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1. Introduction 

Pedestrian fatalities are a growing problem nationally and on Texas roadways. Figure 1 
illustrates the 2016 numbers for the nation and the state, and the severity of the situation 
on a daily basis. Data support the statement that children and older adults are the age 
groups most often killed in pedestrian-related traffic crashes (Figure 2). 

 
Data sources: (1, 2) 

Figure 1. National and Texas Pedestrian Fatality Statistics and Numbers. 
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Data source: (1) 

Figure 2. Age Groups Most Often Involved in Fatal Pedestrian Traffic Crashes. 

Pedestrian Crashes and Fatalities in Austin, Texas 
Considerable Texas Department of Transportation (TxDOT) research has gathered the data 
that document and define the nature of the severity of the pedestrian fatality problem in the 
Austin area. In Austin, an average of 23 pedestrians are killed annually (3). Pedestrian 
fatalities are estimated to cost the Austin region almost $55 million annually* between user 
delay, emergency services, lost wages and other socioeconomic factors (4). Nearly half 
(46 percent) of fatal pedestrian crashes occurred between 6 p.m. and midnight. Eighty-nine 
percent of fatal pedestrian crashes involved crossing when or where prohibited or failing to 
yield to a vehicle. More than half (54 percent) of fatal pedestrian crashes involved 
impairment. One out of every five pedestrian fatalities in Austin occurred on the I-35 
corridor. Males are at a higher risk of being involved in a pedestrian crash than females (5). 

Unique Populations Affected 
These data represent a growing problem, and the problem is more prevalent for some 
groups. Three groups are especially impacted, nationally and locally:  

 children under age 14; 
 mature adults, especially people ages 50 to 65; and  
 people experiencing homelessness (1, 4).  

                                                           
* This number is based on the latest data from the TxDOT Crash Records Information System database using 
calculation factors from the National Safety Council. 
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In Austin, people over age 45 experienced a 
greater average proportion of pedestrian fatalities 
than the overall population (4). Additionally, in 
Austin, a disproportionate percentage of 
pedestrians killed each year were individuals 
experiencing chronic homelessness (Figure 3). 

Considerable study has examined the factors that 
put these populations at higher risk. Likewise, 
research has been conducted to determine how to 
direct messages to these groups and how to 
measure the effectiveness of information and 
awareness campaigns targeted to these cohorts. This information is included in Appendix A.  

A Solution: BE SAFE BE SEEN Initiative 
BE SAFE BE SEEN is a worldwide pedestrian safety campaign of education and awareness 
aimed primarily at children, but its messages are imperative for any pedestrian. The BE 
SAFE BE SEEN Initiative allows for flexibility to fit the program any way that best meets the 
needs of a particular community. 

In November 2017, the TxDOT Austin District began the BE SAFE BE SEEN Pedestrian Safety 
Initiative to share information and resources about how to prevent and reduce pedestrian 
fatalities. The initiative is geared toward informing pedestrians and drivers of their shared 
responsibility to keep themselves and others safe on Austin, Texas, area roads.  

Who Is Involved? 
Collaboratively, the BE SAFE BE SEEN Pedestrian Safety Initiative Pilot was developed to 
provide a scalable, multidisciplinary program that will impact pedestrian safety within Austin 
using limited funding. The BE SAFE BE SEEN Initiative is notable in that it involves several 
departments in the TxDOT Austin District, including Administration, Operations, and 
Advanced Planning, as well as the TxDOT Communication and Traffic Safety Divisions — all 
impacted by pedestrian safety.  

The Austin BE SAFE BE SEEN Initiative also works in conjunction with other ongoing TxDOT 
initiatives and programs, such as the Mobility35 and the Highway Emergency Response 
Operator (HERO) programs. Three of the eight Mobility35 goals and objectives are 
particularly relevant to the BE SAFE BE SEEN Initiative: enhance safety, improve east/west 
connectivity, and enhance bicycle, pedestrian and transit-user options. 

The BE SAFE BE SEEN Initiative also benefits from the support and involvement of numerous 
other stakeholders including various departments at the City of Austin, law enforcement, 
non-profits and advocacy groups. Chapter 3 describes the roles of the stakeholders in more 
detail. 

 

Data source: (6) 

Figure 3. Pedestrian Fatalities. 
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Austin Mission and Goals 
Establishing a mission, goals and objectives is appropriate to document, articulate, and 
measure the desired outcomes of any implementation and outreach effort. The callout on 
the next page provides the initiative’s mission, goals, and ways it supports TxDOT’s vision, 
mission and safety goal. 

Initial Launch in Austin 
The initial launch focuses on I-35. As TxDOT continues to improve mobility along the I-35 
corridor, construction affects a number of stakeholders. This initiative seeks to 
communicate with particular stakeholders and address their needs and concerns. 

Projects along the I-35 corridor advance the Mobility35 goals by incorporating safer bicycle 
and pedestrian facilities, such as shared-use paths and designated pedestrian signals. 
Because construction is a necessary part of the improvement process and areas near a 
construction zone are potentially hazardous, the BE SAFE BE SEEN Initiative aims to inform 
pedestrians, especially those groups most at risk, about safely walking near or around 
construction zones.  

TxDOT collaborates with local businesses and schools along I-35 in high-traffic pedestrian 
areas and construction areas to increase awareness of pedestrian safety. TxDOT also 
targets the homeless population and groups that advocate for people experiencing 
homelessness because many of these individuals congregate under the bridges on I-35. The 
interdisciplinary nature of the project and its congruence with other programs add to its 
overall value. 

Purpose of This Guide 
This guide illustrates to the reader how the program was deployed in Austin. It presents facts 
that are specific to Austin but also provides examples of the kinds of information that might 
be useful in developing a program in another location. The guide presents examples of best 
practices and lessons learned in Austin. 
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Mission 
The BE SAFE BE SEEN Initiative in Austin, Texas, 
identified the following mission: 

Reduce the number of pedestrian fatalities along 
I-35 through Austin, thus enhancing the safety 
and quality of life of those traveling and living 

along that corridor. 

Goals 
The program has five primary goals in support of its mission: 

 Implement an informative and proactive communications and outreach program to 
build trust with at-risk groups to reduce the number of pedestrian fatalities and 
injuries along I-35 in construction zones in Austin within five years.  

 Offer opportunities for public/private organizations to facilitate services 
(medical/psychiatric assessment, shelter/housing, etc.) in conjunction with and/or 
apart from TxDOT maintenance and construction activities on state highways. 

 Develop a consistent, continuous and cohesive model for information sharing. 
 Make information accessible, and use tools that are helpful and relevant to a 

diverse set of stakeholders, including at-risk populations and Austin tourists. 
 Enhance bicycle and pedestrian operations as part of all Mobility35 projects, 

specifically including the following concepts: 
o a continuous shared-use path along all 78 miles of I-35 in Williamson, Travis and 

Hays Counties; 
o east/west connections to improve bicycle and pedestrian mobility; 
o dedicated pedestrian signals at all traffic signal locations; and 
o compliance with the Americans with Disabilities Act. 

The Campaign 
The campaign supports TxDOT’s vision, mission and safety goal, which state: 

 Vision: “Be a forward-thinking leader delivering mobility, enabling economic 
opportunity, and enhancing quality of life for all Texans.” 

 Mission: “Through collaboration and leadership, we deliver a safe, reliable and 
integrated transportation system that enables the movement of people and goods.” 

 Goal: Enhance and champion safety. 
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Structure of This Guide 
This guide is structured around the major steps needed to implement the BE SAFE BE SEEN 
Initiative in the TxDOT Austin District. The chapter titles and headings reflect the major 
activities that any area would need to engage in, and then the ensuing text explains how 
Austin did it, along with details about what Austin is doing and planning to do. Chapter titles 
are as follows: 

 Chapter 2: Conduct Pedestrian Incident and Data Analysis, 
 Chapter 3: Launch the Initiative, 
 Chapter 4: Develop Audiences and Messages, 
 Chapter 5: Identify Tactics and Create Communication Tools, 
 Chapter 6: Budgeting, 
 Chapter 7: Scheduling, and 
 Chapter 8: Evaluation. 
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2. Conduct Pedestrian Incident and Data Analysis 

Establishing the need for any outreach initiative is an important step in the planning stages 
and in justifying the budget needed to launch a program like BE SAFE BE SEEN. Analyzing 
the frequency, type, locations and severity of pedestrian incidents in the area will provide 
the details necessary for formulating messages and determining target audiences and 
stakeholders to involve in the effort.  

The following sections summarize the key findings of the research conducted in preparation 
for the Austin BE SAFE BE SEEN launch. 

