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Baltimore/Washington Corridor 

• Military and Federal 
Agencies 

  - Fort Meade 
  - NSA 
  - National Park Service 
 
• Arundel Mills Business 

District 
 

 Maryland LIVE! casino 
 

• BWI Business/Hotel District  
 

• Highly Populated Residential 
Area  in northern Anne 
Arundel County 

 



Communication Goals 

• Prepare residents, businesses and motorists 
for the bridge construction and related traffic 
impacts.  

• Urge alternate routes – early and often 

• Identify and meet special corridor needs 

• Convey operational success, positioning SHA 
as a leader in using innovative construction 
methods 



Messages 

• SHA’s Focus on System Preservation and Bridges 
(ONGOING) 

 

• Avoid the Area – Use Other Routes; Promote as a 
Weekend Closure and Convenience Benefit 
(BEFORE THE MOVES) 

 

• Technology was the Best Solution – Used 
Successfully in Other States (AFTER THE MOVES) 

 



Strategy 

• Identify customers and needs 

• Establish a relationship with the BWI Business 
Partnership. Meetings included:  
 -  April 2012 (initial contact) 

- June 2012 (Partnership Breakfast w/200+ attendees; 
table in lobby) 

- August 2012 (Open House hosted at local business; 
nearly 50+ reps in attendance) 

- September 2012 (Partnership Breakfast w/200+ 
attendees and AUA staff meeting). 



Strategy 

• Develop materials and messaging to meet 
customer needs (...and not just media…): 

– What will help customers find their way around 
the area? 

– Where should they find information? 

– Where will they look for this information? 

– What media are likely to cover the moves? 

– What other events are taking place in the area? 



Strategy 

Inform Regionally 

Educate Locally 



Initial Planning 

• Summer 2011 

 

– Community Liaison collected information from 
area businesses to assess needs and gather 
contact information 

 

– Project staff hosted public meeting in Linthicum at 
an elementary school in September 



Preparing for the Moves 

• Summer 2012  
– Update community contact lists 
 
– Coordinate with other State agencies re: area construction 

work (MDTA) 
 

– Identify special business needs 
 

– Design project FAQs, detour cards, updated project web 
page with photos 

 
– Ongoing meetings with area businesses 

 
 

 



One Month Before the First Move 

• Update community contacts 

• Personal visits to corridor businesses 

• Attend BWI Business Partnership events 



• BWI Partnership 
– Area business 

leaders 

– Educate vs. inform 

– 4 minute 
presentation 
looped on hotel 
television and also 
placed on SHA 
web 



Project 
presentation on 
hotel lobby TV 



Two Weeks Before the ‘Move’ 

• Web & Video 
– Info available on the SHA website 
– SPMT presentation copies  
– EarthCam/live video promo 
– Scheduled Twitter and Facebook 

posts 
– Web Banners on media outlet sites  

 
• Printed Materials  

– West Nursery Rd. detour card 
– SPMT Fact Sheet 
– Traffic Impacts 
– Bridge Move Timeline 
– Lobby Displays 

• Media Relations 
– Travel Advisory sent 1 week before 

the move 
– Baltimore Sun newspaper site visit 

1 week before (photo gallery) 
– Media Briefing two days before the 

move (photo op/video) 

 
• Radio Presence 

– Used SHA in-house talent to record 
– Paid placements aired four days 

prior to each move 



Baseball Playoffs 

http://www.bing.com/images/search?q=maryland+terps&id=D941628C836F8EDCD1CCF2DF66DAF3749FEED1F2&FORM=IQFRBA


Media Coverage 



Web & Social Media Outreach 

• BEFORE 
– Shared web banners on area media Facebook pages 
– Prescheduled traffic messages on Twitter days in advance  
 

 All through lanes of MD 295 (Baltimore-Washington 
Parkway) will be CLOSED this Fri & Sat pm AND next Fri & 
Sat pm. Dets-> http://ow.ly/eubJz      

 
 The closures allow SHA 2 use an innovative technology & 

‘roll’ the replacement bridges in2 position, says Admin. 
Peters http://ow.ly/eucAu  
 
10/15/2012 

http://ow.ly/eubJz
http://ow.ly/eucAu


Web Banners  



SHA Twitter Page  

 



Targeted Local Outreach 
Education, not just information 



Targeted Local Outreach 

• How do we quickly convey critical traffic 
information to locals who work along West 
Nursery Road and visitors who temporarily 
populate the hotels and restaurants? 

