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Executive Summary 
Keeping organizations resilient through effective communications, administration, and 
financial management was an overarching theme of IBTTA’s 2013 Organization 
Management Workshop, June 23-25, 2013 in Baltimore.  
In his opening remarks to the workshop, IBTTA Executive Director and CEO Patrick 
Jones underscored the importance of communications and government affairs for tolling 
agencies. “These two disciplines are absolutely central to our industry,” he said, and the 
industry’s success will depend in part on its ability to tell compelling stories about 
customers’ positive experiences with tolling. 
”It took time to get people to understand the connection between surface transportation, 
economic development, and community development,” said Leif Dormsjo, Maryland’s 
Deputy Secretary of Transportation, referring to a series of toll increases that funded 
major improvements in the state’s highway infrastructure. “But the case was made, the 
case was a winning case, and our transportation revenues are in much better shape now 
than they’ve ever been.” 
Against a backdrop of increasing complexity in tolling agencies’ operating environments, 
panelists and participants discussed strategies for looking ahead, planning for 
extraordinary events, and standing ready to cope with unexpected challenges. Joe 
Casola of the Center for Climate and Energy Solutions traced the difficulties tolling 
agencies can expect to encounter as severe weather events become more frequent and 
intense.  
He listed heat waves, rainfall, flooding, sea level rise, extreme drought, wildfires, heavy 
winds, and snow and ice events as forms of severe weather that are amplified by climate 
change. Several panelists described their agencies’ responses to recent severe storms and 
the operational and communications lessons they had learned along the way. 
“Transportation assets are really important to our economy and our society as a whole, 
but they’re also very sensitive to weather,” Casola said. “They’re very exposed.” It 
follows that “the decisions made by the transportation community can be incredibly 
educational, and can be a model for other communities” that are wrestling with the 
impacts of climate change on physical infrastructure. 
Effective stakeholder communication is a constant priority for the entire tolling industry, 
and with the 2013 OMW taking place in a jurisdiction that had introduced five toll 
increases in six years, participants took the opportunity to hear about the local 
experience. Jacquelyn Seneschal of Parsons Brinckerhoff, Inc. said the evolution of the 
Maryland Transportation Authority’s communications program pointed to steps that 
any agency can take to connect with communities that have an interest in a decision on 
toll rates. 
Panelists said tolling agencies can use social media to open two-way conversations with 
their most important audiences, without traditional media as a filter. With a detailed 
profile or “persona” for each customer category, an agency can find the online platforms 
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where those customers gather. Participants heard that now is the time to build an active 
online presence: “If you’re not involved with social media, you’re going to fall behind,” 
said one panelist. “It’s going to come to you regardless. So I would challenge you to get 
on that platform.”  
Several speakers underscored the importance of effective government relations and in-
depth economic impact analysis of major tolling initiatives, with one of them urging 
participants to “get out from behind your desk and talk to people.” Panelists also 
pointed to the growing importance of investor outreach, while cautioning against 
spontaneous disclosures in meetings with individual investors. “Those conversations 
have got to be in the box of what is public information,” a panelist stressed. 
From interoperability, to managed lanes, to emerging technologies, to an innovative 
approach to combining toll roads with transit, the workshop heard several snapshots of 
major innovations that are sweeping the tolling industry. 
Many of the communications and resilience challenges facing the U.S. transportation 
system trace back to the insufficiency of state and federal gas taxes to fully fund 
highway maintenance and construction, and IBTTA’s Moving America Forward campaign 
is the industry’s response to the funding crisis. Jones reminded participants that the 
success of the campaign will depend on members’ participation and input.  
“As Congress considers funding options for surface transportation in the next 
authorization, one of our major goals is to ensure that tolling is one of the options for 
state and local governments,” he said. 
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Introduction 
IBTTA Executive Director and CEO Patrick Jones welcomed participants to the 2013 
Organization Management Workshop by stressing the importance of communications and 
government affairs for tolling agencies. 
“These two disciplines are absolutely central to our industry,” he said. The compelling 
stories about tolling focus on customers who need reliable, safe mobility to get to and 
from their jobs, job interviews, or their children’s day care, and Jones urged participants 
to help tell those stories through IBTTA’s Moving America Forward campaign. 
Leif Dormsjo, Maryland’s Deputy Secretary of Transportation, said a focus on tolled 
infrastructure was “incredibly timely” in a state that had recently raised its gas tax, 
enacted expanded authority for public-private partnerships (P3s), and boosted its own 
capacity to collect unpaid accounts from toll violators. 
”It took time to get people to understand the connection between surface transportation, 
economic development, and community development,” Dormsjo said, and coalition-
building was crucial throughout. “But the case was made, the case was a winning case, 
and our transportation revenues are in much better shape now than they’ve ever been.” 
Jack Basso of Peter J. Basso & Associates said necessity is driving the tolling industry to 
grow and diversify, with changes in technology, governance, and funding reflected in a 
variety of new operating models. “One of the factors bringing about change is the 
stagnation of financing,” Basso said, “particularly at the federal level, where funding 
hasn’t changed in terms of its real purchasing power since 1956.”  
Peter Buffa of Barclays-Public Finance said transportation finance in the U.S. is in 
transition. “There’s this tremendous evolution happening, and you’re driving the 
process,” he told participants. Much of the original Interstate highway system was 
funded by tolls, and “now we’re just going back to the future. If anything is going to 
meet our infrastructure financing needs, it’s toll revenue and private equity.” 