Types of Pedestrian Incidents 
Figure 4 shows 5-year numbers (2013–2017) for all crashes in the Austin area that involved 
pedestrians (7). The TxDOT Crash Records Information System (CRIS) database categorizes 
the crashes by type: 

 (K) Killed: Died due to injuries sustained from the crash, within 30 days of the crash.  
 (A) Incapacitating Injury: Severe injury that prevents continuation of normal activities; 

includes broken or distorted limbs, internal injuries, crushed chest, etc. 
 (B) Non-incapacitating Injury: Evident injury such as bruises, abrasions or minor 

lacerations that do not incapacitate.  
 (C) Possible Injury: Injury that is claimed, reported, or indicated by behavior but without 

visible wounds; includes limping or complaint of pain.  
 Not Injured: The person involved in the crash did not sustain an A, B or C injury.  
 (U) Unknown: Unable to determine whether injuries exist. 

The Federal Highway Administration provides more information about the categories at 
https://safety.fhwa.dot.gov/hsip/spm/conversion_tbl/pdfs/kabco_ctable_by_state.pdf. 

An average of 23 pedestrian fatalities occur every year in Austin, with an additional average 
60 suspected serious injuries. Just over half (51.8 percent) of all crashes involving 
pedestrians resulted in an injury (3). 

https://safety.fhwa.dot.gov/hsip/spm/conversion_tbl/pdfs/kabco_ctable_by_state.pdf
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Figure 4. Crashes That Involved Pedestrians from 2013 to 2017. 

The following figures illustrate the extent of the problem in Austin, Texas. Figure 5 is a heat 
map showing where pedestrian-auto crashes occurred in 2017. The majority of crashes 
happened along major high-speed corridors in the Austin area. 
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Figure 5. Heat Map Showing Where Pedestrian-Auto Crashes Occurred in 2017 
in Austin. 
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People Experiencing Homelessness 
Additionally, the previously identified groups are especially at risk. For example, the Austin 
Police Department says about 40 percent of all pedestrian fatalities involve a person 
experiencing homelessness (6). Based on the 2017–2018 Point in Time Count the City of 
Austin conducted in January 2018 (8), estimates are that as much as 40 percent of the 
homeless population in Austin lives along the segment of I-35 that is being targeted for BE 
SAFE BE SEEN activities. Furthermore, the City of Austin estimates that approximately 
14 percent of deaths among homeless individuals are a result of vehicles striking homeless 
pedestrians (9). The linkage between these facts and the dangerous results are apparent in 
Figure 6, which maps pedestrian serious injuries and fatalities and construction projects 
along I-35. Many pedestrian crashes happen in a construction zone. Many individuals 
experiencing homelessness call the I-35 corridor their home, especially under bridges where 
many construction activities occur. 
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Figure 6. Map Showing Pedestrian Serious Injuries and Fatalities and 
Construction Projects along I-35 in Austin. 
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Children 
Children are also an at-risk group. As noted previously, about 20 percent of all children age 
14 and younger killed in traffic crashes are pedestrians (1). Figure 7 illustrates the schools 
along or adjacent to I-35, making this especially dangerous for these children. 

 
Figure 7. Map Showing Schools along or adjacent to I-35 in Austin. 
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Mature Adults 
Another at-risk group includes adults over age 45. People ages 45 to 54 have an especially 
high rate of pedestrian fatalities compared to their share of the overall population (4). 
Moreover, according to the National Highway Traffic Safety Administration (NHTSA), about 
21 percent of all people ages 50–65 killed in traffic crashes are pedestrians (1). 

Other Groups 
Other important data points include the following: 

 Males are obviously members of each of the other at-risk groups, and NHTSA notes that 
about 70 percent of pedestrian fatalities are male (1).  

 Alcohol/drug use is common in pedestrian crashes, and the homeless population 
struggles with alcohol and drug abuse. 

 Most crashes happen during the day, but daytime crashes are milder, whereas nighttime 
crashes are more severe. Eighty-one percent of pedestrian fatalities occur between 
7 p.m. and 7 a.m. (4). Summer has fewer but more severe crashes (4). 
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3. Launch the Initiative 

Informative, timely and concise communication is essential for building trust and 
relationships among the community’s numerous and varied stakeholders. This is imperative 
for the success of the BE SAFE BE SEEN Initiative, and ongoing efforts to fulfill the goals of 
the initiative will work toward encouraging the active involvement and input of all 
stakeholder groups.  

Assemble a Team 
Undertaking a program the size and scale of BE SAFE BE SEEN requires the support of local 
leadership and the skills and talents of those experienced in outreach to particular special 
populations. 

One of the first steps for the Austin BE SAFE BE SEEN Initiative was to assemble local 
leaders and stakeholders from advocacy groups in the community to discuss the most 
appropriate approaches and methods to launch the initiative. The Austin District led a news 
conference (Figure 8), which included 
State Representative Celia Israel, Austin 
City Council Member Ora Houston, Austin 
Police Department Interim Chief Brian 
Manley, and Austin Chamber of 
Commerce Senior Vice President Drew 
Scheberle. The initiative is supported by 
many resource agencies, non-profits and 
advocacy groups including Ending 
Community Homeless Coalition (ECHO), 
House the Homeless, Mobile Loaves and 
Fishes, and many others. In fact, one 
particular outgrowth of the BE SAFE BE 
SEEN Initiative is the complementary 
Initiative to Address Homelessness (IAH).  

Initiative to Address Homelessness 
The Initiative to Address Homelessness stemmed 
from data that show people experiencing 
homelessness are more likely than average citizens 
to be a victim of a pedestrian fatality in Austin. The 
Initiative to Address Homelessness has sponsored 
several workshops on specific topics that bring 
together advocates, resource groups, law 
enforcement and city leadership to work 
cooperatively to address homelessness in Austin, 
Texas. 
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Figure 8. BE SAFE BE SEEN Press Conference. 

Identify Stakeholders, Issues and Actions 
Before any outreach effort, it is necessary and prudent to identify to whom your messages 
are directed. Stakeholders are often defined broadly to include anyone making a decision or 
being impacted by the decision making. It is important that local elected officials are 
informed of the program. It is also necessary to get buy-in from many of the people that will 
be tapped as resources to deliver the program. 

In Austin, a stakeholder analysis identified primary and secondary stakeholders and their 
particular role and involvement in this initiative. The primary stakeholders are those who are 
affected by construction activities on I-35 as pedestrians, such as school-age children, 
residents walking to and from work or using public transportation, and individuals 
experiencing homelessness. Males in all primary stakeholder groups are especially impacted 
by pedestrian crashes. Secondary stakeholders include groups, agencies, organizations and 
other individuals who are directly or indirectly affected by pedestrian crashes along I-35 and 
might be able to offer help in communicating with primary stakeholder groups. 

The stakeholder list developed for the Austin BE SAFE BE SEEN Initiative contains a broad 
cross section of audiences with a variety of interests. Table 1 and Table 2 list the identified 
primary and secondary stakeholders, respectively, and their potential issues/concerns, 
along with actions that may address the issue. 
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Table 1. Primary Stakeholders, Issues and Actions. 
Primary 

Stakeholders Potential Issues and/or Concerns Action 

At-risk groups   Children age 14 and younger, and 
older adults, especially those ages 
50–65, incur high rates of injury 
or fatality in a pedestrian crash.  

 Individuals experiencing 
homelessness are also more likely 
to be injured or killed in a 
pedestrian crash.  

 Males across all groups are 
especially impacted.  

 Provide information and outreach 
to all at-risk groups.  

 Use resource groups to engage 
people experiencing 
homelessness and those 
encamping in the I-35 corridor.  

 Notify children, parents, school 
personnel, school administration 
and adults about construction 
that will affect those walking or 
biking to school.  

 Ensure children and adults know 
how to safely walk or bike to 
school, work or businesses, 
especially near a construction 
zone. 

 Engage employers and other 
activity centers (e.g. bridge 
centers and senior centers) to 
facilitate information delivery to 
staff and visitors. 

Corridor users  Those who walk or bike to work or 
businesses along the I-35 corridor do 
so in high-traffic areas where 
crashes are more likely to occur. 

Ensure individuals who bike, walk or 
use public transportation along I-35 
understand the BE SAFE BE SEEN 
Initiative and know how to safely 
walk or bike to work or businesses, 
especially near a construction zone.  
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Table 2. Secondary Stakeholders, Issues and Actions. 
Secondary 

Stakeholders Potential Issues and/or Concerns Action 

I-35 drivers Construction and congestion impact 
drivers along the I-35 corridor. 

Communicate the construction 
impacts that will occur and the ability 
to choose and use an alternate route 
to prevent heavy traffic in high 
pedestrian areas.  

Corridor business 
owners  

Customers and clients who walk and 
bike to businesses along the I-35 
corridor are more likely to be 
involved in a pedestrian crash than 
those who walk or bike in lower-
traffic areas. 

 Use business owners as a 
resource to communicate 
information about the BE SAFE BE 
SEEN Initiative and to increase 
awareness of pedestrian injuries 
and fatalities. 

 Perform outreach and information 
sharing with tourists who stay in 
hotels and frequent businesses 
along I-35.  

Local, regional, 
state and federal 
government 
agencies 

 There are construction-related 
impacts to emergency services, 
school districts and regulatory 
agencies. 

 Effective communication about 
future improvements and 
construction projects is important 
for their respective constituencies.  

