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South Bay Expressway

SBX 
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Why South Bay Expressway     
Makes Sense

High growth corridor

High existing traffic volumes 

Favorable commuting patterns 

Strong local economy 

Development activity 

Favorable customer 
demographics and 
psychographics

Public partner support
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SBX Public Policy Goals
Serve existing and future planned and approved 
development in the South Bay and Otay Mesa
Reduce traffic congestion on interstates 5, 805, 94 and 15 
and local arterials.
Improve regional mobility in the South Bay and access for 
residents and businesses                                        
to employment centers
Support the existing                                            
Otay Mesa Port of Entry                                         
future Otay Mesa POE                                           
expansion 
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Public Policy Concerns
Jurisdictional boundaries
“Lexus Lanes”
Environmental issues
Risk transfer
Job creation/elimination 
Community impacts
Sprawl inducing
Economic development
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Consensus And Support

Build and maintain strong 
relationships - early
Immerse yourself in the 
community
Commitment to the 
environment
Move toward, not away 
from, opposition
Deal with controversial 
issues before opening
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Involve Stakeholders Early
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SBX Business Model
Establish SBX as the preferred travel choice in the 
minds of customers 

Provide premium service
• First-class road; First-class                                                      

service

• Earn customer loyalty

Maintain positive relations                                     
with public partners and                                        
stakeholders
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Know Your Customer

“I think everyone has a potential to use that road: 
commuters, families, truck drivers, firemen, 

even the lady with spiked hair.”
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Customer Profile
Lives or works in South Bay or East County
Regular commuter
$75K average household income
Many Spanish speaking
Time sensitive
Cost conscious
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Customer Expectations
I want:
• Convenient, non-stop travel on 

a…
• Scenic, safe and well maintained 

road which creates a… 
• Better commute that is… 
• More reliable which helps me to 

be…
• Less stressed and…

Arrive at my destination 
relaxed.
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Connect With Your  Customer
Grass roots marketing program
Direct mail
Advertising
Website
Traffic Radio
Special Events
Word of mouth
Aggressive commercial 
customer acquisition program
Marketing tie-ins
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Communicate Early And 
Often
Team
Stakeholders
Future customer base
Media

Common message
Answer key questions           
early
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Be Visible And Memorable
Participation in community events and 
business organizations
Stakeholder project updates
Website
News events
Media briefings
Newsletters
Testimonials 
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Work With The Media
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Celebrate Milestones
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The Result
I travel the South Bay Expressway daily. It is 
absolutely a dream come true!!! Because of the 
new 125 Toll Road, my week-day commute time 
has been cut in half, from 50 minutes drive time 
to Downtown San Diego from Otay Lakes Rd., to 
25 minutes. Also, it has cut my Sunday 
commute in half as well, from 30 minutes to get 
to and from my church in Encanto to just 15 
minutes. It feels too good to be true. Finally my 
traffic nightmares have ended! – Lucy Levett, 
Chula Vista
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Wishing You Great Success!

Greg Hulsizer
South Bay Expressway
San Diego, California

www.southbayexpressway.com
(619) 661-7070
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Overview

• Why the emergence of tolling and public-private 
partnerships (PPPs)?

• Why is public information/education important?
• Essential elements
• Understanding your customers
• Case studies and public opinions
• Summary



Why the Emergence of Tolling and PPPs?

• Limited funding/reduced purchasing power
• Growing transportation demands
• Aging infrastructure 
• Gas tax is flat- fuel economy promises declines

Has led State to Has led State to 
consider innovative consider innovative 

funding and financing funding and financing 
options such as options such as 
tolling and tolling and PPPsPPPs 0
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Which Has Led to Recent Activity….

• Chicago Skyway
– $1.8 Billion – 99 years

• Indiana Toll Road
– $3.8 Billion – 75 years

• Texas SH 130 (Segments 5 & 6)
– $25 Million up front payment  - 

50 years

• Texas – SH 121
– $2.46 Billion – 50 years

Chicago SkywayChicago Skyway

Trans Texas Corridor Trans Texas Corridor 



But the Public Had Some Concerns…….

Issues such as
• Why are we selling U.S. assets to foreign investors?
• Did we structure the best deal for the public?
• What is being done with the money?
• Are the concession terms too long?
• Who is looking out for the public good and how are toll rates regulated?

Results
• Indiana election results – voter backlash
• Texas “moratorium” – state legislators involvement
• Florida taking a cautious approach
• Pennsylvania and New Jersey looking at “public-public” partnerships
• House T&I Committee Hearing (February 13, 2007)
• Oberstar/DeFazio letter



Why is Public Education and Marketing Important to 
Implementing a Successful Tolling and PPP Program?

