this concept,
many focus group members shared similar viewpoints and responses. Some mentioned it was a
good idea that exuded a fun, sports-related campaign involving cooperation and teamwork to
change the environment on the roads.
I like it. I think it is a fun idea. (Busch Blvd)
Working on making Busch safer and better for everyone on Busch
Blvd. (Busch Blvd)
People working together. If everyone works together, people won’t
have to pay fines or penalty. (Park Blvd)
Work together as drivers to cut down on crashes. (Park Blvd)
Everyone must do their part to encourage safe road way. (Park
Blvd)
Playing by a set of rules benefits everyone. (US 19)
Teamwork can achieve desirable results for everyone. (US 19)
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However, most respondents were not so optimistic. Themes that recurred include: the
juvenile or childish nature of the concept, the ideal nature of the concept but the skepticism that
it would not be achiveable, and not enough focus on incentives to change behavior.
Elementary school. Ad seems very child-like (sports/teamwork).
(Busch Blvd)
It’s negative. Everyone is doing something wrong. It puts you on
edge. It is a walking and bicycling road as well. Perhaps focus
attention on that rather negative consequences. (Busch Blvd)
Everyone seems to be in a rush and every person for themselves.
Would be nice if something like this actually worked. (Park Blvd)
I think the idea behind it is commendable and in a dream world,
teamwork is obviously ideal. But it feels too ‘kid-friendly’ when
talking to adult drivers. (Park Blvd)
Juvenile. Is this targeted to young drivers? If so, that should be
clear. Otherwise we need a wider audience in mind than is available
using the sports metaphors. (Park Blvd)
Actually everything I saw is nothing new. We should be yielding and
being aware of pedestrians and bikes. (Park Blvd)
Not everyone wants to be a team player. Those are usually the ones
already breaking the rules. (Park Blvd)
Does not focus on an incentive. Promotes social behavior with key
benefit and do your part / be responsible. (US 19)
Aren’t the rules already laws? When is the last time someone was
ticketed for jaywalking? (US 19)
When asked what the concept was telling them, most of the focus group members
mentioned working together as a team and following the rules or facing consequences.
All stakeholders (drivers, bicyclists, and pedestrians) play a part in
safety and traffic flow. (Busch Blvd)
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Follow the rules or you’ll get punished. (Busch Blvd)
There’s consequences to your actions (fines, etc.) and we need to
work as a team when driving. (Busch Blvd)
When rules of the road are followed there are less incidents on the
road. (Park Blvd)
Tells me to play by the rules and not face consequences. (US 19)
It is saying be careful, you will get a fine. (US 19)
Everyone must work as a team to keep safe. (US 19)
Some responded that the message wasn’t strong enough and that the concept was vague
or confusing.
It’s a soft message. Move at a community message. However, many
drivers are from outside the Park Blvd area. (Park Blvd)
Standard “soft” Big Brother. None of it addresses why the accidents
are happening. (Park Blvd)
Too sports oriented/confusing. (US 19)
It’s a little vague. (US 19)
Team work is more important than safety. How can you mitigate the
variables? What’s happening in the other laws? (US 19)
Participants were asked whether they felt that the benefits of doing the behavior were
realistic in their life. Most focus group participants stated that the presented benefits were
realistic to them.
Yes, but I think this is a more serious issue and any campaign should
reflect the seriousness of the safety issues on Busch Boulevard.
(Busch Blvd)
Yes, absolutely. But the pedestrians need to be educated far more to
follow the rules. Most (not all drivers) follow pedestrian crossing
rules. (Busch Blvd)
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Yes, because like I said before, there are incentives to obeying the
rules of the road, and safer for everyone who travels it. (Park Blvd)
Yes, I think it is realistic. We all can benefit if everyone does their
share. (Park Blvd)
Yes, fewer crashes = efficient travel. Everybody wins… However,
everyone is selfish. (US 19)
However, some of the participants in the Park Blvd and US 19 focus groups stated that
some of the benefits were not realistic in their lives. For example:
No. People know the rules, they’re just reacting to the lousy
condition of Park and being impulsive to the point of carelessness.
(Park Blvd)
Do not believe this is a realistic concept. (Park Blvd)
No… I already feel like I’m following the rules. (Park Blvd)
It makes sense. I just don’t know how it would work in real life due
to all the traffic, congestion, and vacationers. (US 19)
Focus group members were asked what elements of the concept they especially liked.
Many responded that they most liked the positive and upbeat message, the inclusion of everyone
in responsibility, fewer crashes leading to faster travel time, and enforcement. For example:
The emphasis on punishment. (Busch Blvd)
It’s a pretty positive message and consequences to not following the
rules. (Busch Blvd)
The rules and the spirit/fun of the campaign. (Busch Blvd)
Fewer crashes = faster travel, that’s the only one. (Busch Blvd)
That if all follows the rules, there will be fewer crashes. (Park Blvd)
I do like the focus of more enforcement. (Park Blvd)
The fact that everyone is responsible for the common good. (Park
Blvd)
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Prevent delays (due to accidents). (US 19)
It says we’re all in this together. (US 19)
Focus on punishment for not following the rules. (US 19)
When asked specifically about the potential taglines presented, participants indicated
which taglines that they liked and which they did not like on their individual worksheets. Figure
44 displays the cumulative results for each corridor for each of the taglines presented for
Concept 1 (Teamwork); green checkmarks indicate that the participant liked the tagline, while
red x’s indicate that the participant did not like the tagline. Taglines written in red were
additions suggested by focus group participants.

Busch Blvd
Teamwork Makes the Boulevard Work, Busch Boulevard ×    ×  
Yield to Those Who Cross the Field, Busch Boulevard  × × × × ×  
For the Good of the Team, Busch Boulevard × × × × × ×  × ×
Yield of Dreams, Busch Boulevard × × × × × × (funny) × × × × ×
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Celebrate Independence from Fines, Yield to Pedestrians × × × × × × × × × × × ×
Park Blvd
Teamwork Makes the Boulevard Work, Park Boulevard ×  ×  ×   × × ×  (would be
memorable) 
Yield to Those Who Cross the Field, Park Boulevard × ×  × × × ×  × 
For the Good of the Team, Park Boulevard  × × × × × × × × × × × 
Yield of Dreams, Park Boulevard × × × ×   × ×   × (lost on younger kids) × ×
Celebrate Independence from Fines, Yield to Pedestrians × × × ×   × × × ×  × ×
US 19
Teamwork Makes the Boulevard Work, US 19 ×  × ×  × × (teamwork makes the street work)
××××
Yield to Those Who Cross the Field, US 19 × ×  × × × × × × × × ×
For the Good of the Team, US 19 × × × × × × × × × × ×  ×
Yield of Dreams, US 19 × × × × × × × × × × × ×
Celebrate Independence from Fines, Yield to Pedestrians ×  ×   × × × × × × ×
There’s a right way on the roadway
There’s a right way to use the roadway – US 19
Yield to those who cross the crosswalks
Watch the crosswalks
Yield for dreams
Figure 44. Concept 1 tagline likes and dislikes amongst focus group participants.
Concept 2
When presented with Concept 2, “This Road is For Everyone”, about half of the focus
group participants indicated that they had seen similar concepts or advertisements. Examples
that they identified included the “Share the Road” campaign, signs in neighborhoods such as
“slow down, children live here”, and littering campaigns that focus on “working as a
community”. Compared to other advertisements they had seen, most participants indicated that
this concept is memorable.
Very memorable. Effective use of diverse local leaders speaking on
behalf of their community. (Busch Blvd)
Memorable. Has local faces we would recognize and more geared
toward everyday users of the road. *Doesn’t feel
lectured/elementary* (Busch Blvd)
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Memorable – the personalization of who uses Busch for what
different purposes is great! (Can be used with any final campaign)
(Busch Blvd)
Memorable. The focus is on pedestrians and bicyclists. For a driver,
that is sometimes forgotten. (Busch Blvd)
Not memorable as its too simple and not catchy enough to remember
or relate. (Busch Blvd)
Very memorable, adds a human aspect, able to relate more to
people. (Park Blvd)
Somewhat memorable. It tries to get everyone to imagine themselves
as the pedestrian or as a member of our family/community as the
pedestrian. (Park Blvd)
Very memorable. It targets everyone’s social responsibility to each
other. (Park Blvd)
I feel it is more memorable because it makes me think “I better yield,
that person has value”. (US 19)
Not very memorable. Unless maybe you incorporate something like
a play on a song, like “this land is my land” comes to mind. Likes
“this road is my road, our road” A song jingle. (US 19)
When asked to describe the first thing that came to mind when they saw this concept,
most of the focus group members mentioned that it created a sense of working together as a
community and that the road was for all to share.
That there are others on the roadway not just drivers. (Busch Blvd)
Chris – Effective, moving messaging. The key statement is succinct
and direct. I really like this concept. (Busch Blvd)
The road is for all travelers of all types. Everyone uses this road.
(Park Blvd)
Community empathy, caring for others. Not treating pedestrians and
bikes like enemies on the road. (Park Blvd)
It reminds me of the people I care about that I would want to be safe
when they bike or walk. (US 19)
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I like the community idea. But I don’t think I’ll think about it while
driving. (US 19)
When asked what the concept was telling them, many of the focus group members
shared similar responses in that it gave them a sense of community, to watch for others on the
road, and to be responsible as a driver.
We all share the responsibility for the safety of ourselves and others.
Respectful. Creates empathy and understanding of others’
situations. Take responsibility – makes this responsibility more
personal. (Busch Blvd)
People like me, my friends, and family are walking, biking, and
driving out there. We all need to work together to be safe. (Busch
Blvd)
To pay attention to the road and to the surrounding areas. Make
room for pedestrians and bicyclists. (Park Blvd)
It tells me that we can really make it work if we really care for each
other. Sense of community. (Park Blvd)
There are multiple users of the roadway and you really have to
remain alert at all times. (US 19)
We are all in it together so we should all put in 100%! (US 19)
Participants were asked whether they felt that they benefits of doing the behavior were
realistic in their life. Most focus group participant stated that the presented benefits were
realistic to them.
Yes, the benefits inspire me to be a better driver and to want to make
this a better, safer road. (Busch Blvd)
Yes, family friendly strikes a positive chord with people. (Busch
Blvd)
Yes. When driving I often see bicyclists and pedestrians using the
road. Of course, if I see a cyclists on US 19 or SR 54, I think they’re
crazy for not using a sidewalk. (US 19)
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However, several participants did state that some of the benefits were not realistic in
their lives. For example:
No, no tagline benefit for people to follow realistically. (Busch Blvd)
“community”, no – I drive on the road, not live on it. (Park Blvd)
Not really because I observe the rules of the road and always watch
out for pedestrians and bicyclists. (Park Blvd)
Don’t see clear benefit the way the concept is presented now. (US
19)
When asked to indicate which aspects of the concept they liked best, most participants
wrote about how the concept includes all road users (pedestrians, bicyclists and drivers), reminds
people that we are all pedestrians, and that the concept uses real people and stories from the
community.
(a star and three hearts are drawn) that reminder that we are all
pedestrians… even once we park somewhere along Busch. Just
getting inside… being aware. (Busch Blvd)
The “all users” concept and putting examples of real people from
the community in the ad. (Busch Blvd)
That it focuses on bikes and pedestrians as they are often not thought
of as part of the roadway. (Busch Blvd)
Humanizing of the people. (Busch Blvd)
Park is used by all, so it is up to all to apply their rules of the road.
Enforcement and shared responsibility. (Park Blvd)
The idea that everyone is valued. This is something everyone can
(hopefully) agree with. (Park Blvd)
We are all pedestrians = us drivers to the world around us. (Park
Blvd)
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Humanization of real people. Shared responsibility/accountability.
(US 19)
The real people in the community although if you are from out of
town it would not matter. (US 19)
Reminders that if we all look out for one another, things run
smoothly. (US 19)
When asked specifically about the potential taglines presented, participants indicated
which taglines that they liked and which they did not like on their individual worksheets. Figure
45 displays the cumulative results for each corridor for each of the taglines presented for
Concept 2 (This Road is For Everyone); green checkmarks indicate that the participant liked the
tagline, while red x’s indicate that the participant did not like the tagline. Taglines written in red
were additions suggested by focus group participants.
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Busch Blvd
It’s Up to All of Us, Busch Boulevard ×  × × ×  ×  
Slow Down for Our Town, Busch Boulevard × × × × × ×  × × × 
Walk. Bike. Drive. Busch Boulevard (add hashtag)     (add hashtag)     (like
hashtag)   
Our Road. Our Pledge. #BuschBlvd × × × × × ×  (no cell phones, don’t encourage this) ×  ×

All for One and One for All × × × × × × × × × × × ×
Park Blvd
It’s Up to All of Us, Park Boulevard × × ×  × ×    (might come off as cheesy if not said
correctly) × 
Slow Down for Our Town, Park Boulevard ×       (slow down for our road?)  × ×

Walk. Bike. Drive. Park Boulevard          (add hashtag #ParkBlvd)  (
favorite, add #)  ×
Our Road. Our Pledge. #ParkBlvd × × × ×  × × × × ×  ×
All for One and One for All × × × × ×  × × × × × × × × 
US 19
It’s Up to All of Us, US 19   × ×   × × × × ×
Slow Down for Our Town, US 19 (Slow down in our town, US 19)  (Slow down in our town,
US 19) × × ×  × × × ×  ×
Walk. Bike. Drive. US 19   ×      ×  (add hashtag)
Our Road. Our Pledge. # US19 × × × ×  (take out the #US19) × × × × × ×  (circled hashtag
and crossed out the tagline)
All for One and One for All  × × × (we’re not muskateers) × × × × × × ×
Sharing is caring
Safety for all and all be safe
(Investing in infrastructure to have flashing lights indicate that someone is in the crosswalk.
These are very noticeable to drivers.
Figure 45. Concept 2 tagline likes and dislikes amongst focus group participants.
Concept 3
When presented with Concept 3, “The Golden Rule”, most of the focus group members
replied that they had not seen a concept or advertisement similar to it before. However, some of
the participants responded that they had seen similar advertisements, including DOT matrix
boards, distracted driving, and DUI enforcements. For example:
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Yes, “respect” is used in lots of commercials today. Not really for
transportation though. (Busch Blvd)
I have seen similar light up highway signs in New York. (Busch Blvd)
Yes. On interstate digital signs about texting, drinking, and
speeding. (Park Blvd)
Yes, cell phone/driving. Drugs/drunk driving. (Park Blvd)
Yes, Sunday school/church. Moral of the story, etc. “Teaching
children” with anti-smoking ads. (Park Blvd)
“Only you…” Smokey the Bear, McGruff the Crime Dog. (US 19)
Basic concept of enforcement. (US 19)
When asked if this concept was memorable compared to other advertisements or
campaigns they have seen, over half of the focus group members stated that it was. Many
mentioned it was memorable due to the popular media references, the aspect of The Golden
Rule, and the use of humor to portray an important message. Some participants mentioned the
memorability of the concept with some caveats. For example:
Media references make it memorable but not the concept itself.
(Busch Blvd)
This concept is very memorable because depending on your point of
view it’s either really corny or really Orwellian (“1984”). (Busch
Blvd)
Memorable, but will irresponsible drivers take it seriously? (Busch
Blvd)
Only memorable if the tagline is accompanying with the media
references or pictures to humanize. (Park Blvd)
Very memorable, but some of the tag lines sound a bit scary; like
“you are on your own” or “enter at your own risk”. (Park Blvd)
Memorable, but I don’t like the negative tone. (Park Blvd)
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It could be memorable if there was a campaign showing car hitting
pedestrian or bicyclist then tag line #3 (There’s Better Ways of
Meeting Your Neighbors). (US 19)
However, there were many focus group members who did not think the concept was
memorable.

