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The Problem
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• In 2016, there were 71 pedestrian and 10 

bicyclist fatalities in the Washington region

• 29% of the 279 total traffic fatalities were 

pedestrians or bicyclists

• Disadvantaged, inner-suburban communities 

were disproportionately affected



What is Street Smart?
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• Street Smart focuses on Education through Mass Media
• One media campaign for one media market

• Multi-year “Tired Faces” Creative 

• http://bestreetsmart.net

• Concentrated  waves of Radio, Television, Gas Station, Transit, 

and Internet advertising designed to change driver, pedestrian, 

and cyclist behavior
• Fall and Spring Waves

• Since Fall 2002

• Supported by concurrent law enforcement

• Funded by:
• Federal Funds administered by DC, Maryland, and Virginia

• WMATA

• TPB Member Governments - COG dues (63k) 

• Covers project administration

• FY 2017 Budget – $775k for consultant, ad placement

• Increase from 760k for FY 2017
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Press Events
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Paid Media
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• Outdoor

- Bus Tails 

- Pumptoppers

• Television

• Digital



DRIVER
TARGETED

EXTERIOR 
BUS ADS



Street Teams
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Pedestrian Alert Zones/
Enforcement Activations
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Sidewalk Graphics

8/zone

Enforcement Activation

Yard Signs



Evaluation Survey
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• Pre and post Spring 2017 campaign wave
• Pre:    March 28 – March 31

• Post:  May 16 – May 22

• On-line survey

• Drivers and Pedestrians

• 300 respondents

• Representative Sample (DC, MD, VA)

• Results:
• 71% baseline awareness was unchanged pre and post

• After 5 years of advertising a high baseline awareness

• Low Spring 2017 budget (due to new ad development cost)

• Unaided awareness increased from 23% to 30%

• No difference between drivers and pedestrians (closed gap)



Evaluation Survey
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Campaign Value
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 TOTAL CAMPAIGN VALUE 

Earned Media Publicity Value $1,057,422  

Paid Media Added Value  $452,682  

Donated Media Value  $675,126  

Campaign Budget  $840,000  

CAMPAIGN VALUE  $3,025,230  

• Earned Media

• Added Value

• Donated Media

$3 million in overall campaign 

value on a budget of 

$840,000*

*includes $63k for administration



New Ads: “Shattered Lives”
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“Shattered Lives”
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“Shattered Lives”
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“Shattered Lives”
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English and Spanish
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English and Spanish
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English and Spanish
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English and Spanish
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Fall 2017 Schedule
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October November December

PAID MEDIA 2 9 16 23 30 7 14 21 28 5 12 19 26

Pumptoppers

Exterior Bus Ads

Digital (YouTube, Twitter, Facebook, Mobile)

Digital Shelters

Radio

MEDIA RELATIONS

Kickoff Press Event

Media Tour

ENFORCEMENT COORDINATION

Suggested Enforcement Dates

Enforcement Activations

OUTREACH/PARTNERSHIPS

Partnership Development/Donated Media

Digital/Social Media

Street Teams



Press Event

22

• Launch: 11/3 at 
10:30am

• Location: Old 
Town Square in 
City of Fairfax, VA

• Speakers
• Media tour 
• Enforcement: 

11/6 – 12/3



Pedestrian Crashes
By Month, 2015
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Next Steps
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• Complete New Creative for FY 2018

• Launch a new, mobile-friendly web 

site

• Carry Out the Fall Media Campaign



Contacts:
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Michael Farrell

Senior Transportation Planner

mfarrell@mwcog.org

202-962-3760

Kenna W. Swift

Senior Associate
kennas@sherrymatthews.com

Sherry Matthews Advocacy Marketing

1912 Sunderland Place NW, Washington, DC 20036

202-416-0110 (office)
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