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Two different regions, 
two different toll facilities



Challenge: I-495 is one of the most congested  roads in the 
U.S., can’t build out of congestion, 

travelers want a reliable trip, affluent region



495/95 
Express Lanes

Express Lanes stretch more 
than 40 miles

vehicles with 3 or 
more people  drive free,

solo drivers pay a 
variable toll 

Express lanes

Express lanes



Challenge: Midtown Tunnel was the most heavily traveled 
two-lane road east of the Mississippi, area surrounded by 

water, tunnel located in financially distressed area



Under the Elizabeth River, the New Midtown Tunnel 
opened in 2016 , electronic tolling started 

during construction in 2014



Goal: move more people with fewer 
cars, high E-ZPass use



Express lanes
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Express Lanes under construction 



Marketing modelClassic marketing model
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Awareness

Familiarity

Consideration 

Trial

Desired 

Behavior

Construction 
communications led 

by state: Build 
support, prepare for
construction impacts 

through  intensive 
media,

grassroots outreach 
and some paid 

marketing

Express Lanes 
communications led 

by private sector: 
Tout benefits, 

educate how to use 
facility,  motivate 

people to get  
transponders   

though extensive 
outreach and 

aggressive paid 
marketing 



Construction communications pushed
key benefit message



Construction 
based 

communications

Themes:
Choices Ahead  

Know before you go



Tysons Express 
Commuter assistance 
program provided bus 

services during construction



From HOT lanes to the one, 
unifying brand 



Marketing Express Lanes and E-ZPass

Express Lanes 
communications

Focus:
Educate and convert



The challenge (maze of signs)
Need to simplify…



The challenge (maze of signs)How do you
use lanes,
travel and

pay





• 59% of area drivers have  used  
Express Lanes

• 75% customer satisfaction

• Average daily trips on 495 Express 
Lanes increased by 71% from March 
2013 to March 2016

• Average daily trips on 95 Express 
Lanes increased by a third from 
March 2015 to March 2016

• More than 795,000 E-ZPass 
transponders*

Source: Transurban 

*VDOT



Relationships

Midtown Tunnel under construction



Relationships
Challenges:

Toll collection started BEFORE construction, 
had two months to get 75,000 E-Zpass 
transponders out in service, negative 
media coverage 

Marketing plan was basic:
Get your E-Zpass NOW



Reaching our primary audience
6:00 a.m.

Tunnel Traveler Wakes 
Up

7:00 a.m.

Commutes To 
Work

7:30 a.m.

Stops for 
Coffee and Gas

5:00 p.m.

Checks Online Before 
Leaving Work

6:30 a.m.

Reads Local News & 
Newspaper

8:00 a.m.

Goes Through Tunnel

5:45 p.m.

Goes Back

Through Tunnel

5:30 p.m.

Commutes 

Back Home

8:30 p.m.

Watches TV

9:30 p.m.

Spends Time 

Online

Radio & 
TV Spots

Radio 
Spots

Roadside
Banners & 
Electronic 

SignsOnline 
Banners

Radio

Roadside
Banners & 
Electronic 

Signs

TV Spots

Online 
Banners





Tolling Starts  Feb.1

E-ZPassVA.com

Notice Campaign  

Focus:
Countdown is on to get 

your E-Zpass



80K+ 
transponders 

issued in 60 days

• Over four months, E-ZPass 
transponders in the market 
increased by 213% 

• 76% of tunnel users pay by using 
their E-ZPass

• Toll relief program for financially 
distressed  tunnel users to begin, 
first of its kind in the nation

• E-ZPass education campaign 
under way



Lessons learned

1. The foundation - the right team, the right roles

2. Marketing 101 - awareness leads to conversion

3. Clear goals - fewer the better

4. Strategic - broad and targeted, research-based

5. Strong brand - consistent and straightforward

6. Notice campaigns – simple works 

7. Date-driven E-ZPass campaign – countdown 

8. Ongoing education – measure and adjust