What have we learned:
• Public wants to be involved and have a voice 
• Public opinion is linked to public acceptance and policy 

making 
• Public acceptance leads to support program implementation

A Supportive and 
Educated Public 

Consensus Leads to…. 

A Supportive and A Supportive and 
Educated Public Educated Public 

Consensus Leads to….Consensus Leads to….
A Successful Tolling 

and PPP Program 
A Successful Tolling A Successful Tolling 

and PPP Programand PPP Program



Understanding the Public’s Perception on Tolling and PPPs

The Public….
• Wants to see value
• Wants to react to tangible and specific examples
• Cares about the use of revenues
• Learns from experience
• Uses knowledge and available information
• Believes in equity but wants fairness
• Wants simplicity
• Favors tolls over taxes

Source: NCHRP Synthesis 377 – Compilation of Public Opinion on Tolls and Data Pricing



Successful Projects Engage a Comprehensive Program

Market 
Identification

Who is your target audience?Who is your target audience?
Public, special interest groups, legislators….Public, special interest groups, legislators….

Baseline 
Opinion Poll

What are the current opinions, What are the current opinions, 
knowledge and perceptions?knowledge and perceptions?

Data Analysis What are the informational trends?What are the informational trends?

Marketing 
Message What do you wish to tell them?What do you wish to tell them?

Marketing Plan How to you wish to inform them?How to you wish to inform them?

Follow-Up Poll Was your message effective?Was your message effective?



Understanding the Public’s Perception on Tolling and PPPs

Recent and previous surveys indicate the public majority 
support tolling and road pricing

Source: NCHRP Synthesis 377 – Compilation of Public Opinion on Tolls and Data Pricing

Tolling or Road Pricing Tax-Related Initiative
Majority Support 57% 27%
Majority Opposition 31% 60%
Neither Majority 13% 13%
Total Percent 100% 100%

Total Cases 103 15



Understanding the Public’s Perception on Tolling and PPPs

Recent and previous surveys indicate the public majority 
support tolling and road pricing….
However, when complex road pricing is factored into the 
equation, support decreases

Cordon 
Tolling PPP Express 

Toll Lanes
Traditional 
Toll Road HOT Lanes

Majority Support 32% 0% 62% 71% 73%
Majority Opposition 53% 60% 23% 26% 15%
Neither Majority 16% 40% 15% 3% 12%
Total Percent 100% 100% 100% 100% 100%

Total Cases 19 10 13 35 26

Source: NCHRP Synthesis 377 – Compilation of Public Opinion on Tolls and Data Pricing



Case Studies

• Nevada Department of Transportation
• Washington Department of Transportation



Tolling/PPP Case Study: NDOT Pioneer Program

Survey Results
• Public majority view crime, education and growth as the top  

issues facing their communities
• Traffic is the number one issue in Clark County, but ranked 

fourth overall
– 60% feel Nevada’s economic strength is dependent on improving 

the current traffic situation
– 51% feel the state is going in the right direction 



Tolling/PPP Case Study: NDOT Pioneer Program

Survey results indicate the public doesn’t understand Nevada 
is faced with a transportation funding crisis

53% The state has enough funding to improve traffic alreadyThe state has enough funding to improve traffic already

82% The state would have enough funding to improve traffic if they The state would have enough funding to improve traffic if they 
would just spend more wiselywould just spend more wisely

59% The gasoline tax provides adequate funds for transportation The gasoline tax provides adequate funds for transportation 
needs if government would use the money efficientlyneeds if government would use the money efficiently

31%
The gasoline tax doesn’t provide adequate funds for The gasoline tax doesn’t provide adequate funds for 
transportation needs and more funding must be found if Nevada istransportation needs and more funding must be found if Nevada is 
to have a quality transportation systemto have a quality transportation system



Tolling/PPP Case Study: NDOT Pioneer Program

When presented with details about tolling, the public was 
ready to approve toll lanes under certain conditions

38% Approval of toll lanes if drivers have a choice of taking eitherApproval of toll lanes if drivers have a choice of taking either a toll a toll 
or a free laneor a free lane

44% Approval if tolls are collected electronically so there is no Approval if tolls are collected electronically so there is no 
stopping at toll booths that cross the whole highwaystopping at toll booths that cross the whole highway

45% If the toll was put only on a new highway or lane, but not on If the toll was put only on a new highway or lane, but not on 
anything that is already builtanything that is already built

46% If the toll was put on a new highway or lane but carpools and If the toll was put on a new highway or lane but carpools and 
buses could travel for freebuses could travel for free