Not so memorable. Although I like the concept of treating people
with respect, the specific messages used in this campaign did not
resonate with me. (Busch Blvd)
It’s catchy but doesn’t seem to me, to evoke a call to action on the
part of the driver. (Busch Blvd)
Seems more annoying, why does everything have to focus on the
negative? (Busch Blvd)
Not so memorable, the distraction issue is very important, however,
and should be a part of the campaign. (Park Blvd)
Not as memorable, seemed to be a jumble of ideas. No clear
statement. Am I doing this to be fair to others or to not get caught?
(Park Blvd)
Not memorable… overused and too easy to go cheesy. (Park Blvd)
Not so - feels a little preachy, although the traffic signage is
memorable. (US 19)
Not so. Many cities have done before, people still don’t get it. (US
19)
When asked to describe the first thing that came to mind when they saw this concept,
focus group members were varied in their responses. Many identified positive aspects of the
concept that came to mind, such as the catchy and humorous use of popular media references and
the notion to treat others with respect.
To be polite and treat others with respect. Doesn’t focus much on
the road problems. (Busch Blvd)
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I like the use of popular media references, not the specific taglines.
But the use of road signs and statistics are good. (Busch Blvd)
Basic human respect – concept seems too large and not specific to
concern at hand. (Busch Blvd)
The focus “Treat others as you would like to be treated”.
(Park Blvd)
Creative. Connecting the campaign to popular social media
(i.e., facebook). (Park Blvd)
Love the star wars reference. (US 19)
Empathy – understanding. (US 19)
Other focus group members mentioned negative aspects of the concept, including the
idea of “Big Brother” watching you, feeling lectured by the concept, overruse of the ideas, and
not having a clear goal in the message.
Negative, lecturing, drivers are doing something wrong all the time.
(Busch Blvd)
I’m angry and annoyed – I feel this is mostly about the drivers and
feel it’s telling me I’m doing something wrong when I’m not.
(Busch Blvd)
All over the place, lack of focus and to cliché. (Busch Blvd)
The phrase “big brother is watching you”. I understand that it’s
probably not the intention, but it makes me wonder how the city of
Gainesville could have those statistics. (Busch Blvd)
The Golden Rule is kind of generic / overused concept. All folks may
not get the “popular” media references. (Park Blvd)
Overplayed. I hated the Star Wars references. Trying too hard!
(Park Blvd)
Scary! What part of town am I? (Park Blvd)
Big brother. (US 19)
Not 100% clear, needs clearer path like above. (US 19)
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Old-fashioned, trite. “Path to the dark side” might appeal to some
star wars references sound hokey. (US 19)
When asked what the concept was telling them, all of the focus groups responses were
centered around three themes: treating others with respect, being responsible by following the
rules of the road, and being watched and having to face consequences.
Do good because you might get caught if you don’t. (Busch Blvd)
Do your part or face consequences. (Busch Blvd)
It does make you think about watching out for people on the
roadways. (Busch Blvd)
To be respectful of everyone on the road. We are all using it
together. (Park Blvd)
To behave or you will negatively influence others (including your
kids) or be caught. (Park Blvd)
That everyone should obey the rules of the road but needs more ads
to emphasize these rules. (Park Blvd)
That there is consequences to my actions even if no one saw me do
something wrong. (US 19)
You are responsible for yourself and others. (US 19)
A few of the focus group members once again mentioned the overuse of the concept and
the skepticism that it would not work towards effective behavior change.
Follow the golden rule… it’s not effective. (Busch Blvd)
Follow the rules; I already do this but don’t feel it will sway those
who don’t. (Park Blvd)
If the city isn’t taking themselves seriously, why should I? (Park
Blvd)
Whomever put this together is trying too hard. (Park Blvd)
One participant suggested using positive reinforcement in the concept.
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Under benefits… maybe use a positive reinforcement of “get caught
doing the right thing”. (Park Blvd)
Participants were asked whether they felt that the benefits of doing the behavior were
realistic in their life. Most focus group participant stated that the presented benefits were
realistic to them.
Its basic principles of life, following the rules. (Busch Blvd)
It’s a much more ingrained idea, Golden Rule. Do unto others… etc.
It’s more “realistic” because it’s pinging basic empathy. (Park
Blvd)
Yes, definitely! We all want a safe town. Road and happy outcomes.
(Park Blvd)
Sort of. I’m already “mister rule follower” so getting caught or
traffic fines don’t concern me much. Perhaps for others? (Park
Blvd)
Yes, I will admit I check my emails at red lights. When I do I look
around and everyone else is and it catches me off guard. I think, look
at them! They are on their phones when I am doing the same thing.
I have made a conscious effort to stop! (Park Blvd)
Yes, because the message is clear to me. (US 19)
Some participants offered suggestions to improve the benefits of the
concept.
Yes, but I like a more positive way of expressing the Golden Rule –
would be more effective. (Busch Blvd)
Yes, except lessening the fear of hitting a pedestrian because it’s not
a pedestrian friendly road so pedestrians still cross the road
illegally. (Busch Blvd)
If there was a positive spin versus the negative (avoid fines, don’t
get caught). I.e. traffic tickets doubled when workers present. Works
although defensive. (Busch Blvd)
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Can be with the big brother aspect, but can be aversion. (Park Blvd)
Other focus group members did not find the benefits realistic to them.

I don’t think so, I think I’m just annoyed by this whole concept.
(Busch Blvd)
Avoid points does not apply to me. Lessen fear… it’s NOT one of my
fears?? Role model???? How?? “Don’t get caught…” Big brother?
CIA? WIRETAPPING?? I see you, NSA. (Park Blvd)
Sort of. I’m already “mister rule follower” so getting caught or
traffic fines don’t concern me much. Perhaps for others?
(Park Blvd)
I believe it’s just another slogan type that will be ignored.
(Park Blvd)
Focus group members were asked what elements of the concept they especially liked.
Many responded that they most liked the use of highway signs and statistics, testimonials, humor
in the popular references from the media, and the idea of being a role model to others. For
example:
The road signs (changeable messaging) and the use of statistics as
a reminder that we all share responsibility for safety. (Busch Blvd)
Testimonials, makes it relatable and makes you feel somewhat
guilty. Signage would help drivers remember. (Busch Blvd)
The funny movie lines. (Busch Blvd)
Others are watching and learning from you in and out of the car.
(Park Blvd)
“Treat others how you want to be treated”. Being a town where
everyone feels safe. Testimonials. (Park Blvd)
Awareness to distraction
Accountability. (Park Blvd)

and

overhead reminders

signs.
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Others watching you and what you do (children). Real life
testimonials. Use of popular media references. (US 19)
The statistics in Gainesville and the media type of advertising. (US
19)
Promotes safety and polite/courteous driving habits. Use of stats
(through volunteers, etc) is powerful. (US 19)
Other participants mentioned elements of the concept that they did not like. These include
a lack of focus on the important issue of road safety and the impracticality of applying the
Golden Rule to change drivers’ behavior.
I really don’t like this one – doesn’t focus on the road issues. (Busch
Blvd)
Focus is on media, not the issue. (Busch Blvd)
It’s cute, but I don’t see it having an effect on irresponsible drivers
because it’s not serious enough. (Busch Blvd)
This idea lacks a bit of focus? I can see different angles, but don’t
all mesh. The golden rule is easy to grasp. (Park Blvd)
Obviously the golden rule is the golden rule for a reason… so I like
the idea behind it, but not for a traffic campaign. (Park Blvd)
I like the statistics sign. But if it’s truly 52% then that may work
against it with teens. (US 19)
When asked specifically about the potential taglines presented, participants indicated
which taglines that they liked and which they did not like on their individual worksheets. Figure
46 displays the cumulative results for each corridor for each of the taglines presented for
Concept 3 (The Golden Rule); green checkmarks indicate that the participant liked the tagline,
while red x’s indicate that the participant did not like the tagline. Taglines written in red were
additions suggested by focus group participants.
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Busch Blvd
May the Force Be with You, Busch Boulevard × ×   × × × × × × × × ×
Don’t Turn Your Car Into a Death Star, Stop for Pedestrians × × (too long)  × × × (keep
pedestrians safe) × × × × ×
There’s Better Ways of Meeting Your Neighbors (maybe, but not sure because this could be
viewed as making light of serious accidents) ×  ×  × × (terrible) × × × × × `
After you (polite) or After you (police) × × × × × × × × × × ×
Park Blvd
May the Force Be with You, Park Boulevard (a bit too cheesy)  × × ×  × × ×  × × × × ×
(too specific, even though everyone knows star wars – potential copyright issues) ×
Don’t Turn Your Car Into a Death Star, Stop for Pedestrians    ×  × ×   × × (cheesy)
×××
There’s Better Ways of Meeting Your Neighbors  (my fave of all tag lines) ×    ×  
(maybe)    × 
After you (polite) or After you (police) × × ×  × × × ×   (sort of like it) (clever but too
clever, people wouldn’t get it right away)
Get caught doing the right thing
It can happen to you
One person dies every ___ due to _____
Cash me on Park Blvd how bow dat?
Your microwave. Alexa. Your smart TV. Your community. They’re watching you.
US 19
May the Force Be with You, US 19 × × × × ×  × × × × × × ×
Don’t Turn Your Car Into a Death Star, Stop for Pedestrians × × × × ×   ×  × ×
There’s Better Ways of Meeting Your Neighbors  ×          
After you (polite) or After you (police) × × × × ×  ? × ×    (#afteryou)
After you (letting pedestrian cross)… After you… (police closing jail cell door)
Slow down or go down.
You’re in sight… do it right.
Don’t meet your neighbors in the crosswalk
(Using sensors and flashing lights indicating that someone is in a crosswalk is noticeable to
drivers)
Figure 46. Concept 3 tagline likes and dislikes amongst focus group participants.

All Concepts
Lastly, focus group participants were asked to rank the three concepts from most
preferred to least preferred. The following table (Table 7) represents the results of the ranking
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exercise amonst participants from each of the three corridors. The majority of participants from
Busch Blvd and Park Blvd both chose Concept 2 as their most preferred concept, while the
majority of participants from US 19 chose Concept 3 as their most preferred concept.
Table 7. Concept preference.
Concept 1

Concept 2

Concept 3

Teamwork

This Road is For Everyone

The Golden Rule

1st

2nd

3rd

1st

2nd

3rd

1st

2nd

3rd

Rank

Rank

Rank

Rank

Rank

Rank

Rank

Rank

Rank

Busch Blvd

1

9*

4

13**

1

0

0

4

10

Park Blvd

0

3

14

15**

5

0

5

9*

3

US 19

0

4

10

6

7*

1

8**

3

3

Note. This table represents the number of participants from each focus group who ranked the
three concepts in order of preference. Most preferred = 1st Rank, Middle Preferred = 2nd Rank,
and Least Preferred = 3rd Rank. ** indicates the most preferred concept from the focus group,
while * indicates the second most preferred concept.
After completing individual responses to the presented questions, all focus groups were
opened to a discussion in order facilitate a conversation regarding their initial thoughts on the
concepts presented and reflect on the responses they wrote. There were some points brought up
during the discussion that were not reflected in the individual responses.
Regarding Concept 1, participants from Busch Blvd and Park Blvd mentioned that the
most beneficial component of the campaign was missing: the benefit of pedestrians and
bicyclists not getting hurt. Another point that was brought up was the idea of providing statistics
to drivers involving how much travel time is lost when there is a crash. Several participants from
both Park Blvd and US 19 agreed this would help make the concept more effective. Several
participants from Park Blvd and US 19 also mentioned adding how much the enforcements
would cost violators in order to promote effective behavior change, while others suggested that
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adding statistics related to the number of deaths involving pedestrians and bicylists would be a
good idea.
For Concept 2, many participants from Busch Blvd and Park Blvd were in agreement that
the tagline “Walk. Bike. Drive” should be followed by the hashtag “#BuschBlvd” or
“#ParkBlvd”. This was also reflected in the individual responses and can be seen in Figure 46.
Several participants from US 19 also mentioned that the concept was missing an aspect that
involved more personalized messages from individuals who were hit as pedestrians or bicyclists.
One participant mentioned that using stories from family members might create more impact
behind the message. Additionally, several participants from Busch Blvd mentioned that there
was a need to create more of a community feel along Busch Blvd if the concept were to be
effective. Many pointed out that visitors to the local theme park, Busch Gardens, might not
understand the community of Busch Blvd and that the invovlement with the theme park on this
concept might bring about desirable changes.
Three members in the Busch Blvd focus group agreed that Concept 3 was focused too
heavily on negative consequences. Rather than being penalized for breaking the law, participants
suggested the concept should focus on getting caught “doing the right thing”. This did not reflect
the responses that participants answered individually, as only one member of the focus group
pointed this out in their worksheet.

Employer Interviews
Concept for Large Employers
Employer representatives previously participating in interviews were presented with a
concept that included three ideas. Telephone interviews were conducted with eight employer
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representatives agreeing to discuss the concepts. When asked about Idea 1 (Network and share
information during informal breakfast meetings), all but one of the employer representatives
indicated they had not participated in similar meetings. One employer representative indicated
that they had participated in a group they thought may be similar. All of the employer
representatives indicated that they did not want to add another meeting to their schedules.
I have so many meetings and adding one more meeting to the mix is
not an option.
I would prefer to attend virtual meetings if they are short. An easy
to use website would be great.
Transportation isn’t my top concern at this time.
I would be interested in learning at my desk if the information is easy
to understand.
When asked about Idea 2 (Learn how to receive local/ national recognition through Best
Workplaces for Commuters), all of the employer representatives were interested in learning more
about the program, and indicated personalized help through representative visits would work
best.
I would be interested in learning more about the Best Workplaces
for Commuters program.
I’m not sure if we would meet the guidelines for the program, but we
would be interested in working towards a designation.
When asked about Idea 3 (Learn at your desk via virtual informational webinars), all
employer representatives were interested in virtual webinars related to commuter issues in their
area. They all indicated that a virtual format for information sharing would be acceptable given
their time limitations during the day.
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This phase concluded employer participation in the research study. The information
collected through Phase I and II provided adequate data to recommend a program for large
employers.
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Phase III: Pretesting
The purpose of this project was to create a marketing campaign with key messages to
elicit desired behavioral changes of drivers, pedestrians, bicyclists, and employers along three
high-volume, high-crash corridors in Pinellas, Hillsborough, and Pasco Counties. Based on the
results of Phase II, a marketing brief was developed for each priority audience to guide the
development of the creative materials and strategies for the campaign. The marketing briefs
were provided to a professional media firm to develop the campaigns. The marketing briefs for
all modes can be found in Appendices VII-X. In order to position the marketing campaign for
the highest potential for best-case outcomes, the team has pretested potential messages and
strategies by conducting on-the-street interviews with pedestrians and bicyclists, an online
survey with stakeholders, and driver focus group discussions. The purpose of the testing was to
get the priority audience’s input into the decision of which idea to use for the final campaign
materials. Two rounds of pretesting were conducted; after the first round of pretesting, draft
materials were revised to include suggestions received, and a second round of pretesting was
completed.
The following section summarizes data collection methods used and findings from the
pretesting phase.