 They need to be informed and 
engaged in project elements that 
may become their responsibility in 
the future.  

Communicate and collaborate with 
the following entities to assist in 
communicating with the appropriate 
primary stakeholder groups: 

 NHTSA, 
 Federal Highway Administration, 
 Governors Highway Safety 

Association, 
 City of Austin, 
 Capital Metropolitan 

Transportation Authority, and 
 Austin Independent School 

District. 
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Secondary 
Stakeholders Potential Issues and/or Concerns Action 

Non-profit 
organizations  

Opportunities (perceived or real) 
and/or concerns related to specific 
issues can interest individuals that 
could be affected by construction.  

Communicate and collaborate with 
the following entities to assist with 
outreach to the appropriate primary 
stakeholder groups:  

 ECHO, 
 Integral Care, 
 House the Homeless, 
 Mobile Loaves and Fishes, 
 Community Care Collaborative, 
 Goodwill, 
 Trinity Center, 
 Foundation for the Homeless, 
 Salvation Army, 
 Austin Resource Center for the 

Homeless, 
 Foundation Communities, and 
 Numerous religious organizations. 

Pedestrian 
advocates 

 Opportunities (perceived or real) 
and/or concerns related to 
specific bike/pedestrian issues 
can interest individuals that could 
be affected by construction. 

 Outreach and information sharing 
can occur with tourists. 

Provide information and updates 
about the BE SAFE BE SEEN 
Initiative, and communicate with 
organizations and associations. 

Elected officials Clear understanding of the need and 
timing of the projects within the 
Mobility35 program will help in 
providing information to and 
receiving feedback from officials’ 
respective constituencies related to 
this project (e.g., proposed 
improvements and construction 
impacts). 

Use elected officials as a resource to 
educate and gather feedback from 
residents and business owners who 
are most impacted by the Mobility35 
program construction projects. 

Media Listeners and viewers in and around 
Austin should be aware of 
construction impacts and the 
associated increased risk of 
pedestrian crashes along I-35. 

 Use the media as a resource to 
communicate with stakeholder 
groups and the general public 
about the BE SAFE BE SEEN 
Initiative.  

 Challenger Newspaper is the key 
stakeholder in this group that 
communicates with individuals 
experiencing homelessness. 
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Secondary 
Stakeholders Potential Issues and/or Concerns Action 

Internal TxDOT 
employees 

Construction projects along the I-35 
corridor can increase the risk for 
pedestrian crashes.  

Work internally to evaluate and 
improve agency practices, 
procedures and processes that 
include changes related to 
guidelines for addressing homeless 
encampments within state right of 
way. 

Experts/industry 
analysts and 
publications 

Expert groups will be interested in 
and can contribute to the unique 
program design and approach, 
innovative program management 
approaches, and program 
implementation evaluation. 

Share the implementation plan and 
evaluation results with these groups, 
and invite others to implement 
successful aspects of the initiative in 
other cities. 
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4. Develop Audiences and Messages 

Audience Identification and Segmentation for Message Development 
Any successful outreach initiative includes development of specific key messages to support 
communications for individual projects and to particular audiences. Key messages 
developed in Austin are included in program materials and other communications to help 
explain the importance of the BE SAFE BE SEEN Initiative and the problem it is intended to 
solve, as well as reach the specific populations for which the materials are intended. This 
chapter provides information about the three target audiences that can be useful when 
developing a message campaign. Appendix A provides more detailed information about 
messaging for specific audiences, and Appendix B catalogs the specific messages 
developed in Austin. 

Youth 
Because of their propensity to be more visual learners, young children often benefit from 
campaigns that are implemented using film, television or video. One example of such a 
campaign is the Willy Whistle campaign, which used an animated character that was 
developed specifically for the campaign. The campaign was successful and can be viewed 
via YouTube, where it is archived on the Transportation Alternatives channel (10). 
Campaigns aimed at older children are likely to use other implementation methods, such as 
PowerPoint presentations and posters to supplement film, television or video (11). The 
following are some tips: 

 When delivering the message in person, keep the presentation size to no more than 
100 children, regardless of age. Younger target audiences (age 9 and younger) benefit 
from smaller crowd sizes (11). 

 The use of photos of local infrastructure (buildings, roads, etc.) will help young children 
relate to the message, more so than using more generalized photos. If individual children 
are included in the materials, make sure to either gain authorization from individuals 
before image placement within the program materials or blur the faces of individuals to 
preserve anonymity (11). 

 Requesting the assistance of parents to help reinforce core lessons learned in the 
classroom can be beneficial, particularly for programs focused on younger crowds (12).  

 Providing visual aids at crossing sites may also help reinforce safe practices introduced 
in the classroom (10). 

Mature Adults 
Individuals in this demographic group are more likely to be involved in pedestrian-auto 
accidents at intersections than younger adults (13). Because of this, older-pedestrian safety 
campaigns should consider placement of signage at crossings that emphasizes safe 
crossing techniques. Furthermore, retirement communities or other areas that house a large 
number of older pedestrians should consider either limiting the number of street crossings 
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or making crossings shorter by reducing the number of lanes around crossings. The addition 
of a protected center island should also be considered (13). The literature identified multiple 
media campaigns as a way to reach this population, including: 

 radio and television ads, 
 outdoor advertising, 
 websites, and 
 earned media (public relations). 

People Experiencing Homelessness 
Safety campaigns focused on reducing pedestrian-auto collisions generally do not focus on 
people experiencing homelessness as the target audience. Yet pedestrian crashes account 
for 14 percent of deaths among individuals experiencing homelessness in Travis County, 
compared to only 0.1 percent of deaths for all of Travis County residents (4). The National 
Health Care for the Homeless Council notes that this population is both “high in need and 
hard to engage” (14). One reason for this may be that people experiencing homelessness 
tend to face many issues at once, and transportation issues may not seem like a priority. In 
the Health Care for the Homeless model of health services delivery, research has shown that 
“only after basic needs — shelter, food, and clothing — are provided are [homeless] clients 
willing and able to accept health care services assistance” (15).  

An outreach campaign should be implemented through a systematic, well-documented 
approach. While this is generally applicable to any outreach program, it is important in 
outreach with people experiencing homelessness because of a lack of existing data on hard-
to-reach populations. Regular and consistent documentation of outreach efforts in 
coordination with other service providers decreases the likelihood of overlooking individuals 
experiencing homelessness who are most in need, as well as the duplication of services 
(16). 

Messages in Austin, Texas 
The Austin BE SAFE BE SEEN Pedestrian Safety Initiative aims to address pedestrian safety 
and provide resources to individuals who use the I-35 corridor. The initiative proactively 
engages at-risk groups and provides information to increase awareness and encourage 
behaviors that will reduce the risk of pedestrian injuries and fatalities. 

Facts That Drive the Message 
Figure 9 shows how the initiative uses researched facts to drive the messages to encourage 
safe behaviors. 
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Figure 9. Researched Facts That Drive the Messages to Encourage 
Safe Behaviors. 

First Outreach Effort in Austin: Reflective Bags 
A key objective of the BE SAFE BE SEEN Initiative is making sure motorists see pedestrians. 
Articles of clothing or other accessories that are bright and reflective help meet this 
objective. Another objective is to provide educational materials to increase awareness about 
safe practices for motorists and pedestrians.  

To address both objectives, TxDOT leaders in multiple disciplines worked together to develop 
a design for reflective bags (Figure 10). TxDOT, together with non-profit, resource and 
advocacy groups, distributed 6,000 bags to some of the homeless population along I-35 as 
part of a first outreach effort.  
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Figure 10. BE SAFE BE SEEN Bags. 

Homeless people can use the bags for their personal belongings and include their personal 
information on the bag. When TxDOT maintenance workers perform under-bridge cleanups, 
they will save the bag and attempt to contact its owner rather than throw the bag away. 
More importantly, the bags are green and yellow neon with reflective stripes. This increases 
the owner’s visibility, making the person safer particularly at night.  

The first outreach effort was well received, and feedback from community partners has been 
overwhelmingly positive. 



 

24 

BE SAFE BE SEEN Pedestrian Safety Initiative Last updated: 10/31/2018 

5. Identify Tactics and Create Communication Tools  

Communication tactics and tools should be selected based on the communication needs 
and preferences of the stakeholder groups and target audiences. In Austin, the BE SAFE BE 
SEEN Initiative uses the following specific tactics and tools to achieve its stated objectives.  

Tactics 

Coordinate Meetings 
The team will coordinate meetings with at least the following key stakeholders:  

 representatives of and advocates for the homeless community; 
 businesses: 

o businesses along I-35 in high pedestrian crash occurrence areas, 
o the Greater Austin Chamber of Commerce, and 
o other Chambers of Commerce that represent specific groups, such as the Asian 

Chamber, Hispanic Chamber, Black Chamber, etc.; and 
 public and private school officials and school leaders: 

o schools along or near I-35 in construction zones, 
o schools along or near I-35 in high pedestrian crash occurrence areas, and 
o schools in Austin. 