 

– Usual media might not reach visitors 

– Educated hotel staff can educate visitors 



Key Local Contacts 

• Hotel staff 

• Northrop Grumman communications 

• Hoyt’s Cinema Manager 

• Restaurant Managers 

• USPS-IMF Transportation Managers 

• Maryland Transit Administration (MTA) 

• BWI airport operations and PIO 



• Northrop Grumman Electronic Systems 
– 5,000 employees 

– Gathered delivery schedules, weekend deployment info 

– Coordinated with NGC communications staff  

 

• USPS Incoming Mail Facility 
– Serves several counties in the Baltimore metropolitan area 

via 24/7 mail operations 

 

• Hoyt’s West Nursery Cinema 14   
– Up to 6,000 weekend patrons; special event screenings 

– Concerned about 3 a.m. closing times and traffic volumes 

 

 

 



Local Outreach Methodology 

• Education push included plans, timelines, 
technology overview and traffic impacts 

• Detour cards w/ map and directions – keep 
hotels stocked; educate staff 

• Constant engagement with local businesses to 
evaluate needs, events, changing conditions 

• Regular traffic and milestone updates 

 



Documents posted to SHA project web page 



Document 
Samples 

5x8 detour card 
for hotels 



Document 
Samples 
Fact Sheet 



Document 
Samples 

Timeline 



Document 
Samples 

Traffic Impacts 



Document 
Samples 

Project-in-Brief 



Document 
Samples 

FAQ 



“Routine” Communications 

• Milestone updates (24/7) to corridor business 
contacts, internal operations group and media 

• Traffic updates (24/7) to corridor business 
contacts and media 

• Progress photos to social media and web 

 



Engagement 

• Personal visit to all hotels, businesses 

• Personal distribution of detour cards; 
conversations with staff 

• Frequent engagement with evening and 
overnight staff 

• Regular email and phone follow-ups with 
updates, needs requests 

• Community liaison “on-call” for businesses 



Special Needs 

• MTA – real-time detour information at all 
hours to assist #17 bus route planning 

• Hoyt’s Cinema – check for special screenings, 
supply lobby posters, gauge impacts from 
traffic “dumps”, request web presence 

• USPS-IMF – 24/7 operations using contracted 
drivers.  Timely delivery critical, “back door” 
routes planned weeks in advance. 

 



Crisis Communications 

• OCRI coordinated emergency responders 
meeting to gauge concerns and needs for 
“what-if” scenarios. 

– State, county and MdTA police 

– BWI operations and security 

– Homeland Security 

– Separate emergency contact/update list 
established and shared among all responders 

 



The “Load Shift” 

• First bridge move attempt positioned as a setback 
– “load shift” 

• Liaison on-site 
• OCRI media staff assumed all-day 

communications at macro level – proactive, 
traffic-focused (press releases and social media) 

• No change in live project camera 
• Social media focused on traffic updates 
• No difference in local outreach – convey traffic 

impacts, closure hours, anticipated openings 



Web & Social Media Outreach  

• DURING THE DELAY… 
 

– Cancelled all prescheduled tweets 

 

– Used Twitter and Facebook to send updated notice 
about traffic changes 

 

– Sent periodic updates to community contacts 

 

– Updated website and monitored social media 



Overall Results 

• Timely, accurate regional traffic information 

• Customer service saturation along West 
Nursery Road corridor 

– Successfully anticipated special needs (theater, 
IMF, hotels) 

– One initial complaint regarding bus service led to 
change in communication between SHA liaison 
and MTA 



Correspondence 
MTA coordination 
Changed from general 
contact list to direct phone 
and email communication 
with planning chief 



Overall Results (continued) 

• Updates and visual progress pushed out 
almost immediately 

– Nearby hotel provided after hours access, wifi for 
camera control and email updates 

– Updates and photos formatted immediately and 
sent to social/web media coordinator for weekend 
distribution 

– No complaints from business corridor during 
bridge move weekends 



 

One of many short updates 
provided to corridor 
businesses 



Typical progress photo during 
bridge move weekend 



After the bridge moves… 

• Updates and progress photos continued via 
web and social media long after the bridge 
moves were over 

– Important to acknowledge ongoing work 

– Citizen issues following bridge moves included 
steel plates and lane reduction across bridges 



Results 

 

Web updates 
continued after 
the bridge 
moves.  Focus 
shifted to 
people since the 
work was more 
routine than 
SPMT use 





Results – Load Shift 

– Load shift was an operational crisis, not a 
communications crisis because there were no 
injuries, no new closures and no new detour 
routes to communicate 

– Social media and conventional press employed 
early and often to convey traffic updates including 
queue lengths, as well as expected opening times 

– No negative press 

– No public/political complaints 



Detour-in-Place = Ace-in-the-Hole 
for media and outreach 

 
Lack of detour would have yielded 

much different outreach effort 
Focus would have included laterals – getting cars off 

MD 295 and untangling those routes 



Summary 

• Inform regionally, educate locally 

• Attention to detail – events, alternate routes 

• Face time builds good working relationships 

• Use each medium effectively – social (traffic & 
progress), web (documents/multimedia), print 
(advance warning, feature) and broadcast 
(advance warning, ongoing traffic) 



Follow-up 

• Survey of corridor hotels/businesses coming in 
January/February 

– What did SHA do right/wrong? 

– What could we have done better? 

– Business impacts? 

– Customer complaints? 

– Were the detour cards useful? 



Questions? 