Methods
Pedestrian and bicyclist interviews and driver focus groups were conducted to pretest
four logo designs and messages developed for the campaign name “Walk, Bike, Drive” along the
three corridors. Additionally, stakeholder input was sought to gather feedback about the draft
marketing materials and logo designs.
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Pedestrian and Bicyclist Interviews
Guided by the scholarly literature, an interview guide was developed to better understand
pedestrian and bicyclist perceptions of the logo designs and message materials developed for the
campaign and how each group would respond to these logos along the three high crash corridors.
At the same time, participants were also interviewed to understand perceptions of the pop-up tent
campaign ideas for bicyclists and pedestrians. The logos, message materials, and pop-up tent
campaigns were developed using previously developed concepts and marketing briefs for
pedestrians and bicyclists, found in Appendix IX and X, respectively. Interviews were conducted
between October and December 2017 with individuals walking or bicycling along each of the
three corridors. Each interview lasted approximately 5-10 minutes and took place at a location
convenient for the individuals participating such as on the sidewalk or in a nearby shaded
parking lot. In exchange for their participation, individuals received a reflective bag with bicycle
and pedestrian safety information, as well as a $10 Publix gift card. Approximately 75
individuals were interviewed during this phase. An example of the interview guide is included in
Appendix XI.

Driver Focus Groups
Guided by the scholarly literature, a focus group guide was developed to better
understand driver’s perceptions of the four logo designs and messages developed for the
campaign and how each group would respond to these designs along the three high crash
corridors. These logos and message materials were developed using previously developed
marketing briefs for drivers, found in Appendices VII and VIII. Two focus groups were
conducted along each corridor during the months of September and October 2017 with drivers
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(48 total participants). Participants were recruited via Facebook advertisements targeted to
households in close proximity to these corridors. Each focus group lasted approximately 90
minutes and took place at a location convenient for the individuals participating such as a
community center or hotel. For their participation, individuals received a reflective bag, a Florida
bicycle and pedestrian law book, and a $50 Publix gift card. An example of the focus group
guides are included in Appendices XII and XIII. The following tables (Tables 8 and 9)
document audience participation for Focus Group Rounds 1 & 2 data collection.

Table 8. Round 1 focus group participants.
Corridor
Session
# of Participants
Date

Busch Blvd.

Park Blvd.

US 19

Round 1

Round 1

Round 1

6

15

7

10/12/2017

10/05/2017

09/28/2017

Busch Blvd.

Park Blvd.

US 19

Round 2

Round 2

Round 2

10

8

10

12/14/2017

12/18/2017

12/08/17

Totals

28

Table 9. Round 2 focus group participants.
Corridor
Session
# of Participants
Date

Totals

28

Stakeholder Review
An online survey, asking questions similar to the focus groups, was developed and
distributed to individuals to better understand how they viewed the four logo designs and
messages developed for the campaign, and how each individual would respond to the designs if
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viewed along the three high crash corridors. Stakeholders were recruited to participate in the
survey through an email sent by the research team.

Materials – Round 1
Draft Logo Designs
The logos were designed from concepts that were developed based on analyses from
prior focus groups with drivers and on-the-street interviews with bicyclists and pedestrians on all
three corridors. Concepts were tested with drivers through focus groups that were held at
locations along each corridor in March 2017. Concept testing for pedestrians and bicyclists took
place on-the-street along each corridor in March and April, 2017. The purpose of the testing was
to get the priority group’s input into the decision of which idea to use when designing the key
messages. Then, marketing briefs were created and provided to a professional media firm to
develop the campaigns. Four logo designs were developed for each corridor with the campaign
name “Walk. Bike. Drive”. For example, “Walk, Bike, Drive, Busch Boulevard”, “Walk, Bike,
Drive, Park Boulevard”, and “Walk, Bike, Drive, US 19”.
Logo Design #1
The circular motion in this logo represents community and highlights the word “LIVE”
within “Walk, Bike, Drive”. Figure 47 displays the logo.
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Figure 47. Logo design #1 for the Walk, Bike, Drive campaign.

Logo Design #2
This logo design incorporates the “I” – “I walk, I bike, I drive”, reminding everyone that
we all may travel using one of these modes throughout the day. Also, the highlighted “I”
represents the lines in a road. Figure 48 displays the logo.

Figure 48. Logo design #2 for the Walk, Bike, Drive campaign.

Logo Design #3
This logo represents community and togetherness. All three words share the stroke
coming from the letter “A”. The stroke also represents sharing the road. This logo is displayed in
Figure 49.
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Figure 49. Logo #3 for the Walk, Bike, Drive campaign.

Logo Design #4
In this logo, each arc represents walk, bike, and drive. The arcs also represent motion
within a community of people working together. Figure 50 displays this logo.

Figure 50. Logo design #4 for the Walk, Bike, Drive campaign.

Draft Campaign Materials
The following section presents the draft campaign materials that were pretested during
Round 1.

Draft Driver Campaign
Draft campaign materials for drivers were developed based on analysis from focus groups
with drivers on all three corridors during Phases I and II of the project.
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Draft Pedestrian and Bicyclist Campaign
Campaigns for pedestrian and bicyclist education were developed based on analysis from
prior on-the-street interviews with bicyclists and pedestrians on all three corridors during Phases
I and II of the project.
Pedestrian Pop-Up Tent
This concept will focus on unadvertised pedestrian education featuring the proposed logo
designs. A pop-up tent will be set up at undisclosed locations along the three high-crash
corridors. The aim for this concept is for pedestrians to receive on-the-street education regarding
pedestrian safety and distribution of safety materials, such as reflective bands for walking.
Volunteers will distribute these materials and interact with pedestrians who walk along the
corridors. Pedestrians will also be able to take a safety quiz assessing their level of engagement
in safe behaviors when crossing crosswalks along the corridors. Figure 51 displays what this
concept may look like.

Figure 51. Pedestrian pop-up tent for on-the-street education.
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Bicycle Pop-Up Tent
This concept will focus on unadvertised bicyclist education featuring the proposed logo
designs. A pop-up tent will be set up at undisclosed locations along the three high-crash
corridors. The aim for this concept will be for bicyclists to receive on-the-street education
regarding bicycle safety at a location that is convenient to them. Volunteers will also distribute
bicycle lights, assist with light installation, and provide on-the-street education to individuals
who bike along the high-crash corridors. Figure 52 displays what this concept may look like.

Figure 52. Bicycle pop-up tent for on-the-street education.

Pretesting Results – Round 1
Pedestrian and Bicyclist Interviews
Three pop-up informational table events were hosted for the general public as part of the
pretesting information-gathering process. One table event was held in each of the following highspeed, high-crash corridors: Busch Blvd., Park Blvd., and US 19. Verbal interviews were
conducted with more than 75 pedestrians and bicyclists who were passing by and chose to stop.
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Safety information and free safety items, such as bicycle lights, reflective arm bands, reflective
backpack-style tote bags, and bright-colored t-shirts were given out to interview participants.
Table 10 displays the demographics of the participants who stopped by the table events.
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Table 10. On-street interviewee segmented demographics.
Interviews
Busch Blvd
(n = 25)
Count

Interviews
Park Blvd
(n = 27)
%

Count

Interviews
US 19
(n = 25)
%

Count

%

Mode
Pedestrian

17

68%

17

62.96%

15

60.00%

Bicycle

8

32%

10

37.04%

10

40.00%

Wheelchair

0

0

0

0

0

0

Age
Mean

38.50 years

47.78 years

47.30 years

Range

21 – 55 years

35 – 69 years

27 – 66 years

Mean

37.94 years

47.82 years

39.40 years

Range

19 – 67 years

25 – 68 years

18 – 64 years

Bicyclists

Pedestrians

Gender
Male

7

87.50%

8

80.00%

9

90.00%

Female

1

12.50%

2

20.00%

1

10.00%

Male

7

31.82

10

58.82%

11

73.33%

Female

7

31.82

7

41.18%

4

26.67%

Bicyclists

Pedestrians
Vehicle Access
Yes

1

12.50%

1

10.00%

2

20.00%

No

7

87.50%

9

90.00%

8

80.00%

Yes

4

23.53%

12

70.59%

7

46.67%

No

13

76.47%

5

29.41%

8

53.33%

Bicyclists

Pedestrians
Distance Live from Corridor

Bicyclists

Pedestrians

Within
½ mile
Greater
than ½
mile
Within
½ mile
Greater
than ½
mile

7

87.50%

2*

25.00%

7

70.00%

1

12.50%

6

75.00%

3

30.00%

15

88.24%

3

17.65%

12

80.00%

2

11.76%

14

82.35%

3

20.00%

* Two bicyclists reported being homeless and have been removed from statistical analysis above.
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Busch Blvd
Of the 25 people who visited the table event on Busch Blvd., 17 were male and 8 were
female. Seventeen people were traveling on foot and 8 arrived on bicycle. The age range of table
visitors was 19 to 67 years, with an average age of 38 years. Most individuals lived less than ½
mile from the Busch Blvd. corridor (Figure 53), did not have regular access to a vehicle (Figure
54), and walked of biked daily on Busch Blvd. (Figure 55).
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Figure 53. Residence distance from Busch Blvd.
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Figure 54. Regular access to a vehicle.
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Figure 55. Frequency of walking and/or bicycling on Busch Blvd.
When visitors of the Busch Blvd. table event were asked if they had ever seen a similar
display, most indicated they had not.
It’s a good idea that they are doing this – helping the community.
No, I’ve never seen a free bike light giveaway. It’s a good idea.

Table visitors were asked what the first thing was that came to mind when they saw the
table. Here are some comments received by interviewers:
Brought my attention, thought it was for a walk (i.e. cancer) – I like
to participate in those.
I think it is a good idea to help the community be safe.
What is this?
I like it.
The following comments were supplied by visitors to explain what induced them to stop
by the table:
Wanted to know what was going on.
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A person told me it was a good idea.
It is a good idea to be safe. I like the biking information.
Bike/walk banner. Something different.
Table visitors were asked what they thought about the free safety item given to them (a
bike light, a t-shirt, a reflective bag, and/or a reflective arm band). Here is a sampling of
comments received:
I like them. They will be really useful.
I might use it for jogging. It’s a good fit. I like it.
I love the bag. I will use it at the grocery store.
Fantastic. Lots of people should see this. Lots of people should use
it.
When asked how often visitors would use their free safety item, the majority of visitors
pledged to use the item daily. Here are a couple of additional comments interviewers received:
Anytime I am on my bike. Especially riding at night.
Every day, if I am walking, especially at night.
Until it breaks or batteries die. [Bike light]
Interviewees were asked if they intended to visit the website. 19 out of 25 indicated they
did intend to do so. The following are a selection of supplementary comments interviewers
received:
Absolutely. I love helping out the community, especially for safety.
Yes, when I get to my house I would go there to see what is going
on.
Might take a look because biking and walking but [I] usually
don’t.
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When asked to speculate whether or not other people they knew would stop by a table
event like the one they visited, here are some examples of responses provided:
Yes, because they have children and it is more about safety than
anything.
Yes, because they don’t know what is going on. They would go
through with it if getting something.
Probably not. They don’t care about safety.
Yes, because it is good to ride bikes and be safe at night.
Interviewees were asked what it was they especially liked about the idea of a table event
dedicated to bicycle and pedestrian safety. Here is a sampling of answers provided:
Like that it is giving back to the community and helping others.
It’s for safety. It’s important.
That [you] aren’t making people come do it. Giving people an
incentive to do something. Still would have stopped without gift card
because I have time.
Promoting bicycle safety. Really bad, anything that can help out
with that.
Table visitors were given the opportunity to share feedback on what they thought could
be improved. Most people indicated they did not have any improvements to suggest. Here are
some of the comments that were provided:
More visible banner. More tents.
Include extra batteries.
Yes, play a game. Make it fun.
Additional comments provided by visitors:
It’s a good thing. It helps raise awareness.
It is very important in this neighborhood with kids.
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Bike trail needed. I live along Busch. Dangerous on sidewalk.
[We] need people like you helping us.
Park Blvd.
Of the 27 people who visited the table event on Park Blvd., 18 were male and 9 were
female. Seventeen people were traveling on foot and 10 arrived on bicycle. The age range of
table visitors was 25 to 69, with an average of 49 years of age. Most individuals lived greater
than ½ mile from the corridor (Figure 56), did not have regular access to a vehicle (Figure 57),
and walked and/or biked daily on Park Blvd. (Figure 58).
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Figure 56. Residence distance from Park Blvd.
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Figure 57. Regular access to a vehicle.
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Figure 58. Frequency of walking and/or bicycling on Park Blvd.
When visitors of the Park Blvd. table event were asked if they had ever previously seen a
similar display, all but one person indicated they had not. The following are a couple of
supplementary comments provided by visitors:
No, not at all. Fantastic idea; relevant to the area.
No, first time. Think it’s a great idea.
[Yes, at a] Safe Harbor presentation.
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Table visitors were asked what the first thing was that came to mind when they saw the
table. Here are some comments received by interviewers:
Free light. Especially around here – a lot of people depend on their
bikes.
Seen the lights, thought about [a] friend who got hit recently near
here.
Saw reflectors so [I] came over.
It’s a good thing, something that should be done more often.
The following comments were supplied to interviewers by visitors in explanation as to
why they decided to stop by the table:
Someone told [me you] had free items.
Curiosity; Look friendly.
To get the free lights. We both need them. Have a flashlight that I
carry when bicycling.
Looked at pictures on tablecloth – saw walking/biking.
Need lights on bike – have been carrying a flashlight while biking.
Table visitors were asked what they thought about the free safety item (a bike light, a tshirt, a reflective bag, and/or a reflective arm band) that was supplied to them. Here is a sampling
of comments received:
Great item. Ride from Gandy to Belleair riding down busy
roadways.
They look nice. Lights are very useful. They will be great actually.
Very good for the lights. People know when you come – they can see
us.
Like bag – backpack style great.
Great, I like them; usually walk @ night with phone on.
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When asked how often visitors would use their free safety item, most visitors indicated
often to every day. Here are a couple of additional comments interviewers received:
Every day. Wrist band if at night.
Bag = All the time; looks nicer than Winn-Dixie bag. Lights =
Everyday.
Yes – Tonight I will install [the bike light].

Visitors were asked if they intended to visit the website; there was a fairly even split
between those who did and did not intend to do so. The following are a selection of comments
interviewers received:
Yes – more because biking/walking related.
Usually won’t visit websites. Don’t have a phone.
Yes, to check out what it is all about.
No access to cell phone.
When asked to speculate whether or not other people they knew would stop by a table
event like the one they visited, here are some examples of responses provided:
I think they would if they were smart; to get free items.
Yeah. If they see items [they] will check it out; see what’s going on.
Yeah, most kids don’t have bike lights. Would be good for kids going
to school. Educate parents.
Yes, I think so. If they have a bike they will look and stop.
Interviewees were asked what they especially liked about the idea of a table event
dedicated to bicycle and pedestrian safety. Here is a sampling of answers provided:
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Personnel. Just the fact that [you] are out here trying to help people.
Giving back to community. Promote safe bicycling.
Great idea. No bike lanes – must use sidewalk. Bike safety is a great
idea.
Biking education I especially liked. Bikers aren’t aware of ped laws.
Welcoming; you guys are friendly.
Table visitors were given the opportunity to share feedback on what they thought could
be improved. Most people indicated they did not have any improvements to suggest. Here are
some of the comments that were provided:
Helmets, blinking lights, reflective items.
Another spot that gives access to more people. Good places:
Pinellas Park Mall, PSTA Terminal, Williams Park (on Sat).
More signage. Heads up coming around the corner.
More locations, more supplies.
Additional comments provided by visitors:
Great idea. Great service to community. Good for peds/bikes but
also cars.
Very nice lady.
US 19
Of the 25 people who visited the table event on US 19, 20 were male and 5 were female.
Fifteen people were traveling on foot and 10 arrived on bicycle. The age range of table visitors
was 18 to 66, with an average age of 43 years. Most individuals lived less than ½ mile from the
corridor (Figure 59), did not have regular access to a vehicle (Figure 60), and walked and/or
biked on US19 daily (Figure 61).
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Figure 61. Frequency of walking and/or bicycling on US 19.
Visitors of the US 19 table event were asked if they had ever previously seen a similar
display. Most indicated they had not. The following are a couple of supplementary comments
provided by visitors:
It has happened in the elementary schools. Talk about safety patrol.
Not on streets.
No. Just the police if they stop you sometimes [they] give lights.