Building a Resilient Organization 
Resilience in all aspects of tollway operations—from the response to severe weather, to 
agencies’ own problem-solving—was a central theme throughout the 2013 Organization 
Management Workshop. In an era of increasing complexity, panelists and participants 
discussed strategies for looking ahead, planning for extraordinary events, and standing 
ready to cope with unexpected challenges. 

Resilience on the Road 
Joe Casola of the Center for Climate and Energy Solutions traced the challenges tolling 
agencies can expect to encounter as severe weather events become more frequent and 
intense. “Transportation assets are really important to our economy and our society as a 
whole, but they’re also very sensitive to weather. They’re very exposed,” he said. It 
follows that “the decisions made by the transportation community can be incredibly 
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educational, and can be a model for other communities” that are wrestling with the 
impacts of climate change on physical infrastructure. 
Casola listed heat waves, rainfall, flooding, sea level rise, extreme drought, wildfires, 
heavy winds, and snow and ice events as forms of severe weather that are amplified by 
climate change.  
With 11 events in the United States that exceeded $1 billion in damage, including 
Hurricane Sandy, he said 2012 was one of the costliest storm years in the last 20 to 25. 
The ratio of record high to record low temperatures began rising in the 1970s and has 
increased dramatically since 2000, and all regions of the U.S. can expect significant 
increases in the number of days over 100° F through 2030. 
Although heavy rainfalls have increased over the last 50 years in the eastern and 
Midwestern U.S., flooding has varied according to regional watershed management 
practices. Coastal regions have been subject to more frequent, severe flooding due to sea 
level rise, while western states have seen shorter snow seasons with heavier spring and 
summer melts, with major impacts on road and rail beds and wastewater systems.  
With the country as a whole getting slightly wetter and the southwest slightly drier, 
parts of the U.S. have seen sustained drought and increased losses to wildfires. While 
tropical storms will be less common in the Atlantic Basin, a warmer, moister atmosphere 
will make Class 4 and 5 hurricanes more frequent. 
Casola said toll operators can build resilience by adopting an all-hazards approach and 
building resilient systems that anticipate, absorb, adapt to, and rapidly recover from 
disruptive events. He encouraged participants to: 

• Identify sensitivities to changing weather patterns, system failures, and planning 
factors like land use, population growth, and demographic shifts 

• Leverage the work of organizations and jurisdictions that may already be 
working to reduce their vulnerability to climate change 

• Integrate risk management in day-to-day operations and management by 
connecting emergency management with procurement, maintenance, 
inspections, and customer communications and education 

• Make the long play, “understanding that there are going to be times when you 
make the right decision, other times when you make the wrong decision,” and 
learning as much as possible from every experience. 