Organize Workshops 
The team will organize workshops with community partners (organizations and individuals in 
the community that also work with the identified stakeholder groups): 

 IAH plans to meet regularly to provide information and collaborate with community 
leaders and organizations to assist with finding alternative, safer shelter and housing 
opportunities for homeless populations in the I-35 corridor.  

 IAH partners include local and state officials, advocates for the homeless, and social 
service organizations. 

Hold Briefings 
The team will hold briefings for elected officials and community leaders. The team will 
contact and coordinate meetings with elected officials and/or schedule appearances at 
various council, commission or board meetings to: 

 provide information about the BE SAFE BE SEEN program; 
 answer questions about the BE SAFE BE SEEN program; 
 establish regular, two-way communications to exchange information about planned 

events and activities; and 
 assist in building the stakeholder database and identifying preferences for receiving 

updates and information. 
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Conduct Media Outreach 
The team will conduct a well-planned and well-executed media outreach effort that will 
provide an avenue to disseminate information to the public and to promote and encourage 
awareness about the BE SAFE BE SEEN Initiative.  

The Mobility35 Communications Team will be responsible for day-to-day media 
management, including the release of program- and project-level media kits, press releases, 
media alerts, and social media management. 

The BE SAFE BE SEEN Initiative will use the Austin District Twitter feed, @TxDOTAustin, with 
the hashtag #BESAFEBESEEN. Facebook posts will be coordinated through the TxDOT 
Communications Division and will be posted on www.facebook.com/TxDOT/. 

Lead Special Events 
The team will plan and lead special events to deliver messages and share information about 
the BE SAFE BE SEEN Initiative, especially in areas near construction zones: 

 Construction zone demonstrations: The team will conduct demonstrations at schools 
along I-35 adjacent to construction sites to make sure students understand how to 
properly navigate a construction zone. The team will distribute information targeted 
specifically to students. 

 Mock construction zones at schools: The team will conduct demonstrations in a mock 
construction zone to teach students what different signage means and what to do when 
they encounter various scenarios. Virtual reality goggles will be provided to further 
simulate scenarios encountered in a construction zone and how to safely navigate 
through the zone. 

 Participation in sister agency events: The team will participate in third-party events, such 
as the City of Austin Safe Routes to School Walk to School Day, to distribute BE SAFE BE 
SEEN bags and pedestrian safety information.  

Distribute BE SAFE BE SEEN Bags 
A key part of the initiative is providing the community with reflective bags, safety maps and 
community safety materials (Figure 10). The bags are especially useful to those experiencing 
homelessness because the bags provide a place to keep their belongings.  

The team distributes BE SAFE BE SEEN bags with information about pedestrian safety to 
primary stakeholders: 

 Distribution to schools: The team will distribute BE SAFE BE SEEN bags at local schools, 
beginning with those near active construction zones along the I-35 corridor. 

 Distribution to homeless individuals via Mobile Loaves and Fishes: Mobile Loaves and 
Fishes delivers food and additional life-sustaining items such as clothing and hygiene 
products year-round to homeless individuals in and near Austin. The team will work with 
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representatives from Mobile Loaves and Fishes to distribute bags in conjunction with 
their regular meal delivery. 

 Distribution via TxDOT maintenance crews: TxDOT maintenance crews frequently interact 
with homeless individuals during under-bridge cleanups. The team will develop a script 
to assist crews in passing out BE SAFE BE SEEN bags during scheduled maintenance 
work. The team will also create instructional videos to assist in training maintenance 
crews. 

 Distribution to community and senior centers: The team will distribute bags at 
community and senior centers in the neighborhoods adjacent to I-35.  

 Information distribution via third-party groups and organizations: The team may use 
third-party groups and organizations to help distribute information via websites and 
email networks. These could include newsletters and email blasts distributed by the City 
of Austin, the Capital Metropolitan Transportation Authority, chambers of commerce, 
neighborhood groups, religious institutions, etc. Specific opportunities can be identified 
when stakeholder meetings, briefings and other outreach activities take place.  

Receive Mental Health First Aid Training 
Homeless individuals often cope with mental health or substance abuse problems. The 
team and TxDOT maintenance and construction crews will attend mental health first aid 
training provided by Integral Care to assist crew members in identifying, understanding, and 
responding to individuals displaying signs of mental illness and substance use disorders. 

Tools 
TxDOT uses a variety of informational tools and materials to assist with outreach efforts. In 
recognition of the Spanish-speaking population and the presence of environmental justice 
populations in the community, many of the tools are provided in both Spanish and English. 
TxDOT will offer interpreters at public meetings to interact with Spanish-speaking individuals. 
TxDOT will also provide materials and translators for other languages or for persons with 
disabilities upon request.  

BE SAFE BE SEEN Pedestrian Safety Initiative Bags 
The bags contain information about pedestrian safety while also providing awareness about 
the initiative.  

BE SAFE BE SEEN Walk to School Safety Videos 
Age-appropriate videos are distributed to schools adjacent to work zones. The videos, in 
both English and Spanish, share safety information with students walking or biking through 
work zones to get to and from school.  

Script for TxDOT Crews 
The script assists TxDOT maintenance and construction workers doing under-bridge 
cleanups or working on construction projects. The script will include guidance on how to 
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interact with homeless individuals, as well as information about the purpose of the BE SAFE 
BE SEEN bags, which will be handed out in conjunction with maintenance efforts. 

Training Videos 
Video clips depict real-life interactions between maintenance/construction crews and 
individuals who may be coping with mental health or substance abuse problems. The videos 
will be incorporated into regular morning meetings so that TxDOT crew members can learn 
from others’ experiences. The aim is for crew members to become better equipped to 
interact safely with individuals with mental health problems as crew members perform 
regular cleanups and construction and maintenance operations. 

Maps 
Easy-to-understand maps and schematics for public distribution and online posting will show 
planned construction and the safest ways to navigate to frequently visited destinations such 
as schools or local businesses.  

Handouts with Enhanced Citizen Engagement Messaging 
The handouts contain key messages and general information, including maps and other 
visuals, information on personal and societal cost/benefits, and safety information.  

Community Presentations 
A PowerPoint template and master slide deck will be developed and used as the basis for all 
presentations that TxDOT may give over the course of the BE SAFE BE SEEN Initiative.  

Under-Bridge Signage  
Signage will be placed under bridges that 
are scheduled for cleanup. The signage 
will serve as points of information for 
individuals experiencing homelessness 
and will notify them of the upcoming 
maintenance work before it occurs. 
Figure 11 is an example of this signage. 

Third-Party Information Materials 
The team will provide window clings, table 
tents and other informational materials, 
such as rack cards, with pedestrian safety 
information to hotels and businesses in 
high pedestrian crash occurrence areas. 

HERO Truck Decals 
The team will partner with the HERO 
program to provide magnets for the side of HERO trucks to enhance visibility of the BE SAFE 
BE SEEN Initiative.  

Figure 11. Example of Under-Bridge Signage. 
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6. Budgeting 

The BE SAFE BE SEEN Pedestrian Safety Initiative Pilot is funded through multiple 
departments and grants within TxDOT, including but not limited to the following: 

 TxDOT Austin District: 
o Operations and Maintenance, 
o Advanced Planning, and 
o Construction; 

 TxDOT Communications Division; 
 TxDOT Traffic Safety Division; and 
 Mobility35 Program. 

It is reasonable to assume certain hard costs for program supplies. For this pilot program, 
these hard costs included the following:  

 BE SAFE BE SEEN Pedestrian Safety Initiative bags 
o First run: 6,000 bags 

• Total: $8,175.00 
o Second run: 10,000 bags  

• Total: $20,500.00 
 Banners 

o 2 banners 
• Total: $650.00 

 Rack cards 
o Construction: 1,600 cards 

• Total: $4,105.50 
o Wayfinding: 1,600 cards 

• Total: $4,105.50 
 BE SAFE BE SEEN magnets 

o 50 magnets 
• Total: $212.50 

 Fitted tablecloths 
o 2 tablecloths 

• Total: $900.00 
 Handouts ($0.05 each) 

o Pedestrian safety tips: 1,000 handouts 
• Total: $50.00 

o Construction project overview: 1,500 handouts 
• Total: $75.00 

o Instructions for those experiencing homelessness: 1,400 handouts 
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• Total: $70.00 
 HERO magnets 

o  150 magnets 
• Total: $637.50 

 In-kind donations  
o 500 Vision Zero slap bracelets 
o 900 Vision Zero reflective arms bands 
o 2,500 Vision Zero brochures 
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7. Scheduling 

All outreach efforts can benefit from a coordinated effort. This is particularly important for 
the BE SAFE BE SEEN Initiative since much of the outreach involves multiple stakeholders. 
These partners can help leverage the messages and the resources. Therefore, it is important 
to coordinate efforts and schedule outreach and activities when they will be most impactful. 

Efforts in Austin to date include the following. 