Table visitors were asked what the first thing was that came to mind when they saw the
table. Here are some comments received by interviewers:
Wonder what’s going on here.
It’s good. Shows us the responsible way of doing things.
Awesome. Going to tell everyone to come over who is homeless.
What in the world? Been here a year, never saw a table. Helping
homeless.
I need to get lights. Got two warnings.

The following comments were supplied by visitors to interviewers to explain why they
chose to stop by the table:
Word of mouth. Free lights.
Free lights. To see what bicycling information I could get.
Educate public. Need more.
Curiosity to find out what’s happening.
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Table visitors were asked what they thought about the free safety item (a bike light, a tshirt, a reflective bag, and/or a reflective arm band) that was supplied to them. Here is a sampling
of comments received:
They look nice. Will make me safe.
Think they are awesome. Already wearing armband.
Definitely good. Friend saw it off road without lights.
Like bike lights. Help riders be seen.
It’s good. Need the lights.

When asked how often visitors would use their free safety item, the majority of visitors
pledged to use the item regularly. Here are a couple of additional comments interviewers
received:
Every day. Ride every day.
Once a week. I don’t walk too much at night.
If I had a bike I’d use it all the time. Will wear reflector at night.
People on US 19 drive crazy.
Every single day.
Early in the morning. In the winter when it is still dark out.

Visitors were asked if they intended to visit the website. Slightly more than half the
visitors indicated they did intend to visit the website. The following are a selection of
supplementary comments interviewers received:
Yes. Will check the website. Didn’t know people were giving lights.
No internet access. Phone & bike were stolen.
No access. If I had access [I] would go to website.
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When asked to speculate whether or not other people they knew would stop by a table
event like the one they visited, here are some examples of responses provided:
Yes, in neighborhood.
Hard to say, now-a-days.
My mom would. My younger brother would (under 18), but not [my]
older brother.
Yes, they would. Safety items are important.

Interviewees were asked what they especially liked about the idea of a table event
dedicated to bicycle and pedestrian safety. Here is a sampling of answers provided:
Great item. Water bottle to carry would be good.
Giveaways. Nice presentation.
Free safety items.
Friendly people.

Table visitors were given the opportunity to share feedback on what they thought could
be improved. Most people indicated they did not have any improvements to suggest. Here are
some of the comments that were provided:
No. Great idea for the community and bike riders.
Put lights on bikes for them – otherwise they will sell them.
Get a tent. Get some shade.

Additional comments provided by visitors:
Wider sidewalks needed – like on east side of US 19. Wide like a
Advertise. Do it more.
Get a tent. Get some shade.
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No, it’s great that it’s done at all. Somebody cares.
US 19 – put lights on bikes for them – otherwise they will sell them.
Add tent to be more eye-catching.
bike path.
Seen people hit. Teach people how to get around.
Need to install more sidewalks to make it safer for people to ride.

Interview Logo Feedback
During the Round 1 pretesting phase, the pedestrians and bicyclists interviewed on the street
within each of the three corridors were asked to rank the Round 1 test logos in order of
preference and provide feedback. The following table outlines which logo design was most
preferred by each of the interview groups. A summary of feedback is included in Table 11.
Table 11. On-street interview logo preferences.
Interviews

Interviews

Interviews

Busch Blvd

Park Blvd

US 19

(n = 25*)

(n = 27*)

(n = 25*)

The following figures represent interviewees and their designations for
the #1 most preferred logo design during on-street interviews
# of interviewees
Logo #1

6

10

10

Logo #2

2

4

3

Logo #3

1

0

2

Logo #4

14

11

9

* Some interviewees declined to designate a preference and are, therefore, ommitted from table
totals listed above.
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Busch Blvd. – Most preferred logo feedback summarized
Of those interviewed on Busch Blvd. during the on-street interview process, a slight
majority of participants indicated Logo #4 as their most preferred logo design. Interviewees
found Logo #4 to be more eye-catching than other logos due to the swirl and, most especially,
the colors selected. A close second is Logo #1. Interviewees said the yellow color was easy to
see and reminded them of safety.
Park Blvd. – Most preferred logo feedback summarized
Logo #4 was, by far, the most preferred design by Park Blvd. interviewees. A couple of
comments interviewers received referenced the design, such as the swirl and its visual
cleanliness, however, most cited favoring Logo #4 because of the color palette used. Logo #1
was the second most favored because of the yellow color and its association with caution.
US 19 – Most preferred logo feedback summarized
US 19 interviewees preferred Logo #1 as their first pick. Reasons provided nearly
unanimously pertain to the yellow color used in the design. A close second was Logo #4.
Though some noted Logo #4 was the most attention-grabbing of the four logos, the majority of
participants indicated the preference was based on the colors used in this design rather than the
design itself.

Focus Groups
Four logos and two sets of messages with examples of marketing materials were
presented in Round 1. Though the logos and materials previewed were met with a relatively
favorable response, the feedback received was a clear indicator that additional revisions were
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required in order to better appeal to priority populations. Participants primarily had an affinity
for two of the logo directions proposed and one of the color palettes proposed. Participants also
indicated overall positive reception to one of the marketing materials approaches presented but
felt the messaging could be more engaging. It is this feedback that resulted in efforts to fine-tune
two of the logos and enhance one of the marketing message campaigns.

Busch Blvd. Focus Group Feedback
Message Materials Design #1
Participants were asked if they had seen messages that were similar to the examples
presented. Participants unanimously indicated the materials were familiar and associated them
primarily with other safety campaigns (examples given were “Share the Road” and “Move Over”
campaigns). When participants were asked to assess how memorable the sample campaign was
as compared to other ad campaigns they’ve seen, participants were split down the middle as to
whether or not the campaign was forgettable. A lack of rich colors and eye-catching photos were
attributed.
When asked what the first thing was that came to mind when seeing the messages,
multiple participants referenced previous transportation campaigns they had seen. One
participant indicated that it felt like the campaign presented was asking viewers to pity
pedestrians. Another said it was “nonthreatening”.
Participants were asked to share what they believe the messages are instructing them to
do. Nearly all respondents indicated they felt the campaign was asking drivers to be mindful of
pedestrians. One participant went a step further and mentioned a lack of information about
“how” to be more aware of pedestrians.
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[Regarding Message #1,] I like the meaning behind the reminder
itself, because a lot of people will only look left to see if there are
oncoming cars and if they don’t see any cars coming their way, then
they’ll just kind of swing out there without looking right. So I think
it’s a good reminder for people to look both ways.
People see [the messages], and they’re like, oh, okay, walk bike
drive, that’s what I’m doing.

Participants shared their likes and dislikes concerning the presented materials. The
number of overall likes outweighed dislikes. Dislikes referenced the photos selected, too much
empty space, and inconsistent messaging. Likes referenced color use and that the message was
“non-threatening.”
When [photos portray] someone that you can relate to, or like, even
someone that like, you’re like, they do live nearby, kind of like, feels
better because it’s like, not just like, some kind of advertisement, it
feels more real.
Yeah not, outside of anything like Mel’s or Rubens Cubans, or I’m
trying to think of any other restaurants down there, like, businesses
that I associate with a person that I then associate with Busch
Boulevard.
Yeah, okay, and so you have [portrayed in ads] Ruben who is an
owner and he’s saying, you know, I stop for pedestrians, so he’s
somebody who is known on the boulevard, and again, these are
examples. Or you could have someone like our Temple Terrace
Police Chief, Kenneth Albano, so he is saying, I stop for pedestrians,
and so you may have a photo of him, you might have them, you know,
standing there with pedestrians around them, or actually crossing
or something like that.
I do like the real people and I like what you’re saying about a
younger crowd, it seems less authoritative, more like we came up
with it ourselves, rather than it’s something like a law.
[For ads portraying local businesses,] Yeah, I would just,
Frankenstein, Rubens Cubans right in that, right in the 1st one, I
mean, that’s the perfect one right there, boom.
I mean, yeah, yeah, the real people definitely resonated more than
the, like, generic town’s folk. But I’m not, not really digging the, the
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gas station ad, just like in general, those don’t ever seem to catch
my attention?
Okay, but what if it was like a teacher or somebody at a school that
is on the corridor? Would that, or it’s still a business owner?
In this area that would be a good one [to include in photos a], USF
quarterback or something.
So it’s like, I would think when I’m on Busch, I would try to be like,
extra careful, because these ads are like, specific to Busch for a
reason.
Message Materials Design #2
When asked if participants had seen similar messages to those presented in Design #2,
responses were mixed. Two had seen similar ads and both individuals referenced other
transportation campaigns; a third person said the photos were familiar, like those used for
tourism, but that the ads were unfamiliar overall. The remaining participants who supplied
comments indicated they had not seen similar messages.
Participants indicated that Design #2 was over all more memorable than Design #1,
particularly in reference to the scene portrayed. Multiple participants noted that the relationship
between motorist and pedestrian was memorable.
The following sentiments are first impressions shared by participants: The ad is clear and
conjures impressions of safety and equity; participants indicated that they felt the ad was telling
them that the road is not just for car traffic but also for bicycle and pedestrian traffic; and one
participant seemed particularly to like the slogan “This road is for everyone”. Multiple
respondents relayed similarities to the “Share the Road” campaign.
Participants favored Design #2 over Design #1 two-to-one and unanimously preferred the
message “This Road is For Everyone”. Responders noted liking the boldness and directness of
the message but some felt the photos were distractive of the message in Design #2.
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I mean, great image, but that roads to live by definitely had me like,
huh, and I had that moment, if I were driving too and saw it, like,
huh, roads to live by?
Oh yeah, I like the boldness of the message, as opposed to the other
[first message], this one is better.
But this road is for everyone, is much better.
You focus on [the message “this road is for everyone”], I think, that
gets to people more that the road is there for bikes, and cars.
The gas advertisement seems like a good idea, because you have to
stand there for like, a minute.
You could also have the fast food places handing out the coupons
also, so that people get the message when they come back.

Logo Design Feedback
Four logos were presented to participants and feedback was requested in the form of
comments and order of preference. Based on rankings, Logo #1 was least favored because of the
colors used and the portion of the graphic which suggests a road is hard to identify within the
layout. Favor is fairly evenly spread among Logos #2, #3, and #4 with a slight preference for #3.
With respect to Logo #2, participants liked that the words were graphically connected. Logo #3
was favored for the “LIVE” message contained within the layout but it was noted that the
message was not readily obvious. Using different colors was also requested. Feedback for Logo
#4 was that the logo was attractive, especially the colors, but that it doesn’t match the subject it
represents (i.e. transportation and safety).
[The Walk Bike Drive in the logos suggests] All the lives are the
same and you deserve to live whether you’re walking, biking, or
driving.
Yeah, because I like how [the logo with the connected “A”] connects
all the Is. And then, I mean, when you were like, it’s supposed to be
a road, as was like, oh yeah, it’s like a road kind of. But if you could
put like, a little dot in the middle too that’d be really cool, because
it’d be like, hey, it’s a road.
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Park Blvd. Focus Group Feedback
Message Materials Design #1
Participants were asked if they had seen similar messages in the past. This particular
group mostly indicated they had not seen similar messages. When asked if Design #1 was
memorable, multiple participants noted the “Walk Bike Drive” aspect of the design was very
memorable but the ads as a whole were less so.
Those participating in the focus group were asked to share what the first thing was that
came to mind when seeing the messages. Driving safely, sharing the road, and watching out for
vulnerable road users were most often cited. Two respondents shared that the imagery is what
they noticed rather than the concept or messaging.
When asked what the message was telling viewers, respondents nearly unanimously
indicated that the message was to share the road with other users, such as bicyclists and
pedestrians. A couple of participants speculated that Park Blvd. specifically must have issues
with road safety.
Most participants liked Design #1 overall and indicated it is attention-getting. One
suggestion for improvement included replacing the slogan “Roads to Live By” because it was
perceived as weak and not directly speaking to the intended purpose. Another suggestion was to
replace the images with ones that feature a person in a wheelchair and a bicyclist(s).
Message Materials Design #2
Participants were asked if Design #2 was similar to other advertising campaigns they
have seen. The answer from this focus group was nearly unanimously no. When asked if the
materials were memorable, responses were more divided. Slightly more than half of the group
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members indicated the materials were memorable, particularly the “Walk Bike Drive” slogan.
Some respondents who indicated the campaign materials were not memorable shared that they
felt the design did not “stand out”.
The first thing that came to mind when seeing the materials, according to several
participants, was that the messages are very driver-focused. Safety and “sharing the road” with
bicyclists and pedestrians were the primary themes.
When participants were asked what they thought the message was telling them to do,
most responses were to watch out for pedestrians and to remember that drivers are not the only
users on roadways. A couple of participants also mentioned they thought the ad was telling them
to slow down.
Participants expressed liking the slogan “Walk Bike Drive” but multiple persons
indicated the messages in Design #2 were not engaging and that they disliked the selected photos
and wanted to see a different color scheme.
Among the participants, there was an overwhelming preference for Design #1 over
Design #2. Likewise, there was very strong support for the slogan “This Road is for Everyone”.
The tagline “Roads to Live By” did not appeal to this focus group population.
Logo Design Feedback
Of the four logo options presented, the group as a whole preferred Logo #3. Reasons
cited were that the word “LIVE” was spelled out within the words and the circle frame was
appealing. Several participants indicated not liking the colors used. Logo #4 was a very close
second; participants noted liking that the words are interconnected and that it is easy to read. To
improve Logo #4, several participants suggested using different colors. The next most preferred
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logo is #2 and feedback for improvement also mostly referenced changing the colors. Logo #1
was the least favored by far.

US 19 Focus Group Feedback
Message Materials Design #1
US 19 focus group participants were asked to share whether or not they had seen
messages like the ones presented in the session. Most group members had not seen similar ads. A
couple of those that had seen similar ads specifically referenced “Share the Road” campaigns
focused on drivers and bicyclists. A significant majority of participants indicated the campaign is
memorable due to the bright colors, the images of people using crosswalks, and the slogan “This
Road is for Everyone”.
Participants were asked to share their impressions of Design #1 materials at first look.
Multiple participants mentioned a feeling that the driver [pictured] isn’t paying attention and
should be more aware of pedestrians and bicyclists. One participant noted that it brought to mind
those pedestrians who are not using marked crosswalks to cross roadways.
Most participants indicated that they thought the messages were telling drivers to share
the road and be more aware of pedestrians and bicyclists when driving. One participant thought
the message was aimed at telling pedestrians to use crosswalks when crossing roadways. Visiting
the walkbikedrive.org website was also mentioned.
Focus group participants noted liking the simplicity of the layout and messaging, and
particularly, the bright color scheme. One person expressed that they felt the messages would be
easy to read while driving down the road. Only one dislike was expressed by a participant: One
person did not like the “Walk Bike Drive” message.
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Message Materials Design #2
Only two of seven participants indicated having seen similar advertising materials. When
asked if Design #2 materials were memorable when compared to other ads, the responses were
mixed. About half of the focus group members expressed that the ads are memorable because of
the “catchy” phrases and feeling a human connection. The remainder of the group did not find
the ads very memorable, particularly when compared to Design #1.
When asked the first thing that comes to mind when viewing the materials, participants
felt that the messages were only aimed for drivers; one person said they felt drivers were being
“singled out”. There were concerns that the message was too long and busy for drivers to read
while on the road. One person said bus stop advertising signage is what the ads reminded them
of. Participants uniformly thought the ad materials were telling them to share the road and to
slow down and pay attention. One person’s take-away was to go online and make the pledge to
be safe.
Focus group participants, when asked about likes and dislikes, expressed a lot of feedback
about the logos but not as much feedback specifically concerning the messages. The dislikes that
were expressed are that the message is not clear, the ads are too busy, and that viewers would
prefer different photos that are less focused on people’s faces and not blurry. Participants liked
the pledge concept, the rhyming words, and that there was a realistic image of person who
conveyed a feeling of caring for their community.
All but one participant preferred Design #1 over Design #2. When ranking the slogans
“Roads to Live By” and “This Road is for Everyone”, the group was split down the middle.
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Logo Design Feedback
Logo #2 was least favored. Most respondents did not cite specific reasons for their
dislike; general feedback was that Logo #2 simply was unappealing though a couple of people
mentioned not liking the letter “A” within the design. Logos #1 and #3 were similarly ranked for
second-most preferred. For Logo #1, participants liked how the letter “I” connected the words
but expressed concern that the logo is difficult to read and could distract drivers who were trying
to decipher its meaning. Logo #4 was the most preferred because of its eye-catching quality and
clean look.