Casola pointed to recent innovations in private sector risk management that might be 
applicable to highway infrastructure. Insurance and reinsurance companies “continue to 
pay claims, and continue to make a profit,” he said. 
Gordon Garrettson of the Maryland Transportation Authority said severe weather 
closed the Bay Bridge in 2003, 2007, and 2011, and four times in 2012. But the event that 
prompted a change in the agency’s wind policy and procedures and an overhaul of its 
monitoring technology was a June, 2012 derecho, a straight-line windstorm associated 
with a fast-moving band of severe thunderstorms. In minutes, winds increased from the 
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low to mid-30s to more than 80 miles per hour, and an overturned tractor-trailer around 
mid-span trapped traffic on the bridge during the storm. 
“Prior to this event, the general mindset was that a full closure of a facility of this nature 
should very seldom happen,” Garrettson said. Now, restrictions and closures are 
dictated by the time it takes for wind speeds to increase, as well as the actual speed of 
the gusts. And while higher-level authorization is appropriate when a slower storm 
build-up allows more time to decide on a bridge closure, “it doesn’t work so well with 
these fast-moving storms.” In cases of more imminent danger, local officials must be 
empowered to make tough decisions, without fear of repercussions. 

Communicating in a Crisis 
In a severe storm, system resilience depends on reliable, effective communication—
within and between agencies, and between tolling agencies and their customers.  
“Extreme weather planning has become part of the regular planning for the agency, and 
with extreme weather planning comes communications planning,” said Chip Eibel of 
the New Jersey Turnpike Authority. “Weather can change the situation instantly, and 
you have to have contingency plans in place.” 
Before Hurricane Sandy hit the northeastern U.S., New Jersey state officials did a good 
enough job of evacuating the affected communities that there was little need to 
implement the Turnpike Authority’s 300-page contraflow plan. But Eibel said it was still 
tremendously important to distribute timely updates on roadway conditions, including 
“hunker down” options for people who were stuck in the storm zone. 
A multi-state, multimodal coordinating body, Transcon, organized region-wide 
conference calls where agencies discussed roadway conditions and closures and agreed 
on public messaging. The Turnpike’s Chief of Staff, Megan Mulcahy Romano, said an 
emergency is an important time to translate specialized language for public audiences. 
“The operators speak in very technical language,” she said. “Communicators have to be 
in the room as decisions are made, so that they understand exactly what’s happening.” 
Ira Promisel of the Hudson Valley Transportation Management Center agreed on the 
need to communicate across agencies, disciplines, and modes. “It shouldn't just be the 
stovepipes of each entity working alone,” he said. “If you’re doing your job perfectly, 
but you’re not communicating outside your stovepipe, it’s going to get all screwed up.”  
Cindy Ward of the Dulles Toll Road said her facility had responded to 17 winter events 
in the first half of 2013, involving a combined eight inches of snow, at a cost of almost 
$750,000. But the agency’s severe weather communications plan was tested and shaped 
by a previous storm that left 116 abandoned vehicles along a 14-mile roadway. 
Forecasts had called for two to four inches of snow at about 7:00 PM, after rush hour 
traffic had subsided. Instead, a wave of ice and sleet covered the area at about 3:00 PM. 
When rush hour began, arterials and secondary roads quickly filled, and many drivers 
ran out of gas by the time they reached the toll road. 
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The experience convinced the Dulles Toll Road and its partners to plan for the worst, 
hope for the best, and put forward a single, consistent message. “If we have multiple 
agencies sending out a modified version of the same message, it can be perceived in 
many different ways, so it’s important to recognize who’s in charge,” Ward said. 
Promisel pointed to strong interagency relationships as a cornerstone of effective 
emergency communications. “You don’t hand out business cards at the scene of an 
incident,” he said. “You want to have those relationships built beforehand, and that’s 
something we did right.” 
Patrick Jones noted that every football team reviews video after a big game to see what it 
could have done better. Mulcahy said the after-action review begins with something as 
simple—and essential—as keeping a detailed log while the action itself is going on. 

