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Background 

• The program was a continuation of the 2009 High 
Street pilot  

• The pilot included engineering (signs and sharrows); 
engaged stakeholders (advisory committee, meetings 
with COTA, CPD, OSU); and limited, targeted 
education (PSAs, Bike to Work Week event, media 
relations) 

• The focus moved to city-wide education and 
engagement starting in 2011 

• Engineering continues 

 



Goals 

Overall: 
• Keep bicyclists and motorists safe while using our 

roadways 

 

Campaign goals: 
• Improve bicyclists’ and motorists’ knowledge of and 

compliance with traffic laws 

• Encourage mutual respect and appreciation for all road 
users  

• Create widespread awareness of the benefits of bicycling 
and sharing the road 

 



Campaign 
Development 

• Surveyed cycling organizations to inventory their programs, 
seek their input on education priorities 

• Benchmarked best education practices in other cities 

• Reviewed other bicycling-related input (from neighborhood 
meetings) 

• Met with COTA, Columbus Division of Police 

• Convened the Share the Road Organizing Committee 

 



Survey 
Findings 

• 60% said a public education campaign would improve efforts to 
encourage safer bicycling 

• Top priorities for Share the Road should be to educate both 
bicyclists and motorists 

• Most of the public doesn’t recognize a  
sharrow and may not understand what it means 

 



Results informed 
Campaign 

• Target both motorists and bicyclists 

• Keep it positive 

• Be descriptive 

• Use multiple communication channels 

• Meet goals of our major sponsor: ODOT 

– Provide a template package that others may use 

– Write a summary report with lessons learned and useful tips 

 



Informational 
Materials 

Flier Education Kit Folder Quiz 

1,000 each were developed and made available for distribution individually, at events and 
in education kits 



Informational 
Materials 

Brochure  
1,000 printed/distributed 



Informational 
Materials 

Tip Cards 
100,000 printed/distributed by partners 
and at 23+ community events  

 

Utility Bill Inserts 
Distributed to 314,000 Columbus 
households 

 

Street Banners 
10 ExperienceColumbus 
banners on Gay and High 
streets 

 



Web 
Presence 

Website and Social Media Posts 
Department of Public Service’s Facebook page and Twitter feeds 
from July-September reached 1,147 on Facebook and 1,525 on 
Twitter 

E-newsletter - Four emailed to about 500 
people each time; social media posts 

 



Billboards and Banners 

Outdoor, TV, Radio and 
JumboTron Advertising 
47-foot by 59-foot billboard at 82 
North High Street with exposure to 
60,000 viewers a day for eight 
weeks.  A $10,000 value (free) airing 
of the TV spot on the Broad and 
High jumbotron the day of Red, 
White & Boom! had exposure to 
about 750,000 people. 20 paid and 
115 free radio ads during a three-
week flight on four stations were 
heard by about 244,008 listeners at 
least four times. 
 



TV, Radio and Videos 

TV Spots- 645 paid TV ads on 26 Time Warner Cable networks and 513 
free ads on 19 additional networks during a 9 week flight, seen by an 
audience of 875,736 viewers at least six times 

 
Two Educational Videos 
One to educate bicyclists 
one for motorists. Posted 
online. 

 



Training and Media 

Launch event 

“How We Roll” 
Neighborhood Training 
Three free neighborhood-
based bicycle training events 
were held and attended by 
approximately 30 residents. 
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