Materials – Round 2
Based on feedback received during the first round of pretesting with drivers, pedestrians,
and bicyclists the draft marketing materials and logos were further refined based upon priority
audience input. The following section reviews the draft marketing materials tested during the
second round of pretesting.

Draft Logos Designs
Logo Design #1
This logo design incorporates the “I” – “I” walk, “I” bike, “I” drive, reminding everyone
that we all may travel using one of these modes throughout the day. Also, the highlighted “I”
represents the lines in a road. Figure 62 displays the logo.
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Figure 62. Logo design #1 for the “Walk, Bike, Drive” campaign.
Logo Design #2
This logo represents community and togetherness. All three words connect to one-another
utilizing the stroke from the letter “A” in walk, connecting through bike via the letter “I”, and
concluding with the letter “V” in drive. The stroke also represents the lines in a road and helps
remind us to share the road. This logo is displayed in Figure 63.

Figure 63. Logo design #2 for the “Walk, Bike, Drive” campaign.
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Draft Campaign Materials
Draft Driver Campaign
The following are examples of potential message materials. Some mock-ups portray
Logo 1 and some portray Logo 2. These images are intended as examples and logos may be
interchanged accordingly once a final logo design is selected.
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Banner Examples
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Advertising & Social Media Examples
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PSA Examples (30-second Radio Placements)
PSA #1: Empathy “Keep Cool at Crosswalks”
It’s hot outside. You’ve got your A/C on and you’re cruising along. You see a crosswalk ahead
and there’s someone stepping out. It’s really tempting to blow through, right? I mean, it’s only
ONE PERSON… so what? But here’s the thing: That ONE PERSON is doing the same thing as
you. It’s hot and he’s trying to get where he needs to go. So relax – stop for pedestrians. Not only
is it the law, it’s a really nice thing to do. Walk Bike Drive.org. Together we can get there safely.
PSA #2: Q&A “Look Both Ways”
Question: You come to stop at a red light and you want to make a right turn. So what do you do?
A) Look left, see no traffic is coming and make your move. B) Look right and make sure no one
is crossing the street in the crosswalk. Or C) All of the above. Yep, you guessed it. C. See
stripes? Hold tight and look BOTH WAYS before turning right. Take the Safety Pledge at Walk
Bike Drive.org. Together we can get there safely.
PSA # 3: Humor/Empathy “Take a Brake v2”
Why did the pedestrian cross the road? To get to the other side, of course! Seriously though…
why do pedestrians cross the street even if there isn’t a crosswalk? Let’s look at it from another
angle: You’re driving along and you plan to make a stop. You’re probably not going to drive ten
blocks out of your way when your stop is right there, right? Now imagine getting there when
walking. Sometimes there isn’t a crosswalk where someone needs to go. So take a brake and
keep an eye out for others. Make your Safety Pledge at Walk Bike Drive.org. Together we can
get there safely.
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Draft Pedestrian and Bicyclist Campaign
Campaigns for pedestrian and bicyclist education were developed based on analysis from
prior on-the-street interviews with bicyclists and pedestrians on all three corridors.
Pedestrian & Bicyclist Pop-Up Tent
A pop-up tent will be utilized to provide education and safety information at undisclosed
locations on the street along the three high-crash corridors and could also be used at public
events should the need arise. Pop-up tents help make volunteers more visible to passers-by and
provide both volunteers and visitors with protection from weather. The aim for this concept is
for bicyclists and pedestrians to receive on-the-street education regarding safety at a location that
is convenient and relevant to them. Figure 64 portrays two examples of what a pop-up tent could
look like and are identical except for the displayed logos.
When interacting with bicyclists, the aim is for volunteers to distribute bicycle lights,
assist with light installation, and provide on-the-street education to individuals who bike along
the high-crash corridors.
When engaging with pedestrians walking along these corridors, the goal is for volunteers
to provide on-the-street education regarding pedestrian safety and to distribute safety devices,
such as reflective bands. Pedestrians will also be able to take a safety quiz that assesses their
level of engagement in safe behaviors when crossing crosswalks along the corridors.
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Figure 64. Example of pedestrian and bicycle pop-up tent for on-the-street education.
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Pretesting Results – Round 2
Driver Focus Groups
Utilizing the feedback from Round 1, two of the four logos and one set of marketing
materials and messages were further refined for presentation at Round 2 data collection sessions.
Round 2 participants were nearly unanimous in their preference for Logo 1. The audience also
responded more favorably overall to the updated marketing messages and materials. In addition
to visual materials, three pre-recorded public service announcement (PSA) radio advertisements
were played aloud so focus group participants could provide input.
Busch Blvd. Focus Group Feedback
Message Design #1
Round 2 focus group participants were asked to share what they believed the message
was telling them to do. The impressions were consistent among participants. Perceptions of
message intent were a combination of driving slower, being more careful, and watching out for
pedestrians (particularly when turning right). Participants were asked to gage the likeliness that
they would personally comply with the prescribed actions and responses ranged from “likely” to
100% compliance. When asked who the message was speaking to, respondents unanimously
identified motor vehicle drivers as the primary audience.
Participants were encouraged to share their likes, dislikes, and overall impressions of the
message. A concern about the headline, “Hold tight” was raise because an alternative
interpretation could be to physically hold something; otherwise, the feedback was positive.
Participants praised the ad content for its rhyming scheme and clear easy message. A couple of
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participants liked concept image because it was from the driver’s perspective and because there
was a child in the crosswalk. One viewer’s suggestion for improvement was that the pedestrians
should look concerned or fearful of their safety.
Message Design #2
When participants were asked to explain what they thought the second message was
telling them to do, all responses thematically included driving slower, being patient, and letting
pedestrians safely cross the road. Responders indicated a 60% likelihood or better for complying
with the message’s perceived instructions. Drivers, particularly those in a hurry, were identified
as the primarily audience for the message, though two participants additionally mentioned
bicyclists and pedestrians.
Focus group participants felt the ad messaging might be too long for drivers to read on a
billboard when driving down the road. One person was concerned because the image portrays a
bicyclist walking his bike (rather than riding it) and thought perhaps a walker with a child stroller
might be more realistic. One participant specifically noted liking that the driver in the image
looks happy and calm and perceived the driver to be waiting patiently for the pedestrians to
cross. Another commented on “loving” that the pedestrians are not looking at the cars because it
makes it more clear to the viewer that a driver must be on the lookout for pedestrians.
Message Design #3
Participants were asked to interpret what Design #3 was instructing them to do.
Participants consistently interpreted the ad as intending drivers to slow down, wait for
pedestrians to cross the road, and to be patient and kind while doing so. Focus group members
consistently expressed that they intended to comply with the communicated message. Drivers,
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particularly impatient ones, were identified as the key audience for Design #3. Bicyclists and
pedestrians were also mentioned.
When asked to share what they liked about the message, participants noted liking that the
busy street looked like Busch Blvd. and that the driver was clearly at a stop and waiting for the
pedestrian to cross the road. The dislikes for the ad included that the message might be too
wordy and that the driver portrayed in the image appeared to be leaning out the window which
could be interpreted as having a verbal conflict with the pedestrian.
Message Design #4
Message Design #4 diverges slightly in format from the other messages in Round 2 as it
portrays a nonspecific business vehicle and staff. Participants interpreted the message as the
business owner and/or employee asking viewers to emulate their behavior by being cautious,
stopping at crosswalks, and that the business’s staff want pedestrians to be safe. One participant
expressed concern that the message could be misinterpreted as drivers should stop at all
crosswalks regardless of whether a pedestrian is present or not. Those who participated in the
focus group session indicated they were overall less likely to carry out the interpreted
instructions as compared to the first three ads (a mix of zero compliance, occasional compliance,
and 100% consistent compliance).
Round 2 participants identified the intended audience of the message primarily to be
drivers, particularly local drivers, as well as pedestrians and customers of the portrayed business.
When solicited for feedback about the message, most responses concerning the portrayal
of a business were positive; some respondents were particularly pleased that a company would
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promote transportation safety though one person expressed a concern that the design could be
perceived as unpaid advertising for the business.
Message Design #5
Focus group participants interpreted Design #5 as encouraging viewers to slow down, be
cautious and careful, and look out for pedestrians. Participants identified drivers, particularly
those who are inexperienced or in a hurry, as the primary intended audience but noted others
would also benefit. The majority of participants indicated a 50% or better likelihood that they
would adhere to the instructions presented in the ad.
Feedback from participants was positive and there was an overall appreciation for the
featured homophone (“brake” vs. “break”) but there were concerns that some viewers wouldn’t
understand the play on words. One respondent indicated they felt the message was “too wordy”.
There was also some confusion about the image and whether or not it accurately portrays a
driver’s blind spot. Some participants particularly liked the visual perspective featured in the
image.
Order of preference: Message #1 was most preferred because of its play on words and
because the message rhymes. Message #3 was the next preferred because participants
appreciated being reminded about the law and the message encourages politeness. Message #2
was in third position because viewers felt it was playful and “inviting”. Only one person most
favored Message #5 and no one preferred Message #4.