Organizations in Transition 
Resilience also makes it easier for organizations to adapt to changing needs, priorities, 
and generations. Claire Baldwin of CDM Smith brought the change process down to a 
simple equation: D x V x F > R. She explained that dissatisfaction with present 
circumstances, a vision of the future, and the first, concrete steps toward that vision must 
always outweigh the resistance that change always encounters. 
Key predictors of successful change include how well the process worked last time, how 
deeply a team is involved, and how clearly individuals can see the need for change, 
Baldwin said. Resilient personalities are characterized by self-discipline, resourcefulness, 
level-headedness, and flexibility, and Baldwin said a company intent on changing 
should “give them authority, give them resources, and let them do what they need to 
do.” 
Organizations are also challenged to leverage their IT dollars to provide the best value 
and manage risk, said Rick Nelson of Computer Aid, Inc. A successful IT project 
depends on listening to stakeholders, understanding how an organization’s structure 
and operations are evolving, spotting risks early, and managing costs. 
Robin Carlin of the Ohio Turnpike Commission discussed the prerequisites for 
introducing new technology rules, practices, and procedures in a work force composed 
primarily of baby boomers and members of Generation X. Training might have to be 
tailored to a work force that is less tech-savvy and has a more traditional learning style, 
and recruitment must be geared to replacing key personnel when they retire. Carlin 
reviewed a menu of issues that arise when organizations and employees begin 
introducing smartphones and other technologies in the workplace. 
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From Grasstops to Grassroots: Reaching Stakeholders at All Levels 

