402 Advertising Space Guidance


Revised February, 2002
Guidance for States Using Section 402 Funds for Purchasing Advertising for Highway Safety Messages
Background
In the Transportation Equity Act for the 21st Century (TEA-21), Section 2001, enacted in June 1998, Congress included a new provision allowing any State to use funds apportioned to the State in fiscal years 1999 and 2000 under Section 402, to purchase television and radio time for highway safety public service messages.  Any State using Section 402 funds for this purpose is required to submit a report to NHTSA describing and assessing the effectiveness of the messages.   Based on the information contained in the State reports, NHTSA must prepare and submit a report to Congress on the effectiveness of purchasing television and radio time for highway safety public service messages.  

While the TEA-21 provision is quite specific to radio and television, NHTSA issued written guidance in August 1999 relaxing our policy on the use of other paid advertising media under the Section 402 program during the same time period.  Consequently, for the two fiscal years during which the TEA-21 requirement concerning television and radio PSAs applies, States were allowed to use Section 402 funds to pay for the placement of PSAs in other media as well, such as cinema, internet, or print media, subject to the same reporting requirement TEA-21 imposes on the funding of television and radio PSAs.

In Section 371 of the DOT Appropriation Act for FY 2001, enacted in October 2000, Congress extended this provision, including the state reporting requirement, through FY 2001 and expanded the coverage beyond television and radio consistent with existing NHTSA guidance.  Specifically, Congress provided that States may use Section 402 funds to produce and place highway safety public service messages in television, radio, cinema, and print media, and on the Internet, in accordance with guidance issued by DOT.  Any State that uses funds for such public service messages shall submit a report to NHTSA describing and assessing the effectiveness of the messages.  These provisions were extended again by Congress in Section 339 of the DOT Appropriation Act for FY 2002.

Implementation Guidance
The intent of this document is to provide guidance to any State using Section 402 funds to purchase advertising for highway safety messages. 

Paid advertising is a potentially very powerful tool if it is used in conjunction with other know effective countermeasures.  By itself, there is no know effect on traffic safety related behavior ‑ at least nothing powerful enough to result in crash reductions.  However, there are some countermeasures that have been proven to have a bottom line effect on traffic safety related behaviors in a variety of situations.  Some of these are new laws, improved/more enforceable laws, and enforcement itself.  However, these countermeasures can work only if the public is aware of them.  In order to maximize the effectiveness of paid media, it should be used in conjunction with these more powerful programs and the message of the media be designed to call attention to these other activities. 

 When a state plans to use funds for this purpose the state shall: 

1.) Include in their annual Highway Safety Plan (HSP) information describing (a.) how they will use funds for paid advertising; (b.) how they will assess effectiveness; (c.) the amount allocated for paid advertising, and d.) the amount allocated to conduct the assessment.  As with other activities in the HSP, paid advertising must be part of a comprehensive program designed to address specific highway safety goals identified in the state=s Performance Plan. 

2.) At the end of each fiscal year submit a report describing how the paid advertising funds were actually used and assessing the effectiveness of the highway safety public service messages, based on data collected on paid advertising and on non-paid public service announcements (PSAs).  This report should be submitted as a subsection of the annual report, which is due within 90 days after the end of the fiscal year.

Conducting Assessment - 
Within the HSP the State should provide the details on how it will assess paid advertising campaigns.   The level of assessment is determined by the cost of a paid advertising campaign.

1.) For a paid advertising campaign up to $100,000:
At a minimum, an assessment should be planned to measure audience exposure to paid advertised messages, the number of airings or print ads devoted to each announcement needs to be documented, and the size of the audience needs to be estimated using a source appropriate for the medium being used, such as Arbitron or Nielsen ratings for radio and TV.  Specifically:

For all paid advertising for which the state used 402 funds, the state needs to document: 

· How many paid airings or print ads occurred and what was the size of the audience reached?

· For the same messages as above, how many free airings or print ads occurred and what was the size of the audience reached?

For non-paid PSA airings or print ads prior to FY99 the State needs to document a one year representative baseline data sample (for the most recent fiscal year) of:

· How many airings or print ads occurred and what was the size of the audience reached?

2.) For a paid advertising campaign greater than $100,000:
In addition to providing level (1.) information, a State should implement a more extensive assessment to measure target audience reaction.  The State may choose to do one or more of the following to assess how the target audience=s knowledge, attitude, or actions were affected by the message(s) or they may use another method acceptable by evaluation standards:

· Mail surveys

· Telephone surveys

· Focus groups

· Mall intercept interviews

· Direct mailings

· Call-in centers

· Newspaper polls

· Household interviews

· The before and after approach, which compares system status before and after the introduction of the message

· The control region approach, which  relates one study site exposed to the message to a similar site that is not exposed to the message.

Eligibility of Funds - 
Congress has identified Afunds apportioned to the State under Section 402" for fiscal years 1999 through 2002 as available for paying for advertising of highway safety public service messages.  Prior year carryforward funds in Section 402 are not eligible for this purpose.  FY 1999 through 2002 funds allocated under Section 157 or apportioned under Section 163 that a State elects to use for Section 402 projects can be used to pay for advertising of highway safety public service messages and would be subject to the assessment and reporting requirements above.  Also, Sections 154 and 164 transfer funds that a State elects to use for Section 402 alcohol programs can be used to pay for advertising of alcohol-impaired driving public service messages as part of an alcohol-impaired driving countermeasures program.

Accounting Code -
States should obligate funds used for Paid Advertising in the program area code PM
-3-