199

Logo Design Feedback
Logo #2 was preferred by participants nine-to-one. Reasons for its popularity included
readability and that the words were all connected. The main feedback received for Logo #1 was
that it was not as easy to read as Logo #2.
Radio PSA #1
After listening to PSA #1, focus group participants were asked to explain what they
thought the radio spot was asking them to do. Message take-aways for participants included
driving more slowly, stopping for pedestrians at crosswalks, being patient and polite [toward
pedestrians in crosswalks], and sharing a feeling of empathy with those traveling on foot. Eight
out of 10 participants indicated they would always carry out the actions requested in the
message.
When asked how the ad made participants feel, responses ranged from laughing to
wanting to be fair to and conscientious of pedestrians. One person thought it was slightly morbid
because they imagined a driver wanting to “mow down” someone crossing the street rather than
stopping and waiting for one solo pedestrian to cross. Most people indicated they understood the
PSA message and felt it was simple and clear, though one person did mention not understanding
the relevance of the temperature outside of the car.
Radio PSA #2
Participants interpreted PSA #2 as communicating the following information: Drivers
should drive more slowly and look both ways before turning right. One participant also noted
that they were asked to make a safety pledge online. Those who provided feedback indicated
they were very likely to follow the PSA’s instructions.
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The feedback received for PSA #2 varied widely. One participant indicated they were
“pumped” about the message. One participant mentioned feeling smarter after listening to the
PSA’s multiple-choice question-and-answer (Q&A) format while another participant said they
“hate” multiple-choice questions. Most people indicated liking the Q&A format. One participant
thought the message could be shorter and one person related the PSA to taking a Department of
Motor Vehicles (DMV) educational course.
Radio PSA #3
After listening to PSA #3, participants shared that they interpreted the message was for
drivers to be courteous and look out for pedestrians crossing roadways in other locations besides
just signalized intersections and marked crosswalks. When asked how likely it was that
participants would do so, most indicated fairly to very likely though one person asked about the
legality of crossing a street outside of a marked crosswalk or intersection (and used the term
“jay-walking”).
Participants expressed feelings of empathy and engagement as well as confusion and
being overwhelmed. One person said they felt “burdened” with the need to watch out for
pedestrians who are perceived as crossing illegally. Suggestions for improvement primarily
include shortening the message to make it less “wordy”.
Park Blvd. Focus Group Feedback
Message Design #1
Park Blvd. focus group members were asked to explain how they interpreted the message
being communicated in Design #1. With the exception of one participant, members interpreted
that the ad was telling them to wait and watch for pedestrians before turning right. The last
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individual interpreted the message as telling them to either wait or [physically] hold something.
Another participant suggested amending the language to read “stop before turning right”. The
primary audience for this message was identified by focus group members as drivers, particularly
those in a hurry and making a right-hand turn. All but one individual indicated a high likelihood
that they would carry out the requested behavior.
Focus group participants were asked to provide feedback on Message #1. Participants
generally liked the ad message and layout. Suggestions for improvement included having the car
and driver in the image be further from the corner, to also portray bicyclists in the crosswalk, and
having a pedestrian on the corner getting ready to step into the crosswalk (rather than only
portraying pedestrians actively crossing). To improve the language, one participant suggested
removing “Always” from the sub-headline to make the message shorter.
Message Design #2
Participants were asked to share what they believed the message was telling them to do.
All but one participant interpreted the message as asking drivers and commuters to be patient and
yield to pedestrians and bicyclists using crosswalks. One participant did not understand what the
ad was trying to communicate. All but one participant also indicated a willingness to comply
with the request (answers ranged from “I’d be okay with that” to “always”).
When asked to provide feedback about what they liked and disliked about the ad, focus
group participants liked the “Give it a Minute” concept but mentioned “regularly-scheduled”
could imply exclusion of those making unscheduled driving trips. Participants also noted liking
the image but having concerns that the bicyclist portrayed was unrealistic because he had
dismounted his bicycle and was walking it across the intersection, rather than riding it.
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Message Design #3
Those participating in the focus group session were asked to explain what they thought
the message of the message was. Everyone except one person responded that they thought the ad
was telling them to stop for pedestrians using crosswalks and some added that the ad was also
asking them to be polite. One person suggested mentioning stopping for bicyclists at crosswalks
also. One individual did not provide an explanation of their interpretation of the ad; instead, they
asked if Florida law requires drivers to stop for pedestrians at crosswalks. Participants indicated
that they would stop for pedestrians at crosswalks most to all of the time.
When speculating on who the message is intended to reach, most participants identified
drivers, especially those in a hurry, as the priority audience. One person suggested the ad
message was for everyone.
This focus group offered a broad range of likes and dislikes. Some participants shared
that they liked the clean “uncluttered” layout and liked that the pedestrian in the image was
portrayed in every-day normal clothes. Participant dislikes included concerns that the language
was “too soft” and there was a suggestion to emphasize the legal statute. There were also
concerns that the driver in the image appeared to be leaning out the window, which could be
interpreted as yelling at the pedestrian in the crosswalk.
Message Design #4
Most participants interpreted Message #4 as telling drivers or pedestrians, especially
those who live locally and are customers of the [to be] featured business, to join business
employees in stopping at crosswalks. Some participants thought the message was asking drivers
to stop at all crosswalks, regardless if there is a pedestrian present. Participants indicated a high
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likelihood that they would stop in crosswalks, so long as there was a person present in the
crosswalk (one person specified they would stop if rapid flashing beacon lights were actively
flashing).
Feedback was requested from participants on what they liked and what they felt could be
improved. Some participants liked the idea of local businesses encouraging safe behavior but felt
the word “we” is impersonal and expressed a concern that a public campaign is providing
advertising for a business. The word “join” was interpreted by some as physically joining
company employees rather than emulating the behavior of company employees. One person
suggested making the “stop bar” or crosswalk pavement marking more pronounced in the image.
Message Design #5
Participants in the focus group session were asked to provide their perspective on what
behavior they thought the ad was asking them to carry out. Most participants shared that they
thought the ad was asking them to watch out for pedestrians and be aware that pedestrians may
cross roadways outside of marked crosswalks. Some thought the ad was asking them to “hit the
brakes” and/or stop at intersections unnecessarily. Most participants indicated they were likely to
stop for pedestrians if they see them though a couple of people indicated it was unlikely they
would stop for pedestrians if they were not in marked crosswalks or at intersections.
Nearly all participants identified drivers as the priority audience. One participant
suggested the message was directed toward elderly persons and another participant commented
that they were not sure “who” [among the public] would actually comply with the instructions.
This particular focus group over all did not like the message. When participants were
solicited to evaluate the ad, a couple of participants expressed offense at the perceived
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implication that pedestrians are “always right” and felt that pedestrians should travel to a marked
crosswalk rather than cross where there is not a marked crosswalk. Participants did not like the
image portraying a pedestrian crossing without a marked crosswalk and some felt the pedestrian
featured was being unsafe. One person suggested the corner the pedestrian in the image had
stepped off of be more visually obvious. One person suggested they might like the ad better if it
referenced slower speeds.
Order of preference: For this focus group, Message #3 was most favored. Participants
liked that the text referenced a law, and that the message had an emotional component. Next
most preferred was Message #2 for its overall design composition. One person preferred
Message #1 but thought the wording could be more “tight”. This participant noted that they felt
Message #1 was an important message because of the prevalence of drivers making right-hand
turns, often without stopping before turning. No one preferred Messages #4 or #5.
Logo Design Feedback
Preferences between Logo #1 and #2 were split precisely down the middle. Those that
liked Logo #1 cited that they felt it was less distracting and “more direct” than #2. One
suggestion was to change the colors to red, yellow, and green to match traffic stoplights. Those
that preferred Logo #2 shared that they thought #2 was easier to read, like that there is a roadway
connecting the words, and described Logo #2 as being less visually dense. Someone also
suggested changing Logo #2 to red, yellow, and green.
Radio PSA #1
When audience members of this focus group listened to PSA #1, they expressed that they
thought the ad was telling them to slow down, be patient, and yield to pedestrians crossing the
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road. A couple of participants indicated they were not likely to be patient and/or stop for
pedestrians but most of the group indicated they were 80% likely or more to do so.
When asked how the PSA made listeners feel, some participants felt they were not alone
in their own feelings of impatience, some expressed feelings of sympathy and empathy for the
pedestrian, and one person felt “conflicted” though they did not explain why. One person felt the
ad was “too polite” but another expressed appreciating that the message was positive.
Radio PSA #2
Nearly all listeners interpreted PSA #2 as instructing them to be careful and watch for
pedestrians in crosswalks when turning right. One person indicated they were not sure what the
message intended. One person said they felt insulted and expressed a dislike for being told what
to do. Those that understood the ad was asking them to watch out for and stop for pedestrians in
crosswalks when turning right noted that they were likely to follow the instruction.
Participants expressed a desire to be careful when turning right and felt it was an
important message. One person explained that they were excited by the Q&A format but did not
stay engaged when the multiple choice answer options were read aloud. One person noted this
PSA was their favorite of the three presented.
Radio PSA #3
Most listeners thought PSA #3 was telling them to watch out for and yield to pedestrians
that are not crossing roadways in marked crosswalks. Some listeners expressed appreciating an
explanation as to why some people cross outside of a marked crosswalk. One person interpreted
the message as pedestrians take shortcuts or “jaywalk” when crossing roadways. Most people
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indicated it was likely to very likely they would take the action PSA #3 was asking of them. One
person said it was not likely they would do so.
Most people felt PSA #3 was clear and understandable. The example of ten blocks was
cited as being “too much” [distance] and that “take a brake” was confusing. One person felt the
ad was a bit too long.
US 19 Focus Group Feedback
Message Design #1
A majority of participants in the US 19 focus group interpreted Message #1 to mean that
drivers should pay attention, look for, and wait for pedestrians or bicyclists in crosswalks before
making a right-hand turn. One person misinterpreted the “Hold tight” headline as a suggestion to
hold the steering wheel tighter. Seven out of 10 participants indicated they were very likely to
comply with this instruction. One person noted they were not likely at all to comply.
Feedback received from the US 19 focus group expressed a range of opinions about the
message. Some liked the “realistic” perspective pictured from the vehicle driver’s point-of-view
but it was suggested the driver and car be further back from the intersection so viewers can see
more of the sidewalk and crosswalk pavement markings. One person disliked that the image did
not look like US 19. Participants liked the directness of the message though there was concern
that “hold tight” might be misinterpreted by some.
Message Design #2
Focus group participants were asked to share what they believed the ad was telling them
to do. Participants unanimously understood that the message was about driving safely;
participants thought they were being asked to be patient, always look for and stop for pedestrians
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in marked crosswalks, and be aware of dangers, such as oncoming traffic. Most participants
shared that they were very likely to comply with what they believed the ad was asking them to
do.
The participants’ interpretation of the intended audience for this ad was mixed. Most
people felt the ad was intended for drivers (particularly those in a rush), some noted it was also
intended for pedestrians, and one person said bicyclists, too.
When participants were asked to provide input about what they liked and did not like
about Message #2, participants liked the ad for its overall look and ease of reading but suggested
the tagline, “Don’t be Cross”, could be confusing for younger audiences. A couple of people
interpreted the posture of the pedestrian in the image as checking a mobile phone and expressed
that this was not a desirable behavior, although one person noted liking that the pedestrian seems
distracted because it is more realistic. It was suggested the pavement markings for the crosswalk
be more obvious. After receiving this feedback, the image in Message #2 was slightly modified
for use in the remaining Round 2 focus group sessions.
Message Design #3
The individuals who were participating in this focus group session generally thought the
ad was telling them to stop, wait, and be patient with pedestrians crossing roadways in marked
crosswalks. Some viewers felt the message was pleasant and served as a good reminder; other
viewers thought the message could be stronger and more clear. Group members, for the most
part, noted they were likely to very likely to stop for pedestrians in crosswalks, or would at least
attempt to do so. Two people indicated they were unlikely to do so.
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Participants identified drivers as the priority audience and indicated the message was
especially applicable to younger drivers or those who are distracted while driving. Pedestrians
were also mentioned as candidates for the priority audience.
Little feedback was provided regarding the message in Message #3 but a lot of feedback
was given regarding the image used in the ad mock-up. In this version of #3, the graphic displays
the driver looking back at the viewer rather than forward at the pedestrian. This detail was
modified for the other Round 2 focus group sessions because of the significant feedback received
from this group of participants. Other suggestions to improve the image were to make the
crosswalk pavement markings more prominent and include a male person(s) in the image (the
image had two females). Otherwise, feedback for this ad was generally positive.
Message Design #4
As with Message #3, the materials were further honed for subsequent Round 2 focus
groups after receiving feedback from this population. When asked to describe what participants
thought Message #4 was telling them to do, answers varied from watching out for pedestrians
crossing streets to checking for pedestrians in a driver’s peripheral vision. Some thought “Take a
brake” meant drivers were being asked to ride their brakes. As a result, many said they were
unlikely to adhere to the ad’s instructions. Drivers in particular, but also pedestrians and all other
road users, were identified as the intended audience.
During the focus group session, participants provided comments about aspects they liked
and suggestions for improvements. Participants expressed liking that the image was “realistic”
and looks like US 19, however, some participants interpreted the pedestrian as appearing
homeless which was a negative association for participants. Suggestions for improvement
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included making the message more direct, making the corner the pedestrian is stepping away
from more pronounced, adding bushes or other environmental elements to demonstrate obscured
visibility, and swapping out the clothing the pedestrian is wearing. One person suggested adding
crosswalk pavement markings—in this case, however, it would negate the message that there are
non-marked methods for pedestrians to make legal crossings.
Order of preference: Participants in this focus group expressed a strong preference for
Message #1. Participants liked that the message was direct, includes a rhyme, and participants
perceived that this is a common safety issue that should be prioritized. The next most favored is
Message #2, though the specific reasons for the preference were not expressed. One person
preferred Message #3 most but also negated to state a cause. No participants preferred Messages
#4 or #5.
Logo Design Feedback
This US 19 focus group shared a strong preference for Logo #2 (eight to two). The
roadway connecting the words was perceived as meaning all modes sharing the same road.
Radio PSA #1
Participants in this focus group perceived PSA #1 as asking them to be considerate and to
stop and wait for pedestrians to cross in crosswalks. Participants ranked their likeliness to carry
out this instruction as somewhat to very likely.
After listening to PSA #1, participants expressed feeling guilty (as vehicle drivers),
empathy for pedestrians, curiosity, and responsibility. One person asked why any driver would
ever “blow through” a crosswalk. Another person suggested the ad should be aired in summer
when it’s especially hot. One person thought it could be shorter and more concise.
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Radio PSA #2
When asked what participants thought PSA #2 was communicating to them, participants
nearly all answered that they were being asked to look [for pedestrians] before turning right at
intersections. Most of respondents indicated a high probability of complying with this
instruction.
Participants felt PSA #2 got their attention, made them think about their actions, and the
message served as a good reminder. Participants liked the Q&A format though some people
thought the last portion of the ad was confusing and/or too long-winded. One participant said the
ad made them feel happy.
Radio PSA #3
Focus Group participants interpreted PSA #3 to be communicating that it is legal for
pedestrians to cross from corner to corner but outside of marked crosswalks and that, for
pedestrians to be safer, drivers should look out for this activity. Some participants noted they are
very likely to do so; other participants noted they are less likely and indicated it would depend on
the situation.
When asked how participants felt about the message in PSA #3, some expressed feeling
more educated and appreciated being informed. Some participants expressed annoyance that
pedestrians cross outside of marked crosswalks. Suggestions for improvement included better
defining which scenarios are legal for pedestrians to cross and to streamline the content so it is
shorter and less “wordy”.
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Stakeholder Review
An online survey, asking questions similar to the focus groups, was developed and
distributed to individuals to better understand how they viewed the four logo designs and
messages developed for the campaign, and how each individual would respond to the designs if
viewed along the three high crash corridors. Stakeholders were recruited to participate in the
survey through an email sent by the research team. Stakeholders included local transportation
professionals. The following is a summary of the responses received.
Message 1

Most participants stated that they believed the message was telling them to wait before
turning right at, and that they would be either extremely likely or somewhat likely to do the
behavior after viewing the message as displayed in Figure 65.
Look before you turn right to ensure it is clear.
To wait and look before turning right
To look right for pedestrians before turning
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Figure 65. Stakeholder willingness to engage in behavior.

Although everyone agreed about what the overall message was telling them to do, several
participants stated that they were confused about the “hold tight” phrasing.
I did not know initially what was meant by hold tight. I like the
rhyme but couldn't you just say stop?
"Hold tight." is what grabs my attention. If I were in my car driving
and only caught that part I'm not sure that I would know what that
meant or associate it with looking for pedestrians, although the
graphic helps
Not sure what "Hold Tight" is referring to....seems vague
All participants stated that they felt that this message was speaking to drivers, and no one
felt that there was anything offensive about the material. When participants were asked to click
on the area of the message that stands out the most, participants clicked primarily on the image of
the driver in the rearview mirror, followed by the “hold tight” phrase as displayed in Figure 66.
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Figure 66. Area of message that stands out most.

Additional feedback received included comments about the graphic showing the targeted
behavior, and that the message is good.
I like that the proposed graphic helps to show the targeted behavior
Message is good. It is a good reminder to take a little more time
before you turn.
Message 2

Most participants stated that they believed the message was telling them to be patient and
wait for pedestrians and bicyclists using the crosswalk, and that they would be either extremely
likely or somewhat likely to do the behavior after viewing the message as displayed in Figure 67.
Be patient for crossing bikes and peds
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to be patient at a crosswalk that is being used
wait for pedestrians/cyclists to cross before proceeding

Figure 67. Stakeholder willingness to engage in behavior.

All participants stated that they felt that this message was speaking to drivers. When
asked if they felt that any part of the material was offensive, one participant stated that the
bicyclist should be looking at the driver.
The biker should be watching the car
When participants were asked to click on the area of the message that stands out the
most, participants clicked primarily on the images of the bicyclist and driver followed by the text
as displayed in Figure 68.
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Figure 68. Area of message that stands out most.

Additional feedback received included comments about the graphic showing the targeted
behavior, and that the message is good.
Good message that it really won't take that long for the peds to cross
I like the logo. Like that good behavior by both drivers and peds
being shown. Ped looks a bit distracted which may reinforce
impatient drivers stereotypes of slow pedestrians leisurely crossing
and slowing them down. Like the general idea of the message but
feel like it may come off a little snarky.
Message 3

Most participants stated that they believed the message was telling them to be patient and
wait for pedestrians using the crosswalk, and that they would be either extremely likely or
somewhat likely to do the behavior after viewing the message as displayed in Figure 69.
Wait for pedestrians crossing.
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stop for pedestrians crossing the road in a crosswalk
Not run over the ped

Figure 69. Stakeholder willingness to engage in behavior.

All participants stated that they felt that this message was speaking to drivers. When
asked if they felt that any part of the material was offensive, one participant stated that the not
just a law is a negative connotation.
NOT just a law is negative
Additional feedback received included comments that the message needs to be more
positive.
I like graphics and the general intent of the message but think the
phrasing could be improved. "Wait" has negative connotations and
we're not really asking them to wait, we are asking them to stop. As
mentioned in previous slide it seems kind of excessive to beg
motorists to follow law and display common decency.
Not my favorite ad. Needs to be more positive
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Message 4

All participants stated that they believed the message was telling them to be patient and
stop for pedestrians using the crosswalk, and all but one participant stated that they would be
extremely likely to do the behavior after viewing the message as displayed in Figure 70.
Telling me to stop at crosswalks (like others do)
Stop at crosswalks for pedestrians

Figure 70. Stakeholder willingness to engage in behavior.
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Most participants stated that they felt that this message was speaking to drivers; however
one participant was unsure of who the audience was.
not sure. The perspective looks like it might be a pedestrian who is
viewing this.
When asked if they felt that any part of the material was offensive, one participant found
offense to the material.
scarf in Florida? Hope to see you in a crosswalk? bad pick up
line
Additional feedback received included comments that the message wasn’t clear enough
to the priority audience.
Like the graphics. Like plug from local business. "Hope to see you
there" doesn't really make any sense to me. We're not trying to get
folks to stop at crosswalks, we're trying to get folks to yield to
pedestrians.
It doesn’t speak to me specifically enough

Message 5

Most participants stated that they believed the message was telling them to stop or always
watch for pedestrians, however one participant stated that they were unsure as to what the
message was telling them to do.
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To be prepared to stop for people crossing, crosswalk or not
Always watch for peds
i have no idea what this message is trying to get across
Participant were very mixed on how likely they would be to do the behavior after
viewing the message as displayed in Figure 71.

Figure 71. Stakeholder willingness to engage in behavior.

Most participants stated that they felt that this message was speaking to drivers; however
one participant was unsure of who the audience was.
Drivers who might not realize people can cross where there is no
crosswalk and they are not always visible
This message does not make sense.
No one felt that there was anything offensive about the material. Additional feedback
received included comments that the message wasn’t clear enough to the priority audience.
The message doesnt make sense, it seems like its telling me to stop
in the road for someone I cant see.
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Not like or dislike, but I wonder about the blind spot reference.
Crosswalk or not makes sense because folks can cross where there
is none painted. Not sure I find blind spot all that helpful.
i have no idea what this means. talking about a blind spot, but
perspective is in front of the car. how are braking and blind spot
correlated?
I don't feel like "take a brake" really communicates the behavior
we're targeting. Like the recognition that peds will cross outside of
crosswalk and people should still look for them.
the vantage point is unusual, like it might be the view from a child
standing beside a car
Is the point of the message that the ped might be hidden in the blind
spot of your care or that they can cross in crosswalks or at
intersections? or both?
Participants ranked the five messages in order of preference from most preferred to least
preferred as displayed in Figure 72. The vertical axis represents the five preferences (1 = most
preferred, 5 = least preferred), and each colored bar represents one of the messages. As viewed
in Figure 72, most participants placed message 1, followed by messages 3 and 4 as their most
preferred options.
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Message 1
Message 2
Message 3
Message 4
Message 5

Figure 72. Stakeholder message preference (1 = most preferred, 5 = least preferred).