Public Outreach and Social Media 
With a series of recent toll increases on the books, the Maryland Transportation 
Authority (MDTA) has had extensive experience with the process of reaching and 
engaging community stakeholders.  
“I’m not going to be able to tell you how to do five increases in six years without making 
someone unhappy,” said Jacquelyn Seneschal of Parsons Brinckerhoff, Inc. But the 
evolution of Maryland’s communications program pointed to steps that any agency can 
take to connect with communities that have an interest in a decision on toll rates. 
MDTA introduced its first toll action in 2009, in preparation for the opening of the 
Intercounty Connector as a price-managed facility. Then in 2011, the agency undertook 
the largest toll increase in its history and changed the way it assessed video tolls. A 
second phase of that increase took effect July 1, 2013, the same month in which hearings 
began on new tolls for a section of Interstate 95.  
In the 2009 communications effort, “we didn’t want to draw any more attention than we 
had to,” Seneschal said. “We just did what was legally required.” MDTA announced the 
increase 30 days before it took effect, held a single public meeting at a government 
building during working hours, and heard testimony and took action on the same day. 
In 2011, MDTA organized facilitated public meetings to gather testimony and held a 
separate hearing in each of the seven counties that were affected by the decision. A web-
based system made it easy for customers to comment on the increase, enter their zip 
codes as a geographic reference, and indicate the toll facilities they were most interested 
in. Users were no longer permitted to phone in their comments because “we wanted 
your words. We didn’t want the operator’s interpretation of your words.” Two public 
meetings on the 2011 increase were held in a much larger room at MDTA headquarters, 
with media and a number of legislators present. 
Since the 2013 increase was a continuation of an earlier process, there was no statutory 
requirement for public hearings. But MDTA still reached out to customers by letter mail, 
email, and social media, drawing 2,500 participants and more than 150 comments to a 
single Facebook chat. “That’s as much or more participation than we get at any single 
public meeting, and it was a whole lot easier to do,” Seneschal said. 
MDTA public affairs consultant Jeffrey Davis of Sawmill Marketing Public Relations 
said tolling agencies can use social media to open two-way conversations with key 
audiences and communicate directly with customers, without traditional media as a 
filter. Increasingly, “mobile is key, and when we’re talking travel, it’s even more 
important.”  
At first, MDTA used social media to listen to conversations that were already going on 
online. Over time, the agency introduced Twitter and Facebook accounts, as well as a 
toll-free traffic update line and two cartoon “spokesbirds,” Spike and Otis. 
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During Hurricane Sandy, MDTA’s website and blog traffic saw huge increases, Twitter 
followers increased from 658 to 1,644, Facebook Likes grew from 345 to 2,260, and the 
#MDSandy Twitter hashtag received retweets from traditional media and the Federal 
Emergency Management Agency. “People were driven to our sites because they knew 
they were getting good information,” Davis said, and the advantage for the agency was 
that “you knew exactly who your audience was.” 
Agencies at an earlier stage in taking their brands online can get started by setting 
objectives, identifying specific target audiences, and learning as much as possible about 
each group, said IBTTA social media strategist Jenise Fryatt of Smarter Shift. With a 
detailed profile or “persona” for each customer category, an agency can find the online 
platforms where those customers gather and identify the keywords or keyword strings 
that will capture their attention. “The more detailed you get in your customer profile, 
the more useful keywords you’re likely to uncover,” she said. 
In the early stages of a social media campaign, the accent is on listening and “lurking,” 
Fryatt said. “Pay attention to what people are posting. Check out their links. Attend 
chats and discussions, and just watch.” Organizations can get to know their online 
stakeholders by engaging in one-on-one conversations, sharing useful information, and 
retweeting or recommending material that others post. 
“It’s amazing what happens when you do that,” Fryatt said. “It opens the door to 
relationships that can really help you in the future.” 
Tyler Milligan of Milligan Partners said organizations should treat social media as a 
conduit for content they’ve created elsewhere, while sharing and endorsing content 
from other community members. In an initiative like IBTTA’s Moving America Forward 
campaign, “we have to engage the decision-makers and our users, and social media is a 
fantastic way to do that.” He cited MDTA’s Facebook chat as a simple, effective way to 
capture customers’ attention and viewpoints. 
Heidi Weinstein of the E-470 Public Highway Authority said she’d seen a dramatic shift 
toward social media in the last year. “If you’re not involved with social media, you’re 
going to fall behind,” she said. “It’s going to come to you regardless. So I would 
challenge you to get on that platform.” 
E-470’s social media effort integrates Twitter, Facebook, news releases, and a popular 
YouTube channel. In one year, it generated 73,000 website clicks and 482,000 views, at a 
cost of $0.004 per communication. A successful customer video contest offered prizes of 
$300, $200, and $100 in free tolls for the three top entries. “I’m spending $1,000 to give 
these customers an opportunity to engage with our brand,” Weinstein said. “How much 
are you spending on traditional media?” 
The agency tracks social media hits back to transponder sales by assigning a unique 
promotional code to each campaign. 
John O’Connell of HNTB Corporation described his organization’s use of a survey tool, 
America THINKS, to understand public views on transportation and other 
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infrastructure. He said survey data can be useful for opening a dialogue with decision-
makers and capturing media attention, as long as organizations “begin with the end in 
mind and understand how this can help move the conversation forward.” 
O’Connell said current, relevant data can serve as a foundation for a variety of products, 
including media releases, videos, op eds, white papers, and viewpoint pieces—as long 
as the research is conducted properly, and the release includes analysis to explain the 
raw numbers. He warned that a publicity-style poll on a platform like Survey Monkey 
“can be of interest, but it’s not a representative sample. Its just the people who decided 
to come to your website or answer your email.” 
Steve Pustelnyk of the Central Texas Regional Mobility Authority described the 
benchmark survey his agency produced in advance of the MoPac Improvement Project, 
a major new express lane in Austin. Since express lanes are still relatively new, the 
agency saw the need to measure community attitudes and expectations before work 
began, in order to track changes in views after the lane went into operation.  
The survey focused on public perceptions of roadway conditions, landscaping, signage, 
safety, travel times, and congestion, as well as customers’ price sensitivity and their 
views on the value of their highway trips. The research revealed differences in attitude 
and project awareness by age group and gender, and found that 52% of respondents 
would definitely or probably use the new toll road, providing a benchmark for the 
eventual performance of the facility.  