School Outreach 
Currently, six schools located adjacent to I-35 from Rundberg Lane to US 290 are targeted. 
The following activities are being conducted at each campus: 

 Faculty outreach: Set meetings with faculty, and provide a short presentation that 
includes the project overview and tips to keep students safe. 

 Safety videos: Provide schools with age-appropriate videos to be shown in the classroom 
that include information about how to safely travel to and from school, and navigate 
active construction zones. 

 Back-to-school events/parent presentations: Work with schools to participate in back-to-
school events and/or set up presentations geared toward parents. Include a project 
overview and tips to keep students safe. 

 First-day-of-school work zone awareness: Place project team members throughout active 
construction zones on the first day of school to ensure students can navigate the site 
safely, and distribute reflective BE SAFE BE SEEN bags and safety information. Bags 
include the following items: 
o project overview information in English and Spanish, 
o pedestrian safety tips for students, 
o a healthy fruit snack, and 
o a Mobility35 magnet. 

 Walk to School Day: Place project team members throughout active construction zones 
on Walk to School Day in May to ensure students can navigate the site safely.  

Table 3 is a sample of outreach activities for the schools.  
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Table 3. School Outreach Activities. 

School School’s Address Date of 
Outreach Outreach Activities 

Brown 
Elementary 
School 

505 W Anderson 
Ln., Austin 78752 

August 13, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

Cedars 
International 
Academy 

8416 N I-35 
Frontage Rd., 
Austin 78753 

August 14, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

August 16, 
2018 

Provided 200 copies of the project overview 
information and safety tips for students for 
their Back to School Night 

August 20, 
2018 

Placed team members throughout a 
construction zone on the first day of school to 
distribute reflective backpacks and help 
students navigate construction zones. Handed 
out 50 reflective backpacks. 

September 
13, 2018  

Distributed bags and presented back-to-school 
safety information to parents and students 

Highland 
Montessori 

211 W St. Johns 
Ave., Austin 78752 

August 14, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

Pecan 
Springs 
Elementary 
School 

3100 Rogge Ln., 
Austin 78723 

October 
10, 2018 

Distributed 100 bags and showed safety 
videos to 250 students in conjunction with the 
Safe Routes to School Walk to School Day 
 

Pickle 
Elementary 
School 

1101 Wheatley 
Ave., Austin 78752 

August 14, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

William B. 
Travis High 
School 

1211 E Oltorf St., 
Austin 78704 

May 2017 Placed team members throughout a 
construction zone to distribute reflective 
backpacks and help students navigate 
construction zones. Handed out 75 reflective 
backpacks. 

August 15, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

August 20, 
2018 

Placed team members throughout a 
construction zone to distribute reflective 
backpacks and help students navigate 
construction zones. Handed out 50 reflective 
backpacks. 
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School School’s Address Date of 
Outreach Outreach Activities 

Webb 
Middle 
School 

601 E St. Johns 
Ave., Austin 78752 

May 26, 
2018 

Ran an informational booth and gave a brief 
presentation to parents and students before 
the end of the school year 

August 13, 
2018 

Met with staff to discuss the BE SAFE BE SEEN 
Initiative and the safety videos 

August 20, 
2018 

Placed team members throughout a 
construction zone on the first day of school to 
distribute reflective backpacks and help 
students navigate construction zones. Handed 
out 50 reflective backpacks. 

Business Outreach 
Forty-eight businesses have been identified around the I-35 and 51st Street area that 
experience high foot traffic. These include convenience stores, hotels/motels, and fast food 
restaurants. Outreach materials such as window clings and table tents were distributed to 
them in September 2018.  

Community Outreach 
Communication and collaboration with Foundation Communities to assist with pedestrian 
safety outreach are expected to begin in fall 2018. 

The following activities occurred from project initiation through the development of this 
document: 

 November and December 2017 — Distributed bags and information via TxDOT 
employees. 

 November 15, 2017 — Attended IAH Meeting 1. 
 November 29, 2017 — Held a news conference. 
 December 2017 — Distributed bags and information via the Austin Police Department. 
 December 2017 — Distributed bags and information via Integral Care. 
 December 2017 — Distributed bags and information via construction contractor teams. 
 December 2017 — Joined the House the Homeless partnership to distribute bags 

containing information and winter weather gear. 
 January 2018 — Distributed bags and information via ECHO (point-in-time count). 
 January 18, 2018 — Attended IAH Meeting 2. 
 February 2018 — Distributed construction and wayfinding rack cards to construction 

sites. 
 February 2018 — Distributed bags and information via TxDOT maintenance staff. 
 February 20, 2018 — Attended IAH Meeting 3. 
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 April 2018 — Held mental health first aid training for TxDOT employees and consultant 
teams. 

 May 2018 — Distributed bags and information at a bike conference. 
 May 14, 2018 — Attended IAH Meeting 4. 
 June 2018 — Distributed bags, information and materials via Mobile Loaves and Fishes. 
 June 2018 — Distributed bags and information via Integral Care. 
 August 2018 — Held small-group and one-on-one meetings with representatives from 

public and private schools. 
 August 23, 2018 — Attended IAH Meeting 5. 
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8. Evaluation 

Evaluation is a critical component of any program, and the BE SAFE BE SEEN Initiative is no 
exception. Regular and rigorous evaluation will help to manage expectations, measure 
success, identify weaknesses, designate resources, track results over time, and, most 
importantly, assess the program’s impacts on reducing pedestrian fatalities and increasing 
awareness. 

Most campaigns that are evaluated can be considered successful if behavioral changes of 
2 to 6 percent are achieved (11). The literature offers some suggestions and tips that, if 
implemented, may help achieve successful behavior change. This chapter presents these 
suggestions. 

Evaluation Plan 
An effective evaluation plan is a vital piece of any messaging campaign. Delhomme et al. 
(17) identify four types of evaluations that cumulatively form an effective overall evaluation 
process for road safety campaigns in general: 

 Formative evaluation is synonymous with pre-implementation testing. It is implemented 
prior to launching the full campaign and serves to refine individual components for their 
efficacy at addressing the target audience. The focus is on addressing message 
development and message delivery before full implementation.  

 Process evaluation takes place during campaign implementation and strives to 
determine whether the campaign is following the predetermined campaign plan. The 
process evaluation should also take into account any external factors that affect, directly 
or indirectly, the overall success of the plan. Examples of such external factors include 
irrelevant but similar media coverage and/or political change. 

 Outcome evaluation takes place post-implementation and provides quantifiable 
evidence that the campaign meets the objectives. More often than not, when the 
literature speaks of evaluation, outcome evaluation is the focus of that discussion. 
Outcome evaluation often focuses on quantifying changes in incidents (crashes, 
fatalities, etc.), behavior (use of vehicle restraints, social media engagement while 
driving, etc.), or attitudes (opinions about seat belt use, the importance of not engaging 
in driving under the influence, etc.). 

 Economic evaluation takes place post-implementation and strives to capture the total 
cost of program development and implementation, including any media purchases. 
Methods of economic analysis include cost-effectiveness and cost-benefit (17).  

Figure 12 presents a visual model of how the various evaluative components might fit 
together to form the overall evaluation process.  
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Source: (17) 

Figure 12. Evaluation Process Model. 
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Designs 
Delhomme et al. (17) provide four different evaluative designs (listed in order from least to 
most methodologically rigorous): 

 Non-experimental (before/after): A single metric is identified and measured for the target 
group, pre-implementation and post-implementation. These measurements are then 
compared for change. This design excludes a control group. 

 Quasi-experimental: This design involves either multiple metrics or multiple groups 
(target and control). However, unlike a true experimental design, the target and control 
groups are not randomly selected. This design is nearly impossible to implement 
effectively because it must take place in near-laboratory conditions to adequately control 
for external factors. 

 Experimental: This is considered the strongest of all evaluative designs. This design can 
involve either single or multiple metrics and employs a randomly selected target and 
control group. Therefore, the findings are generalizable to the entire population under 
study.  

 Single case experimental: This design strives to examine the effects of a stimulus on a 
single individual, group or organization. This design does not involve a control group. This 
method allows a researcher to identify the influence of one factor on another. This 
design typically involves three phases: 
o Phase 1 is the baseline performance. 
o Phase 2 is where external stimulus is involved. 
o Phase 3 is where the stimulus is removed. If baseline performance is seen in 

Phase 3, the external stimulus had no effect (17). 

In Austin, the BE SAFE BE SEEN Initiative focused on specific segments of the population. It 
stands to reason that the evaluation metrics and methodology should follow the same 
pattern. To facilitate this, a review of the literature about evaluation of safety programs for 
these groups informs development of an evaluation plan. 

Youth 
When delivering the message in person, keep the presentation size to no more than 
100 children, regardless of age. Younger target audiences (age 9 and younger) benefit from 
smaller crowd sizes (11). 

The use of photos of local infrastructure (buildings, roads, etc.) will help young children 
relate to the message, more so than using more generalized photos. If individual children 
are included in the materials, either gain authorization from individuals before image 
placement within program materials or blur the faces of individuals to preserve anonymity 
(11). 