Stakeholder participants ranked the two logo designs. The top logo (Figure 73) was
preferred amongst the stakeholder group.
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Figure 73. Stakeholder logo preference.
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Conclusions
Based on the major findings of this project, the research team found that each corridor is
unique and may require different strategies to achieve the desired behavior changes. For
pedestrians, recommendations to increase proper use of crosswalks include: pop-up pedestrian
safety events to provide education and free safety items to reach pedestrians traveling along each
corridor; an interactive, incentive-based intervention strategy that partners with local businesses
to engage pedestrians to use crosswalks properly; reducing the wait time experienced by
pedestrians at crosswalks by reevaluating signal operations; and partnering with local transit
agencies to reevaluate the location of bus stops along each corridor in relation to existing
pedestrian crosswalks, and to improve shelter infrastructure at stops.
For bicyclists, recommendations to increase the use of bicycle lights at night include:
pop-up bicycle light distribution events to provide free, good quality bicycle lights, as well as
assistance with light installation to bicyclists traveling along each corridor; a battery exchange
program to further engage bicyclists who have already received free bicycle lights; and
partnering with local transit agencies and businesses to install additional bicycle racks or storage
near bus stops and local businesses with signage and instructions to request free bicycle lights.
For drivers, recommendations to increase yielding to pedestrians in crosswalks include:
implementation of a yearly corridor-specific marketing campaign utilizing the pretested key
messages to elicit a desired behavior change of yielding to pedestrians in crosswalks, changing
social norms, and improving the livability of the corridor by reaching individuals who live near
and drive along each of the corridors regularly; encourage lower speeds on each corridor through
operational and geometric improvements; partnering with local police departments to increase
driver yielding rates along each corridor; evaluating intersection operations to reduce conflicts at
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high-volume pedestrian intersections - countermeasures could include, improved signal timing,
no-right-on red, LPI, and blank out signs; and increasing lighting at intersections to make
pedestrians and crosswalks more visible, especially at night.
For employers, recommendations to implement a commuter tax benefit program include:
offering a quarterly webinar series to increase knowledge of employee commuter benefit
program benefits; and offering one-on-one personal assistance to large employers to qualify for
Best Workplaces for Commuters recognition.
Finally, overall recommendations include: creation of a main program website for “Walk.
Bike. Drive.” at www.walkbikedrive.org, with subpages for each corridor containing corridor
specific information and resources; developing a retail business campaign for local small
businesses along each corridor to reach drivers, pedestrians, and bicyclists who are customers, as
well as employees of the businesses; pilot testing recommendations on additional corridors to
determine feasibility and replicability in other environments; utilizing existing stakeholder
groups to coordinate all activities; and ongoing evaluation of the campaign and all project
activities. If pedestrian and bicyclists crashes are to decrease, a long-term, multi-year investment
must be made implementing all of the recommendations set forth. Short-term investments are not
adequate for these strategies to make a significant and sustained impact.
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USF-GreenARTery Trail Study – Stakeholder Interviews: !P
Attendees: Eddie Burch, Eric Larson, Christopher Bowen, David Van Meeter
(VA), Wade Reynolds, Laura Ahramjian, Suzanne Tate, Mark Sharpe
Date: 04/12/2021

Meeting Summary
 What is your interest in the study area (property owner, local agency
staff, etc.)?
o Chris Bowen – Owner of University Mall property, assembled 100
acres property, lead developer of RITHM in motion.
redevelopment, 7 million square feet of development, heavily
anchored in research/office, will include two hotels.
o David Van Meeter – Director at James A Haley Veterans Hospital,
6,000 employees coming and going, excited to open up southern
part of campus,
o Eddie Burch (!P) – work with hospital and RITHM to develop
world class innovation district.
 Existing concept & development
o Includes traditional trail and shuttle for VA Hospital for 30-40
passenger bus.
o Trail can help decant space and better control existing space,
“bursting at the seams”.
o Could be option to stay on land and go by pump house, but
worried about security of pump site.
o The trail goes over the water, partially to avoid having to move a
pump station at the corner of the pond.
o Want to give visibility/presence to trail throughout RITHM.
o Oxygenated water makes development on water difficult.
o RITHM owns most of west bank, but other owner University
Village Senior housing, talked to them, concerns from senior
population about brining trail through.
o RITHM thinks they can raise capital to implement bridge concept,
cost 2.5 million to connect university mall to VA property line, VA
discussing budget for their segment, open to raise capital for
Bruce B. Downs Blvd connections.
o Senior housing will give easement for existing corner impacted.

o Want to see connection to University Square Dr.
o Neighborhood is likely to redevelop with surrounding
development, it will change either way.
o New parking deck between K and M, likely need new alignment,
VA Hospital will lead development, goal to create plug ins for VA
Hospital to develop later, try to tie into existing walk/bike paths.
o The VA Hospital has already had a conversation with the senior
development about crossing the right-of-way.
o There is over $2 billion in investment under construction within
walking distance to the VA Hospital.
o The VA has discussed the trail and might be able to identify funds
to make the connection that is on their property. They are looking
to do another major expansion on campus. They are building a
five-story, one-thousand spot parking deck. The property is going
into design soon.
 What type of trail user do you anticipate will use this facility?
o Professional & student community for commuting
o Want to see recreational users, adding living components to
various components, RITHM will add 2,500 apartments.
o Need safe connections between medical campus, school, and tech.
o The VA is seeing a strong growth of veterans in the region. They
are building a new bed tower for services. There are some new
signals associated with the tower development. One is at the main
entrance just south of the pedestrian way.
o There has been an escalation of student units in the recent past The Standard and one other that is around 400 units.
 What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Crossing Bruce B. Downs Blvd and Fowler Ave. The trail and
shuttle offer some additional safety by allowing alternative
connections.
o Stop lights planned at Campus Hills Dr and Richard Silver Way,
not sure if safety improvements were integrated into signals.
 What other challenges might we need to address to provide a trail
facility through the study area?
o Let people know it will be lit, safe, accessible.

 Other comments?
o Parking challenges (satisfying parking parcel by parcel) are
limiting the types of development that can come to the area.
o In addition to safety and connectivity, congestion mitigation is a
potential benefit.

USF-GreenARTery Trail Study – Stakeholder Interviews: !P
Attendees: Eddie Burch, Eric Larson, Christopher Bowen, David Van Meeter
(VA), Wade Reynolds, Laura Ahramjian, Suzanne Tate, Mark Sharpe
Date: 04/12/2021

Meeting Summary
 What is your interest in the study area (property owner, local agency
staff, etc.)?
o Chris Bowen – Owner of University Mall property, assembled 100
acres property, lead developer of RITHM in motion.
redevelopment, 7 million square feet of development, heavily
anchored in research/office, will include two hotels.
o David Van Meeter – Director at James A Haley Veterans Hospital,
6,000 employees coming and going, excited to open up southern
part of campus,
o Eddie Burch (!P) – work with hospital and RITHM to develop
world class innovation district.
 Existing concept & development
o Includes traditional trail and shuttle for VA Hospital for 30-40
passenger bus.
o Trail can help decant space and better control existing space,
“bursting at the seams”.
o Could be option to stay on land and go by pump house, but
worried about security of pump site.
o The trail goes over the water, partially to avoid having to move a
pump station at the corner of the pond.
o Want to give visibility/presence to trail throughout RITHM.
o Oxygenated water makes development on water difficult.
o RITHM owns most of west bank, but other owner University
Village Senior housing, talked to them, concerns from senior
population about brining trail through.
o RITHM thinks they can raise capital to implement bridge concept,
cost 2.5 million to connect university mall to VA property line, VA
discussing budget for their segment, open to raise capital for
Bruce B. Downs Blvd connections.
o Senior housing will give easement for existing corner impacted.

o Want to see connection to University Square Dr.
o Neighborhood is likely to redevelop with surrounding
development, it will change either way.
o New parking deck between K and M, likely need new alignment,
VA Hospital will lead development, goal to create plug ins for VA
Hospital to develop later, try to tie into existing walk/bike paths.
o The VA Hospital has already had a conversation with the senior
development about crossing the right-of-way.
o There is over $2 billion in investment under construction within
walking distance to the VA Hospital.
o The VA has discussed the trail and might be able to identify funds
to make the connection that is on their property. They are looking
to do another major expansion on campus. They are building a
five-story, one-thousand spot parking deck. The property is going
into design soon.
 What type of trail user do you anticipate will use this facility?
o Professional & student community for commuting
o Want to see recreational users, adding living components to
various components, RITHM will add 2,500 apartments.
o Need safe connections between medical campus, school, and tech.
o The VA is seeing a strong growth of veterans in the region. They
are building a new bed tower for services. There are some new
signals associated with the tower development. One is at the main
entrance just south of the pedestrian way.
o There has been an escalation of student units in the recent past The Standard and one other that is around 400 units.
 What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Crossing Bruce B. Downs Blvd and Fowler Ave. The trail and
shuttle offer some additional safety by allowing alternative
connections.
o Stop lights planned at Campus Hills Dr and Richard Silver Way,
not sure if safety improvements were integrated into signals.
 What other challenges might we need to address to provide a trail
facility through the study area?
o Let people know it will be lit, safe, accessible.

 Other comments?
o Parking challenges (satisfying parking parcel by parcel) are
limiting the types of development that can come to the area.
o In addition to safety and connectivity, congestion mitigation is a
potential benefit.

USF-GreenARTery Trail Study – Stakeholder Interviews: City of Tampa
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Brandon
Campbell, Danni Jorgenson, Davida Franklin, Gena Torres, Jae-Sang Lee, Jola
Olbinska, Karla Price, William Porth, Alan Steinbeck
Date: 05/05/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Yuengling Brewery was former DRI, now likely to be used to
expand the hospital.
o Danni will send Yuengling site plan.
o Ball fields north of are active.
o Want trails to connect parks to provide facilities, other places
with public facilities.
▪ What type of trail user do you anticipate will use this facility?
o Park users
▪ What planned projects do you have in the area?
o 30th St
▪ Danni will ask Cal about buffer space.
▪ Trying to use existing pavement width without moving the
curb line.
▪ Danni will send PER with traffic.
▪ Open to dropping segment 1 speed to 25 mph.
▪ Sidewalks in segment are at back of Right of Way.
▪ Bike lanes are primarily for lane narrowing, expect most
users will use the path.
▪ County is planning trail on east side of Bruce B. Downs Blvd.
▪ Buffered bike lanes with delineators and RRFBs on
McKinley Dr PIPES project in Forest Hills, connection under
I-275 could be considered.
nd
o 22 St roundabouts at 109th St and Linebaugh Ave and 15th Stat
109th St– delayed because of surtax, developing concepts to apply
for federal funding, and complete street, filling sidewalk gaps.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?

o Many complaints along 22nd between Busch Blvd and Fowler Ave,
adding all way stop at Annie St.
o Previous all way stop sign at Linebaugh Ave converted to signal.
o Speeding complaints on Rowlett Dr, current speed is 45 mph,
would like to lower the posted speed, could add an off-road path.
o Rowlett Dr is high priority for sidewalk priority tools.
o Sulphur Springs has some of the highest needs for sidewalks.
o 22nd and River Hills Dr have a lot of speeding, would like to
explore a roundabout.
o Sidewalks on Bougainvillea are close to roadway, crash involved
someone departing the roadway, would like to move sidewalks to
back of Right of Way, similar for 109th St and Linebaugh Ave.
▪ What environmental constraints might we encounter during the study?
o City can ask stormwater group.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Need to think of branding, the City does not want everything
coming from the Green ARTery Trail to be called Green ARTery.
o Enhancing bridge at Rowlett Park, consider separate trail bridge.
o Activate space under CSX bridge NW of Rowlett Park bridge.
o Mulberry Dr could make a good bicycle boulevard, River Cove Dr
tying into Van Dyke Pl and connecting to Seminole heights and the
springs pool/tower.
o Explore more crossings across CSX, break up some of the larger
blocks east of 30th St.
o Consider neighborhood connections starting SW near Nebraska
Ave and crossing railroad tracks at Yukon St or Annie St.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Parks Dept. had good responses with mail surveys.

USF-GreenARTery Trail Study – Stakeholder Interviews: FDOT
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Alex
Henry, Ping P. Hsu, Kenneth Spitz, Justin Hall, Roger Roscoe, Davida Franklin,
Gena Torres, Alan Steinbeck
Date: 04/28/2021
Meeting Summary
▪ What planned projects do you have in the area? What’s the timeline?
o Four new pedestrian hybrid beacons on Busch Blvd at 12th St and
at Brooks St (west of the railroad tracks, east of Nebraska Ave),
other two are farther east in Temple Terrace.
o Other projects on Busch Blvd are farther west.
o Upcoming low bid project to improve signals at Fowler and
Nebraska, 22nd St, 30th St, and 56th St.
o Looking at new mid-block signal at Fowler Ave and 12th St.
o PD&E for Fowler Ave will get started late next year.
o Proposed innovative intersection at Fowler Ave and McKinley
Ave.
o Traffic Ops working on installing a signal at 19th St.
o Open to having more regular crossings.
o Adding sidewalks on W Busch Blvd west of Florida Ave.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Fowler Ave is always a challenge.
o Large gap between signals on Busch Blvd from Nebraska Ave to
22nd St.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Dutch style design, protected intersections
▪ What type of trail user do you anticipate will use this facility?
o Bicycle dependent
o FDOT can share Busch Blvd user survey.
▪ What other challenges might we need to address to provide a trail
facility through the study area?
o We can’t wait for redevelopment to make changes, that will be too
late.

USF-GreenARTery Trail Study – Stakeholder Interviews: Hillsborough
County
Attendees: Wade Reynolds, Laura Ahramjian, Davida Franklin, Christopher
Fellerhoff, Richard Ranck
Date: 05/14/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Connect east across Bruce B. Downs Blvd to destinations.
o Also consider the connection across Club Dr south of Campus Hill
Neighborhood out to Bruce B. Downs Blvd (similar to what is
shown in Uptown Master Plan). This will allow access to
commercial development and new student housing. Also,
University Square will likely be converted to high-rise student
housing at University Square Dr and Bruce B. Downs Blvd.
▪ What type of trail user do you anticipate will use this facility?
o Demand for facilities that serve shopping/commuting/day to day
activities.
o Demographics show a need for everyday bicycle connections
(student and broader population)
o Initial survey data shows that a lot of bike riders needed more
robust facilities, getting to jobs.
▪ What planned projects do you have in the area?
o University PD&E (42nd St and 46th St)
▪ 42nd St to become more pedestrian friendly and send traffic
to 46th St.
▪ Intersection improvements at Bearss Ave/Livingston Ave.
▪ County can put us in touch with PMs.
o 131st Street Study
▪ PD&E study in progress to enhance all modes; reduce 4-lane
section, make it more ADA accessible for users of the VA at
Bruce B. Downs Blvd and 131st St.
▪ Looking at a couple different alignments; County can put us
in touch with PM.
▪ PLAT Study completed and available online.
• Connections across 131st Street were considered.