Government Relations 
Emanuela Stocchi of Italy’s Associazione Italiana Società Concessionarie Autostrade e 
Trafori (AISCAT) described the complex process of conducting government relations 
with the European Union, as well as the various transportation bills and directives that 
are currently in play. She said a successful legislative effort is built on strong 
partnerships within the tolling and transportation industries, pragmatic alliances with 
like-minded organizations, and a clear understanding of EU policies and strategies. 
IBTTA legislative consultant Kathy Ruffalo of Ruffalo and Associates said the key 
challenge in the U.S. is to build momentum in Congress for a more permissive approach 
to tolling existing Interstate highways. That momentum, in turn, will depend on broader 
support from state and local governments, and from the general public. 
Craig Shuey of the Pennsylvania Turnpike Commission said his agency puts a lot of 
emphasis on communicating the value of its services to legislators and stakeholders. 
Communication tools include a fast facts menu, a weekly e-blast to legislators, a 
quarterly newsletter, and a 20-page executive briefing that has been particularly useful 
to turnpike commissioners. The commission also produced a “total reconstruction map” 
that tracked service improvements over time, and documented the $6.6 billion in 
economic output, 72,000 full- and part-time jobs, and $233 million in state and local taxes 
that would result from its $3.6 billion enhanced capital plan. 
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“It’s important to get out from behind your desk and talk to people,” Shuey stressed. 
“It’s had a positive effect on how we’re received” by legislators and employees alike. 
Don Shubert of the Connecticut Construction Industries Association echoed Stocchi’s 
emphasis on broader partnerships. “If you want to have a successful grassroots effort, 
work with people you typically don’t work well with, and try to make them successful,” 
he recommended. Shubert described plans to launch a U.S. Tolling Coalition, of which 
IBTTA will be a member. 

Communicating with Investors 
Investors have always been a key stakeholder audience for tolling agencies, but investor 
relations have become more complicated, requiring more concentrated attention than 
ever before. “The world has changed tremendously, particularly over the last five or six 
years, and if you look back 20 years, you can see even more evolution,” said Nita 
Crowder of the Orlando-Orange County Expressway Authority. “The more the investor 
can understand about your organization and the risks of a particular transaction, the 
better you’re going to be able to market those bonds and achieve a lower cost of capital.” 
She listed four elements of an effective investor relations program: 

• Strong information and messaging at the time of the debt offering 
• Strong continuing disclosure practices 
• Frequent release of solid financial and operational data 
• Ongoing dialogue with current and potential investors. 

Crowder and other panelists cautioned against spontaneous disclosures in meetings 
with individual investors. “Those conversations have got to be in the box of what is 
public information, what is in your official statement, what is out there and easily 
accessible,” she said. “Be forthright, but restrict yourself to what is in the public domain.”  
Disclosure counsel Jéan Wilson of Greenberg Traurig, LLP said agency representatives 
should be careful when investors ask questions that go beyond the information in an 
offering statement. “The SEC says you’re selling the security based on what’s inside the 
four corners of that document,” he said. “All the conversations you have are outside that 
box, and you have to bring it back inside.” 
Investor relations websites commonly include copies of, or links to, official statements, 
bond program overviews, descriptions of bank loans, comprehensive annual financial 
reports, and a range of other documents, and Wilson noted that “anything uploaded to 
that site is seen as speaking to the market.” 
In another session, participants discussed the uses and communications implications of 
SWAPS and other investment tools. The panel concluded that an individual transaction 
shouldn't be seen as a winning or losing proposition, as long as agencies pursue the best 
course of action available when an investment is made. 
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The Tolling Industry Scene 
Although the 2013 Organization Management Workshop focused primarily on 
communications, administration, and resilience, participants received snapshots of some 
of the major innovations sweeping the tolling industry. 
P.J. Wilkins of the E-ZPass Interagency Group traced the massive effort that had gone 
into reconciling seven U.S. transponder protocols in order to make full interoperability a 
reality ahead of a 2016 Congressional deadline.  
“We have a lot of organizations, a lot of agencies, a lot of folks working on the problem, 
and we have a lot of different parts of the problem, each one very complex,” he said. 
“That’s why it’s taking so long.”  
A group of tolling industry leaders has focused its efforts on determining core 
requirements for a common protocol, identifying intellectual property issues, 
developing business rules and requirements for an interoperable system, addressing 
governance and funding issues, and gaining buy-in from non-IBTTA agencies. 
“We spent the last several years focusing on the technology that makes our toll 
collection system work,” Wilkins said, but the process of settling the business rules will 
be “10 times harder than choosing a technology for interoperability. We haven’t started 
that yet. That scares me a bit, but it’s starting to get the right focus.” 
David Ungemah of Parsons Brinckerhoff discussed the integration of managed lanes in 
regional and statewide mobility plans that involve multiple jurisdictions, business plans, 
and business rules. This new context places more emphasis on reliability and congestion 
relief than on revenue generation, and compatibility with transit is often an important 
element. Ungemah reviewed the factors that determine the technical, financial, and 
institutional feasibility of a project, as well as its public acceptance. 
Pierce Coffee of Transurban traced the development and gradual public acceptance of 
the 495 Express Lanes in Virginia, which opened in November 2012. The system features 
real-time pricing based on traffic volumes, with tolls adjusted every 15 minutes to 
ensure a free flow of traffic. The lanes are free to carpools and buses, and have already 
delivered a 20-minute time saving for the regional transit agency. 
Dan Toohey of Delcan Corporation identified mileage-based user fees, smartphone apps, 
the convergence of tolling and traffic management, and connected vehicles as 
technology trends that are having a positive impact on tolling. He said connected 
vehicles “have the potential to add a much-needed increase to the transportation 
capacity of our roadways using technology, and not using asphalt.” 
Joseph Waggoner of the Tampa-Hillsborough Expressway Authority presented proof of 
concept for a system that combines transit with toll lanes, resulting in faster transit at 
lower cost, a 300% increase in ridership, new highway capacity, and 100% coverage of 
operating costs through operating revenue. With tolls designed primarily to ensure 
reliable travel times, Waggoner said, the system leads to lower express bus fares and 
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makes transit a competitive choice. The transit agency helps fund construction, and “in 
return they get ownership of the lanes and ownership of the revenue stream, as well.”  
Jim Trogdon of the North Carolina Department of Transportation reported on a 2013 
study that compared the direct user, business competitiveness, and overall economic 
impacts of three transportation financing impacts: tolling, funding existing capacity 
through taxes and other financing options, or maintaining existing facilities with no 
improvements. The study focused on eight North Carolina communities along the I-95 
corridor where current capacity will fall short of projected demand through 2050. Based 
on travel time and cost estimates, safety and reliability assessments, and interviews with 
key stakeholder groups, the study determined that: 