Requesting the assistance of parents to help reinforce core lessons learned in the 
classroom can be beneficial, particularly for programs focused on younger crowds (18).  



 

37 

BE SAFE BE SEEN Pedestrian Safety Initiative Last updated: 10/31/2018 

Providing visual aids at crossing sites may also help reinforce safe practices introduced in 
the classroom (10). 

The literature identified two commonly used evaluative elements. The first is 
comprehension, which is an assessment of knowledge gained as a direct result of the 
campaign. This assessment might take the form of a standardized test administered before 
and after a message has been delivered, where the percentage of correct answers is 
compared across the two periods. Assessment might also be some type of test where the 
instructor shows pictures of correct and incorrect crossing behavior to children across the 
two periods, and then asks the children to point out correct behavior. The second evaluative 
element is observational, which is a field assessment of behavior change brought about as a 
direct result of the campaign. Examples of this might include observing actual street 
crossing behavior at various locations. When making field observations, the use of video 
may enhance the overall effort because it allows the recording to be viewed in a controlled 
setting numerous times, where observations may be evaluated more rigorously among 
multiple individual reviewers.  

Some other evaluative metrics identified in the literature include the following: 

 the number of media exposures, 
 the number of classroom exposures, 
 message recall (yes/no), and 
 statistical analysis of crash data. 

Mature Adults 
Various platforms have been used to transmit safety messaging to older pedestrians. For 
example, the Watch for Me pilot program in the Research Triangle region of North Carolina 
implemented a multi-pronged approach involving purchased media including radio ads 
(printed materials and both outdoor and indoor advertising space), a project website to 
serve as an information repository, and law enforcement training and support. But, as with 
other cohorts, evaluation is often an afterthought. 

A unique aspect of the Watch for Me campaign was the implementation of a pre- and post-
workshop questionnaire used to evaluate changes in officer knowledge of key campaign 
attributes. Analysis of these questionnaires suggests that officers made significant 
improvements in knowledge, self‐reported behaviors and capacity to perform enforcement 
operations to support the campaign, pre- to post-workshop. The campaign evaluation also 
observed “modest yet significant changes from the pre‐enforcement period to the 
post‐enforcement period at sites receiving enhanced law enforcement” (19). Watch for Me 
program practitioners collected an array of measures to assess program implementation. 
Table 4 presents these measures.  
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Table 4. Watch for Me Program Implementation Measures. 

 
Source: (19) 

People Experiencing Homelessness 
As with other messaging campaigns, effective evaluation is key to determining whether the 
effort is a success. Evaluation of outreach with the homeless is particularly reliant on 
understanding the target population and long-term strategies. As noted, some homeless 
populations are transient and may be difficult to count through traditional data collection. 
For example, to measure exposure to campaign materials or messages, it is important to 
have a sense of the composition of the target audience. Developing a baseline 
understanding of the target population will help ensure that monitoring the outreach 
campaign is feasible. 

Building trust over time with people experiencing homelessness may be necessary to initiate 
outreach contact. Therefore, evaluation plans may consider this by developing a multi-stage 
plan that builds in multiple phases for relationship development with other homeless service 
providers and individuals in the target audience.  

Finally, evaluation efforts may be challenging due to the transient and hard-to-reach nature 
of populations experiencing homelessness. For example, an evaluation that involves a 
comprehension assessment before and after an intervention requires that the team find the 
same participants on two occasions. This is more difficult if individual participants do not 
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reside in the same location over time. Among some homeless individuals, cell phone use is 
significant and is one possible method to track participants to enable evaluation. 

Evaluation of BE SAFE BE SEEN in Austin, Texas 
The BE SAFE BE SEEN Initiative deployed in Austin, Texas, will benefit from a comprehensive 
evaluation program. As this plan is developed, a companion evaluation plan is also being 
developed. The evaluation plan identifies metrics that are specific to the Austin region and 
the particular challenges that are the focus of this program, such as construction on I-35.  
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Appendix A: Literature Review  

Introduction and Background 
In 2016, there were 680 pedestrian fatalities on Texas roadways resulting from vehicle 
crashes. To address this issue, the Texas Department of Transportation launched the Be 
Safe Be Seen Initiative in November 2017. This program is geared toward informing 
pedestrians and drivers of their shared responsibility to keep themselves and others safe on 
Texas roads. The program is being piloted in Austin, Texas. As the program is refined, it will 
be launched in other Texas urban areas with the goal of eliminating pedestrian-auto 
accidents.  

The pilot effort currently focuses on working with local organizations along I-35 in high-traffic 
pedestrian areas and construction zones to increase awareness of pedestrian safety. 
Outreach materials (Be Safe Be Seen–branded reflective bags, safety maps and community 
safety information) have been developed and are being disseminated, with a key focus on 
three priority populations: 

 children/youth (ages 0–14), 
 mature adults (ages 50–65) and 
 the homeless.  

The Austin District requested that the Texas A&M Transportation Institute review existing 
literature to identify best practices in development, implementation and evaluation of 
programs aimed at reducing pedestrian-auto collisions, focusing on the three priority 
populations. 

This appendix presents the literature review, which contains a section for each population, 
including research on development, implementation and evaluation. 

Literature Review 

Youth 

Development 
In the review of safety campaigns focused on reducing pedestrian-auto collisions, perhaps 
no other subgroup of pedestrians has been studied as extensively as youth. This may be due 
to research suggesting that the cognitive abilities of young children are not fully developed, 
and/or the cognitive abilities of young children are not developed to the point parents or 
caregivers believe they are (1). Research suggests that traffic maturity is not reached until 
around age 12. Children less than 12 years old may experience several traffic-related 
issues, which can prove detrimental to their ability to act safely as a pedestrian (2). This age 
group cannot accurately estimate the speed at which a vehicle is traveling down the road, 
nor can it accurately estimate the distance separating oncoming vehicles from themselves. 
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Additionally, this age group may have difficulty accurately perceiving traffic direction. 
Research also suggests this age group may become easily overwhelmed by complex traffic 
situations, which often result at both signalized and unsignalized intersections (1).  

When developing public outreach campaigns focused on reducing child pedestrian–auto 
collisions, it is important to remember that over half of accidents occur in daylight hours, 
with most accidents occurring in the late afternoon to early evening hours. Most accidents 
also occur on weekdays, likely due to children walking home from school and/or walking 
to/from after-school activities. Males are also more likely to be killed in pedestrian accidents 
than females (3). While there is no conclusive evidence identifying exactly why males are 
over-represented, research conducted by Zhu et al. suggests that “the elevated pedestrian 
deaths among males mainly results from their high case fatality rate when involved in 
vehicle-pedestrian collisions, compared with females,” where the case fatality rate is 
described as “the number of deaths per vehicle-pedestrian collisions” (4). 

Most campaigns aim to reduce child pedestrian–auto collisions by changing child pedestrian 
behavior. The most common behaviors that practitioners attempt to modify include the 
following: 

 Searching techniques: A searching technique is the protocol used to identify approaching 
vehicles as a pedestrian prepares to cross the road. Practitioners attempt to introduce 
proper search techniques and/or improve any technique the child uses. An example of a 
three-part technique proposed in the federally funded Willy Whistle campaign developed 
for safe crossing is: 
1. Find the edge. 
2. Look left-right-left. 
3. Find an acceptable gap. 

 Path selection: In this method, practitioners attempt to focus on teaching children the 
importance of selecting a safe pedestrian path. An example of a safe pedestrian path 
would be one that is characterized by a sidewalk, as opposed to a route where 
pedestrians are forced to walk on the road or right of way. 

 Improved crossing maneuver: In this method, practitioners may exemplify the 
importance of crossing at signalized intersections, as opposed to unsignalized 
intersections (1).  

Because they have not yet reached traffic maturity, younger children (5–9 years old) often 
respond better to campaigns that focus heavily on the visual element than to campaigns 
that focus on text. Research suggests this age group is more apt to change behavior by 
being shown what to do, as opposed to being told what to do (5). Campaign developers 
should also be aware that, quite often, this age group does not fully realize the importance 
of changing behavior. Young children simply mimic the desirable behaviors they are shown. 
Conversely, older children (12 years old and older) are more likely to have reached traffic 
maturity, enabling this age group to more accurately assess the risk associated with unsafe 
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pedestrian behavior. Some research suggests this age group may benefit from safety 
campaigns that include or are supplemented with traffic law enforcement or the fear of 
enforcement (6). 

However, at least one team of researchers found developing campaigns focused on 
attempting to reduce child pedestrian–auto collisions by changing child pedestrian behavior 
to be potentially ineffective. Coggan and Pergamon suggest that trying to teach young 
children safe crossing behavior is directly counter to the idea of traffic maturity suggested by 
some of the existing research (7). The authors also state that many of the campaigns 
developed to this effect lack a rigorous evaluation that shows behavioral change as a direct 
result of the campaign. Those campaigns that do have such an evaluation often 
demonstrate small positive changes at best. However, despite the lack of evidence, 
“strenuous efforts are made to justify their use” (7). 