▪ Will share cross sections if available.
o Will also include updated signals and a connected sidewalk on
Bruce B. Downs Blvd east of Fowler Ave (High Drive).
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Bruce B. Downs Blvd is a Vision Zero Corridor
o Typical concerns of large roadways
▪ What environmental constraints might we encounter during the study?
o Drainage concerns on 131st St and sidewalk on the east side of
Bruce B. Downs Blvd (the reason why there is not a sidewalk
there today).
o Food desert, low vehicle ownership, low-income populations.
o Campus Hill Neighborhood Connection – Hillsborough County
property on the pond; some concerns with stormwater;
community needs to be involved in outreach.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Rebecca Hessinger (Economic Development Department) has a
good understanding of the groups and issues;
hessingerr@hillsboroughcounty.org or 813.272.5909

USF-GreenARTery Trail Study – Stakeholder Interviews: NNTA
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Julie Bond,
Sara Hendricks
Date: 04/21/2021
Meeting Summary
▪ What is your interest in the study area (property owner, local agency
staff, etc.)?
o Sara Hendricks – New North Transportation Alliance, working
with partners to develop bicycle connections in New North Area,
coordinating with FDOT on Fowler Ave.
o Julie Bond– NNTA, BikeWalkTampaBay, Temple Terrace resident
▪ What destinations are important to connect with a trail facility?
o Shaw Elementary School, Yuengling Brewery, Busch Gardens
(transit stop on 30th St), Belle Witter elementary school, industrial
district/employees north of Busch Gardens, Moffitt.
o NNTA could reach out to employees to see how they are
commuting.
▪ What type of trail user do you anticipate will use this facility?
o Employee commuters (USF, people who work at the mall, VA
Hospital, hotels).
o Planned intermodal hub study at USF Research Center at corner of
30th St and Fowler Ave.
o People use McKinley Ave because it has bike lanes, would switch
to 30th if it had a facility, then need a good connection to USF.
o Neighbors trying to get goods and services around Busch Blvd.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Need crossings on Fowler Ave, Bruce B. Downs Blvd
o Long signal cycles in the heat
o Lack of bike detection
▪ What environmental constraints might we encounter during the study?
o 30th St is pretty wide.
o Botanical Gardens – challenges adding sidewalks.
▪ What other challenges might we need to address to provide a trail
facility through the study area?

o University Area would be keen to add connection.
o Remove side paths on USF campus.
o Challenging walking and biking around Sulphur Springs, not much
outreach has been done.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Briar Wood, University Area Civic Association, Sulphur Springs.
o May need to read survey and provide Spanish translation, find
people they trust.
o Copeland Park vaccine site.

USF-GreenARTery Trail Study – Stakeholder Interviews: USF
Attendees: Wade Reynolds, Leyi Zhang, Jennifer Musselman, Ray Gonzalez,
Taryn Sabia, Chadaphan Hanwisai, Raymond Mensah, Walton Mattei, Alisson
Madden, Alan Steinbeck
Date: 04/29/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Pine Dr – connect RITHM and research park.
o Holly Dr to dorms.
o Connect with bull runner line on McKinley Ave.
o Generally limited students going south.
o Lots of faculty in Tampa and Seminole Heights
o Old number 5 route was popular to get to USF (downtown, Palm
Ave, Ybor, 40th St), pulled further off campus.
o HART No. 6, No. 2, MetroRapid.
o Planned uptowner (USF can share proposed plan)
o Patel Elementary School near MOSI bridge has kids for
surrounding areas.
▪ What type of trail user do you anticipate will use this facility?
o Graduate students (clustered around bus routes) and faculty.
▪ What planned projects do you have in the area?
o No planned changes to Bull Runner.
o No new buildings on the west side, new roadway north of the lake
tying into Magnolia and Richard Silver Way.
o Hoping for sidewalks on Bruce B. Downs Blvd between Fowler
Ave and Fletcher Ave.
o New building in research park
o Cross connections trail starting in botanical gardens, to MLK
plaza, and Meadows.
o County adding signal at Campus Hills Dr.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Crossings are far apart on Fowler Ave.
o Hard to cross at Spectrum Blvd when temporary space was set up.

o Developers building across campus on Bruce B. Downs Blvd and
running across the street.
o Need better lighting and well-lit entries.
o Visual noise
o People do not use the pedestrian bridge from VA hospital, takes
too long, not well lit (public safety), difficult for people with
disability.
o University police does have crash data on campus.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Branding trail, raise visibility of trail on campus.
o Limited funding for maintenance, open for green paint at conflicts,
but can’t currently maintain everywhere.
o Tie into USF greenway, starting in botanical gardens
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o University CDC may have contacts with Campus Hills
o Taryn may have contacts through public health
o Will get back to us on groups to engage on the survey
o Students back around August 23rd , put up tent during move in
week, may not get much feedback online
o Faculty back around August 7th (reach out to each college,
academic affairs could send it out, faculty senate)
o Allison can send to research park tenants

o

USF-GreenARTery Trail Study – Stakeholder Interviews: City of Tampa
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Brandon
Campbell, Danni Jorgenson, Davida Franklin, Gena Torres, Jae-Sang Lee, Jola
Olbinska, Karla Price, William Porth, Alan Steinbeck
Date: 05/05/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Yuengling Brewery was former DRI, now likely to be used to
expand the hospital.
o Danni will send Yuengling site plan.
o Ball fields north of are active.
o Want trails to connect parks to provide facilities, other places
with public facilities.
▪ What type of trail user do you anticipate will use this facility?
o Park users
▪ What planned projects do you have in the area?
o 30th St
▪ Danni will ask Cal about buffer space.
▪ Trying to use existing pavement width without moving the
curb line.
▪ Danni will send PER with traffic.
▪ Open to dropping segment 1 speed to 25 mph.
▪ Sidewalks in segment are at back of Right of Way.
▪ Bike lanes are primarily for lane narrowing, expect most
users will use the path.
▪ County is planning trail on east side of Bruce B. Downs Blvd.
▪ Buffered bike lanes with delineators and RRFBs on
McKinley Dr PIPES project in Forest Hills, connection under
I-275 could be considered.
nd
o 22 St roundabouts at 109th St and Linebaugh Ave and 15th Stat
109th St– delayed because of surtax, developing concepts to apply
for federal funding, and complete street, filling sidewalk gaps.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?

o Many complaints along 22nd between Busch Blvd and Fowler Ave,
adding all way stop at Annie St.
o Previous all way stop sign at Linebaugh Ave converted to signal.
o Speeding complaints on Rowlett Dr, current speed is 45 mph,
would like to lower the posted speed, could add an off-road path.
o Rowlett Dr is high priority for sidewalk priority tools.
o Sulphur Springs has some of the highest needs for sidewalks.
o 22nd and River Hills Dr have a lot of speeding, would like to
explore a roundabout.
o Sidewalks on Bougainvillea are close to roadway, crash involved
someone departing the roadway, would like to move sidewalks to
back of Right of Way, similar for 109th St and Linebaugh Ave.
▪ What environmental constraints might we encounter during the study?
o City can ask stormwater group.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Need to think of branding, the City does not want everything
coming from the Green ARTery Trail to be called Green ARTery.
o Enhancing bridge at Rowlett Park, consider separate trail bridge.
o Activate space under CSX bridge NW of Rowlett Park bridge.
o Mulberry Dr could make a good bicycle boulevard, River Cove Dr
tying into Van Dyke Pl and connecting to Seminole heights and the
springs pool/tower.
o Explore more crossings across CSX, break up some of the larger
blocks east of 30th St.
o Consider neighborhood connections starting SW near Nebraska
Ave and crossing railroad tracks at Yukon St or Annie St.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Parks Dept. had good responses with mail surveys.

USF-GreenARTery Trail Study – Stakeholder Interviews: FDOT
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Alex
Henry, Ping P. Hsu, Kenneth Spitz, Justin Hall, Roger Roscoe, Davida Franklin,
Gena Torres, Alan Steinbeck
Date: 04/28/2021
Meeting Summary
▪ What planned projects do you have in the area? What’s the timeline?
o Four new pedestrian hybrid beacons on Busch Blvd at 12th St and
at Brooks St (west of the railroad tracks, east of Nebraska Ave),
other two are farther east in Temple Terrace.
o Other projects on Busch Blvd are farther west.
o Upcoming low bid project to improve signals at Fowler and
Nebraska, 22nd St, 30th St, and 56th St.
o Looking at new mid-block signal at Fowler Ave and 12th St.
o PD&E for Fowler Ave will get started late next year.
o Proposed innovative intersection at Fowler Ave and McKinley
Ave.
o Traffic Ops working on installing a signal at 19th St.
o Open to having more regular crossings.
o Adding sidewalks on W Busch Blvd west of Florida Ave.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Fowler Ave is always a challenge.
o Large gap between signals on Busch Blvd from Nebraska Ave to
22nd St.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Dutch style design, protected intersections
▪ What type of trail user do you anticipate will use this facility?
o Bicycle dependent
o FDOT can share Busch Blvd user survey.
▪ What other challenges might we need to address to provide a trail
facility through the study area?
o We can’t wait for redevelopment to make changes, that will be too
late.

USF-GreenARTery Trail Study – Stakeholder Interviews: Hillsborough
County
Attendees: Wade Reynolds, Laura Ahramjian, Davida Franklin, Christopher
Fellerhoff, Richard Ranck
Date: 05/14/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Connect east across Bruce B. Downs Blvd to destinations.
o Also consider the connection across Club Dr south of Campus Hill
Neighborhood out to Bruce B. Downs Blvd (similar to what is
shown in Uptown Master Plan). This will allow access to
commercial development and new student housing. Also,
University Square will likely be converted to high-rise student
housing at University Square Dr and Bruce B. Downs Blvd.
▪ What type of trail user do you anticipate will use this facility?
o Demand for facilities that serve shopping/commuting/day to day
activities.
o Demographics show a need for everyday bicycle connections
(student and broader population)
o Initial survey data shows that a lot of bike riders needed more
robust facilities, getting to jobs.
▪ What planned projects do you have in the area?
o University PD&E (42nd St and 46th St)
▪ 42nd St to become more pedestrian friendly and send traffic
to 46th St.
▪ Intersection improvements at Bearss Ave/Livingston Ave.
▪ County can put us in touch with PMs.
o 131st Street Study
▪ PD&E study in progress to enhance all modes; reduce 4-lane
section, make it more ADA accessible for users of the VA at
Bruce B. Downs Blvd and 131st St.
▪ Looking at a couple different alignments; County can put us
in touch with PM.
▪ PLAT Study completed and available online.
• Connections across 131st Street were considered.

▪ Will share cross sections if available.
o Will also include updated signals and a connected sidewalk on
Bruce B. Downs Blvd east of Fowler Ave (High Drive).
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Bruce B. Downs Blvd is a Vision Zero Corridor
o Typical concerns of large roadways
▪ What environmental constraints might we encounter during the study?
o Drainage concerns on 131st St and sidewalk on the east side of
Bruce B. Downs Blvd (the reason why there is not a sidewalk
there today).
o Food desert, low vehicle ownership, low-income populations.
o Campus Hill Neighborhood Connection – Hillsborough County
property on the pond; some concerns with stormwater;
community needs to be involved in outreach.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Rebecca Hessinger (Economic Development Department) has a
good understanding of the groups and issues;
hessingerr@hillsboroughcounty.org or 813.272.5909

USF-GreenARTery Trail Study – Stakeholder Interviews: NNTA
Attendees: Wade Reynolds, Laura Ahramjian, Jennifer Musselman, Julie Bond,
Sara Hendricks
Date: 04/21/2021
Meeting Summary
▪ What is your interest in the study area (property owner, local agency
staff, etc.)?
o Sara Hendricks – New North Transportation Alliance, working
with partners to develop bicycle connections in New North Area,
coordinating with FDOT on Fowler Ave.
o Julie Bond– NNTA, BikeWalkTampaBay, Temple Terrace resident
▪ What destinations are important to connect with a trail facility?
o Shaw Elementary School, Yuengling Brewery, Busch Gardens
(transit stop on 30th St), Belle Witter elementary school, industrial
district/employees north of Busch Gardens, Moffitt.
o NNTA could reach out to employees to see how they are
commuting.
▪ What type of trail user do you anticipate will use this facility?
o Employee commuters (USF, people who work at the mall, VA
Hospital, hotels).
o Planned intermodal hub study at USF Research Center at corner of
30th St and Fowler Ave.
o People use McKinley Ave because it has bike lanes, would switch
to 30th if it had a facility, then need a good connection to USF.
o Neighbors trying to get goods and services around Busch Blvd.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Need crossings on Fowler Ave, Bruce B. Downs Blvd
o Long signal cycles in the heat
o Lack of bike detection
▪ What environmental constraints might we encounter during the study?
o 30th St is pretty wide.
o Botanical Gardens – challenges adding sidewalks.
▪ What other challenges might we need to address to provide a trail
facility through the study area?

o University Area would be keen to add connection.
o Remove side paths on USF campus.
o Challenging walking and biking around Sulphur Springs, not much
outreach has been done.
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o Briar Wood, University Area Civic Association, Sulphur Springs.
o May need to read survey and provide Spanish translation, find
people they trust.
o Copeland Park vaccine site.

USF-GreenARTery Trail Study – Stakeholder Interviews: USF
Attendees: Wade Reynolds, Leyi Zhang, Jennifer Musselman, Ray Gonzalez,
Taryn Sabia, Chadaphan Hanwisai, Raymond Mensah, Walton Mattei, Alisson
Madden, Alan Steinbeck
Date: 04/29/2021
Meeting Summary
▪ What destinations are important to connect with a trail facility?
o Pine Dr – connect RITHM and research park.
o Holly Dr to dorms.
o Connect with bull runner line on McKinley Ave.
o Generally limited students going south.
o Lots of faculty in Tampa and Seminole Heights
o Old number 5 route was popular to get to USF (downtown, Palm
Ave, Ybor, 40th St), pulled further off campus.
o HART No. 6, No. 2, MetroRapid.
o Planned uptowner (USF can share proposed plan)
o Patel Elementary School near MOSI bridge has kids for
surrounding areas.
▪ What type of trail user do you anticipate will use this facility?
o Graduate students (clustered around bus routes) and faculty.
▪ What planned projects do you have in the area?
o No planned changes to Bull Runner.
o No new buildings on the west side, new roadway north of the lake
tying into Magnolia and Richard Silver Way.
o Hoping for sidewalks on Bruce B. Downs Blvd between Fowler
Ave and Fletcher Ave.
o New building in research park
o Cross connections trail starting in botanical gardens, to MLK
plaza, and Meadows.
o County adding signal at Campus Hills Dr.
▪ What bicycle and pedestrian issues do you see in the study area? Do you
have any safety concerns?
o Crossings are far apart on Fowler Ave.
o Hard to cross at Spectrum Blvd when temporary space was set up.

o Developers building across campus on Bruce B. Downs Blvd and
running across the street.
o Need better lighting and well-lit entries.
o Visual noise
o People do not use the pedestrian bridge from VA hospital, takes
too long, not well lit (public safety), difficult for people with
disability.
o University police does have crash data on campus.
▪ What would you like to see this study explore? What route(s)? What
type of facility?
o Branding trail, raise visibility of trail on campus.
o Limited funding for maintenance, open for green paint at conflicts,
but can’t currently maintain everywhere.
o Tie into USF greenway, starting in botanical gardens
▪ What groups (neighborhood groups, bicycle advocacy groups, etc.)
should be sent the public survey?
o University CDC may have contacts with Campus Hills
o Taryn may have contacts through public health
o Will get back to us on groups to engage on the survey
o Students back around August 23rd , put up tent during move in
week, may not get much feedback online
o Faculty back around August 7th (reach out to each college,
academic affairs could send it out, faculty senate)
o Allison can send to research park tenants

o