31% If the toll money is spent only on new highway and that when it If the toll money is spent only on new highway and that when it is is 
paid off, the toll money is spent on highway maintenancepaid off, the toll money is spent on highway maintenance

38% If the toll money is spent only on the new highway and that whenIf the toll money is spent only on the new highway and that when 
its is paid off, the toll is eliminatedits is paid off, the toll is eliminated

54%

49%

50%

50%

65%

57%

BeforeBefore AfterAfter



Tolling/PPP Case Study: NDOT Pioneer Program

• Six out of ten survey participants were informed of PPPs
• Informed participants approve of PPPs by a 2:1 margin

46%
The state should only rely solely on state revenues to fund new The state should only rely solely on state revenues to fund new 
highways even if it would result in an increase in the gasoline highways even if it would result in an increase in the gasoline tax tax 
or other fees.or other fees.

40%

The state should allow a PPP for road projects in which a privatThe state should allow a PPP for road projects in which a private e 
company would pay for and build the highway under state company would pay for and build the highway under state 
supervision, and then operate it as a toll road until the cost osupervision, and then operate it as a toll road until the cost of f 
building it has been paid back, plus a fair return on their building it has been paid back, plus a fair return on their 
investments. The road then reverts back to state ownership.investments. The road then reverts back to state ownership.



NDOT Pioneer Program Outreach Strategy

Managed Lane (HOT Lane) Demonstration Project
• Comprehensive Communication Plan

– Targets three groups:  public, special interest groups and state legislators
– Message focuses on:

• Limited Transportation Funding
• Pioneer Program and its benefits to funding
• Benefits of the HOT Lane Project

– Media
• One on one meetings
• Website
• Public Forums/Public Meetings
• Informational Brochures



Tolling Case Study: Washington State

Survey Results
• The public wants improvements that will ease traffic 

congestion and improve safety, sooner rather than later
• The public is amenable to using tolls to fund specific 

projects and in specific situations
• The public wants reassurances from government leaders 

that if tolls are used, they will be used efficiently and 
implemented fairly

Source: What Washingtonians understand and believe about transportation and tolling and what that may 
mean for the future, Washington State Transportation Commission Presentation



Tolling Case Study: Washington State

Survey Results
• Public majority understands the problem of deteriorating 

transportation infrastructure
• They’re skeptical about the state’s ability to deliver 

improvements
• They don’t understand how tolling can be used to manage 

traffic
• They disagree on ways to fund solutions

Source: What Washingtonians understand and believe about transportation and tolling and what that may 
mean for the future, Washington State Transportation Commission Presentation



Tolling Case Study: Washington State

Primary Conclusions About Tolling
• If more funds are needed, tolls are preferred to increasing the gas tax 
• Tolls are generally seen as fair because the users who benefit the 

most pay the toll
• Tolling for revenue is preferred to tolling for traffic management

No Op
6%

Increase Gas Tax
26%

Use Tolls
58%

No More Money
10%



Tolling Case Study: Washington State

Toll Program Policies 
• Apply tolls on a project-by-project basis, 

especially for bridges and new roads
• Spend all toll revenue on the tolled facility
• If tolled routes have a free alternative, 

and/or are presented as a new choice, they 
are more likely to be accepted



Washington State Toll Program Outreach Strategy

Project: SR 167 HOT Lanes
• Transportation Champion – Secretary of Transportation
• Extensive Communication Plan

– Targets three groups: public, special interest groups and state legislators
– Message focuses on:

• Congestion Management
• Benefits of the HOT Lane Project- Direct benefits to the public

– Media
• Public Forums/Public Meetings
• Hiring of Public Information Team
• Website
• Informational Brochure



In Summary….

Key Lessons Learned 
• Separate tolling/PPP from traditional 

highway project development issues
• Build sustainable stakeholder support 
• Conduct initial research to understand issues
• Listen to the public and gauge public perception
• Develop a public outreach plan using perception data
• Educate the public with facts and successful tangible examples 
• Identify Champions to support the educational effort and help 

influence public acceptance
• Clearly explain the benefits on a personal level

Source: Lessons Learned From Loop 49: Implementation of a New Toll Road in Tyler, Texas (FHWA/TX-07/5-4055-01-6)



For More Information….

• National Cooperative Highway Research Program (NCHRP)
– Compilation of Public Opinion Data on Tolls and Road Pricing
– www.trb.org/CRP/NCHRP/NCHRP

• Texas Transportation Institute: http://tti.tamu.edu/
• Katie Nees, Katie.Nees@jacobs.com
• Scott Rawlins, NDOT Deputy Director, 

srawlins@dot.state.nv.us
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