Implementation 
Various media platforms have been used with success in the implementation of campaigns 
that aim to reduce child pedestrian–auto collisions. Because of their propensity to be more 
visual learners, young children often benefit from campaigns that are implemented using 
film, television or video. One example of such a campaign is the Willy Whistle campaign, 
which used an animated character developed specifically for the campaign. The campaign 
was successful and can be viewed via YouTube, where it is archived on the Transportation 
Alternatives channel (5). Because very young children are increasingly familiar with mobile 
technology and mobile technology applications, some campaigns have come to rely heavily 
on technology for campaign implementation. One such example is the Elmo Stays Safe iPad 
and e-book applications developed by Sesame Workshop and Kidsafe Australia (8). 
Campaigns aimed at older children are likely to use other implementation methods, such as 
PowerPoint presentations and posters, to supplement film, television or video (1).  

Collaborating with local schools can be advantageous. Not only do these partnerships 
provide access to the target audience, but also children at school are prone to be attentive 
because of the presence of teachers and administrators. Additionally, schools often offer the 
infrastructure necessary to disseminate messages to large groups, such as meeting rooms 
large enough for assemblies and audio/video equipment.  

While the next section of this document focuses more specifically on the evaluative 
component of child pedestrian–auto campaigns, most campaigns that are evaluated can be 
considered successful if behavioral changes of 2 to 6 percent are achieved (1). The 
literature offers suggestions and tips that, if implemented, may help achieve successful 
behavior change. These suggestions are as follows: 

 When delivering the message in person, keep the presentation size to no more than 
100 children, regardless of age. Younger target audiences (9 years old and younger) 
benefit from smaller crowd sizes (1). 
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 The use of photos of local infrastructure (buildings, roads, etc.) will help young children 
relate to the message, more so than using more generalized photos. If individual children 
are included in the materials, either gain authorization from individuals prior to image 
placement within program materials or blur the faces of individuals to preserve 
anonymity (1). 

 Requesting the assistance of parents to help reinforce core lessons learned in the 
classroom can be beneficial, particularly for programs focused on younger crowds (9). 

 Providing visual aids at crossing sites may also help reinforce safe practices introduced 
in the classroom (5). 

Evaluation 
An effective evaluation plan is a vital piece of any messaging campaign. Delhomme et al. 
identify four types of evaluation that cumulatively form an effective overall evaluation 
process for road safety campaigns in general: 

 Formative evaluation is synonymous with pre-implementation testing. It is implemented 
prior to launching the full campaign and serves to refine individual components 
regarding efficacy at addressing the target audience. The focus here is on addressing 
message development and message delivery prior to full implementation.  

 Process evaluation takes place during campaign implementation and strives to 
determine whether the campaign is following the predetermined campaign plan. The 
process evaluation should also take into account any external factors that affect, directly 
or indirectly, the overall success of the plan. Examples of such external factors include 
irrelevant but similar media coverage and/or political change. 

 Outcome evaluation takes place post-implementation and provides quantifiable 
evidence that the campaign meets the objectives. More often than not, when the 
literature speaks of evaluation, outcome evaluation is the focus of that discussion. 
Outcome evaluation often focuses on quantifying changes in incidents (crashes, 
fatalities, etc.), behavior (use of vehicle restraints, social media engagement while 
driving, etc.) or attitudes (opinions about seat belt use, the importance of not engaging in 
driving under the influence, etc.). 

 Economic evaluation takes place post-implementation and strives to capture the total 
cost of program development and implementation, including any media purchases. 
Methods of economic analysis include cost-effectiveness and cost-benefit (10).  

Figure A-1 presents a visual model of how the various evaluative components might fit 
together to form the overall evaluation process.  
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Source: (10) 

Figure A-1. Evaluation Process Model. 
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Delhomme et al. go on to provide four different evaluative designs (listed in order from least 
to most methodologically rigorous): 

 Non-experimental (before/after): A single metric is identified and measured for the target 
group, pre-implementation and post-implementation. These measurements are then 
compared for change. This design excludes a control group. 

 Quasi-experimental: This design involves either multiple metrics or multiple groups 
(target and control). However, unlike a true experimental design, the target and control 
groups are not randomly selected. This design is nearly impossible to implement 
effectively because it must take place in near-laboratory conditions to adequately control 
for external factors. 

 Experimental: This is considered the strongest of all evaluative designs. This design can 
involve either single or multiple metrics and employs a randomly selected target and 
control group. Therefore, the findings are generalizable to the entire population under 
study.  

 Single case experimental: This design strives to examine the effects of a stimulus on a 
single individual, group or organization. This design does not involve a control group. This 
method allows a researcher to identify the influence of one factor on another. This 
design typically involves three phases: 
o Phase 1 is the baseline performance. 
o Phase 2 is where external stimulus is involved. 
o Phase 3 is where the stimulus is removed. If baseline performance is seen in 

Phase 3, the external stimulus had no effect (10).  

The literature identified two commonly used evaluative elements: 

 Comprehension: an assessment of knowledge gained as a direct result of the campaign. 
This assessment might take the form of a standardized test administered before and 
after a message has been delivered, where the percentage of correct answers is 
compared across the two periods. It might also be some type of test where the presenter 
shows pictures of correct and incorrect crossing behaviors to children across the two 
periods, and then asks the children to point out the correct behavior. 

 Observational: a field assessment of behavior change brought about as a direct result of 
the campaign. Examples of this might include observing actual street-crossing behavior 
at various locations. For field observation, the use of video may enhance the overall 
effort because it allows the recording to be viewed in a controlled setting numerous 
times, where observations may be evaluated more rigorously, among multiple individual 
reviewers.  

Some other evaluative metrics identified in the literature include the following: 

 the number of media exposures, 
 the number of classroom exposures, 
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 message recall (yes/no), and 
 statistical analysis of crash data. 

As previously mentioned, rigorous evaluations that demonstrate behavioral changes of  
2–6 percent can be considered successful. The literature suggests that older children tend 
to show greater improvement than younger children do, with the greatest improvements 
seen in grades 3 through 6. Grades K through 1 showed the least improvement (1). 

Despite evaluation being an important step, the literature suggests that few studies actually 
incorporate an evaluation. In their investigation of studies aimed at increasing the correct 
use of child restraints, Will et al. noted, “Very few of the studies identified dealt specifically 
with an evaluation of the messaging content…” (11). Similarly, as a limitation of existing 
public education messages, Gauld et al. identify “a lack of scientifically rigorous evaluations 
measuring different outcome measures” (12). The authors go on to state that, despite the 
potential for evaluations to make a message more effective, such mechanisms are not yet 
standard practice. This can result in continued support for messages that are ineffective in 
accomplishing their intended goal.  

Mature Adults 

Development 
Next to children, perhaps no other sub-population of pedestrians has been studied quite as 
extensively as mature adults. The research reviewed for this document used the terms 
“elderly,” “older” and “old” to describe the population of pedestrians age 65 and older (13, 
14). 

Kim et al. suggest that the subpopulation of older pedestrians may be at risk for two primary 
reasons (13): 

 Older pedestrians may experience age-related perceptual and cognitive declines. These 
declines can lead to the adoption of insufficient safety margins when making street 
crossings and other unsafe street crossing decisions. 

 Older pedestrians may experience age-related physical declines. These physical declines 
may manifest in vision loss, hearing loss and/or loss of the ability to cross a street during 
the allotted time (if signalized) or quickly (if unsignalized). 

The research also points out that a higher proportion of pedestrian-auto accidents involving 
older pedestrians result in death than any other pedestrian age cohort (13).  

Older pedestrians are more likely to be involved in pedestrian-auto accidents at 
intersections than younger adults (13). Because of this, older-pedestrian safety campaigns 
should consider placement of signage at crossings that emphasize safe crossing 
techniques. Furthermore, retirement communities or other areas that house a large number 
of older pedestrians should consider either limiting the number of street crossings or making 
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crossings shorter by reducing the number of lanes around crossings. The addition of a 
protected center island should also be considered (13). 

In addition to signage and road geometry design, the literature identifies several additional 
strategies implemented by various safety campaigns focused on improving the safety of 
older pedestrians. These encouraged behaviors include the following: 

 understanding the threats presented by cars making turns (14–16); 
 making good choices about footwear for better traction and clothing to enhance visibility 

(16); 
 staying off freeways (16); 
 using sidewalks where provided (16); 
 crossing or enter streets only where it is legal to do so (16); 
 walking facing traffic where no sidewalks are provided (16); 
 carrying a flashlight at night (16); 
 making eye contact with drivers to help ensure they see pedestrians (16); 
 understanding that prescription drugs can impair cognitive ability (16); and 
 using extra caution when crossing multiple-lane, higher-speed streets (16).  

Implementation 
Various platforms have been used to transmit safety messaging to older pedestrians. The 
Watch for Me pilot program in the triangle region of North Carolina implemented a multi-
pronged approach involving purchased media including radio ads (printed materials and 
both outdoor and indoor advertising space), a project website to serve as an information 
repository, and law enforcement training and support. As part of its support, North Carolina 
law enforcement disseminated light‐up bracelets to pedestrians (17). 