• In a business as usual scenario, the eight counties would incur US$51.7 billion in 
increased business transportation costs and lose US$40.8 billion in gross regional 
product, US$44.1 billion in incomes, and 9,727 full-time jobs per year between 
2014 and 2050. 

• Improving roads with a Congressional earmark would reduce costs by 
US$51.9 billion and produce US$44.2 billion in gross regional product, 
US$47.5 billion in incomes, and 11,633 jobs per year. 

• Funding the roads with tolls would achieve a US$45.1 billion reduction in 
business transportation and toll costs, while producing US$45.3 billion in gross 
regional product, US$50 billion in incomes, and 11,000 jobs per year. 

“If we do nothing, these counties will bear the greatest burden,” Trogdon said. “If we 
toll, they will bear the heaviest cost from tolls, but they’ll also reap the largest economic 
benefits from the tolling and the improvements along I-95.” 

Conclusion: IBTTA On the Move 
Many of the communications and resilience challenges facing the U.S. transportation 
system trace back to the insufficiency of state and federal gas taxes to fully fund 
highway maintenance and construction, and the Moving America Forward campaign is 
IBTTA’s response to the funding crisis. Patrick Jones reminded participants that the 
success of the campaign will depend on members’ participation and input.  
“As Congress considers funding options for surface transportation in the next 
authorization, one of our major goals is to ensure that tolling is one of the options for 
state and local governments,” he said. By building the industry’s brand, establishing a 
unified message, gathering and sharing survey data, and building relationships with 
legislators at all levels, Moving America Forward will build a positive business and public 
policy environment for tolling and other forms of user financing. 
IBTTA President Rob Horr, Executive Director of the Thousand Islands Bridge 
Authority, said the first half of his tenure had been an energizing, fast-paced time. 
“IBTTA is on the move,” he said. “We’re aggressively raising the profile of the toll 
industry. We’re moving to educate and inform the media, public officials, and the 
general public that tolling is a powerful and effective tool in the transportation funding 

 



International Bridge, Tunnel and Turnpike Association 
2013 Organization Management Workshop 
Thematic Report  
June 23–25, 2013  Baltimore, Maryland 

 

11 

toolbox.” The campaign was funded by a significant increase in member dues, and “in 
my opinion, seeing the progress so far, that money is well spent.” 
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