A July 2013 literature review of 11 “education, enforcement and comprehensive safety 
programs implemented in the United States and abroad during the last 12 months to 
address pedestrian safety” similarly identified the use of multiple media channels to convey 
their message(s). These included radio and television ads, outdoor advertising, websites and 
earned media (public relations). Of all the media channels identified, outdoor advertising 
(e.g., billboards, bus ads and shelters) was the most commonly used (18). In their evaluation 
of the Walk Smart public service campaign, Reed and Sen found that different target groups 
have different preferred means of receiving information. Urban seniors (particularly African-
American seniors) preferred receiving information via billboards, while non-urban Caucasian 
seniors preferred receiving messages via radio and television ads (15).  

While older pedestrians can be targeted at a variety of locations, senior centers, retirement 
communities, medical facilities and libraries may serve as places in the community where 
this population may be more easily found (15, 16). The literature also points out that 
drawing upon local law enforcement for assistance as early as possible may be beneficial. 
As part of the Watch for Me campaign, local law enforcement officers received classroom 
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training, during which they learned how to reinforce pedestrian safety. The training included 
copies of a rack card to hand out, a template operations plan, and program-themed 
sandwich boards (17). In their review of previous safety education campaigns, researchers 
working on behalf of the New Jersey Transportation Planning Authority noted several 
campaigns using the assistance of local law enforcement agencies (18). Partnerships with 
organizations like the American Association of Retired Persons may also be useful due to 
their strong network with older adults (16). While some might consider stricter enforcement 
an extreme measure, particularly when older pedestrians are the focus of the campaign, 
qualitative research conducted by Reed and Sen found that some seniors believe that 
stricter rules and enforcement may be better than public safety campaigns (15).  

Evaluation 
The literature review findings presented in the previous evaluation section (focusing on 
youth pedestrians) are also extremely relevant to older pedestrians. The review of the 
literature about safety campaigns for older pedestrians confirms that few campaigns 
incorporate an evaluative component.  

A unique aspect of the Watch for Me campaign was the implementation of a pre- and post-
workshop questionnaire used to evaluate changes in officer knowledge of key campaign 
attributes. Analysis of these questionnaires suggests that officers made significant 
improvements in knowledge, self‐reported behaviors, and capacity to perform enforcement 
operations to support the campaign, pre- to post-workshop. The campaign evaluation also 
observed “modest yet significant changes from the pre‐enforcement period to the 
post‐enforcement period at sites receiving enhanced law enforcement” (17). The Watch for 
Me program practitioners collected an array of measures to assess program 
implementation. Table A-1 lists these measures.  
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Table A-1. Watch for Me Program Implementation Measures 

 
Source: (17) 

People Experiencing Homelessness 

Development 
Pedestrian fatalities disproportionately affect people experiencing homelessness. 
Pedestrian crashes account for 14 percent of deaths among individuals experiencing 
homelessness in Travis County compared to only 0.1 percent of deaths for all Travis County 
residents (19). In Clark County, Nevada, Hickox et al. found that pedestrian crashes rates 
were much higher for homeless individuals than for visitors and residents (20).  

Safety campaigns focused on reducing pedestrian-auto collisions generally do not focus on 
people experiencing homelessness as the target audience. For example, the Federal 
Highway Administration Pedestrian Safety Campaign Guide does not address homelessness 
(21). Health Care for the Homeless (HCH) is a model developed in the 1980s to overcome 
barriers experienced by people who are homeless to accessing health care. HCH notes that 
this population is both “high in need and hard to engage” (22). One reason for this may be 
that people experiencing homelessness tend to face many issues at once, and 
transportation issues may not seem like a priority. In the Health Care for the Homeless 
model of health services delivery, research has shown that “only after basic needs — shelter, 
food, and clothing — are provided are [homeless] clients willing and able to accept health 
care services assistance” (23).  

However, as noted in a North Carolina pedestrian safety plan, challenging social conditions 
often overlap with high-crash-risk areas. Issues like homelessness, “while larger than 
pedestrian and bicycle safety, can often contribute to pedestrian and bicycle crashes and 
injuries but are not easily addressed” (17). Another guide notes that while “sidewalks or bike 
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lanes may not be at the top of the list of concerns for residents dealing with immediate or 
life-affecting issues such as homelessness, drugs, vacant properties, or neighborhood 
violence … bike lanes, sidewalks, and other facilities may in fact be very important for 
residents needing to safely access jobs, transit, healthcare facilities, and schools” (24).  

People who experience homelessness are heterogeneous (25). In developing outreach 
plans, this is a challenge because different segments of the population have different 
outreach requirements — a factor that should be incorporated into plan development. On a 
given night in January 2017, more than 553,000 people were experiencing homelessness in 
the United States, according to the annual Point in Time survey; 65 percent were in shelters 
or transitional housing programs, and 35 percent were unsheltered (25). Two-thirds were 
adults without children, and one-third experienced homelessness as a family. Homeless 
children were mostly in shelters or transitional housing programs. Homeless populations 
include both children and mature adults, and other techniques used for those target 
populations may be applicable to people experiencing homelessness. The homeless 
population includes families, individuals with mental or physical illness, victims of domestic 
violence, migrant farmworkers, runaway youths, and veterans. Given this range, researchers 
may want to segment this population and consider how campaigns can be adjusted to reach 
different segments. Also, many people experience homelessness as a transient condition, 
not a lifelong status. Only 24 percent of individuals experiencing homelessness are 
considered chronically homeless (25). These individuals are more likely to be found in 
unsheltered locations and therefore are both likely to be on streets at night, when many 
crashes occur, and are inherently difficult to reach through traditional outreach.  

Outreach efforts with homeless populations emphasize gathering foundational data and 
information about the local population. Guidance for emergency preparedness suggests that 
the outreach must identify and map locations where people are likely to be found (26). 
Typically, outreach and services for the homeless are provided on the streets or in facilities 
where people experiencing homelessness are known to spend time. Similarly, improved data 
collection of crashes involving the target population can improve the understanding of the 
issues. Efforts to ensure that crash reporting includes identification of a person’s home or 
experience of homelessness, or other useful information about the context of crashes (such 
as alcohol levels), can be valuable to development of outreach plans. However, a Florida 
pedestrian planning report noted that this is an “ambitious” undertaking (27).  

Given the unique context of homelessness, campaign development should take into account 
other factors that may influence pedestrian collisions among the homeless. For example, 
some adults experiencing homelessness may also use or abuse alcohol, which is a known 
contributor to roadway collisions.  
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Implementation 
HCH literature suggests that outreach be conceptualized on two levels: 

 community collaboration and 
 client outreach (22, 23).  

Community Collaborations 
Most cities have existing organizations and networks that advocate for and interact with 
individuals experiencing homelessness. Partnerships with providers of all kinds of services 
must work together. Homeless populations tend to face many issues at once. In the HCH 
model, research has shown that “only after basic needs — shelter, food, and clothing — are 
provided are [homeless] clients willing and able to accept health care services assistance” 
(23). Partners include churches, hospitals, jails, mental health providers, free clinics, police 
departments, meal sites, shelters, libraries and community centers. 

Client Outreach 
Best practices in homelessness outreach tend to use case management centralization, in 
which case managers serve as a conduit to a range of services, build relationships over 
time, and address multiple issues at once (e.g., basic medical needs, hygiene, personal 
safety and mental health). Outreach and engagement solutions are designed to overcome 
issues of distrust of institutions and living nomadically or in hard-to-find locations. This 
includes mobile clinics, collocating temporary clinics in shelters and drop-in locations: 
“Outreach workers are an integral element in the service and the approach, which means 
trekking to locations, understanding street culture in order to communicate and engage 
without alienating, tracking methods, and bringing health care workers along. Flexibility and 
awareness are key in outreach to a broad and heterogeneous group that changes 
frequently” (23). 

Overall, when developing an outreach plan, previous practice suggests the value of several 
overarching principles for conducting outreach with the homeless. Practitioners should work 
with existing networks that provide homeless services and outreach; best practices in 
homelessness outreach tend to use case management and address multiple issues at once. 
A plan also needs to include time and effort to build trust with individuals — people 
experiencing homelessness often have legitimate reasons for distrust of institutions and 
strangers. A plan must recognize the challenges faced in reaching individuals living 
nomadically or in hard-to-find locations. To address these unique conditions, flexibility and 
awareness are key in outreach to a broad and heterogeneous group that changes 
frequently. 

Methods of message delivery may include in-person contact, print media and text 
messaging. Recurring, face-to-face contact is the typical method of outreach with people 
experiencing homelessness. Print media should use simple language and be easy to 
remember because some individuals experiencing homelessness may not be able to store 
documentation materials. One study showed that 88 percent of participants in one study on 
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homelessness have a mobile phone, and 70 percent use texting (28). Text messaging 
proved effective at increasing participation in health services among homeless participants 
in the study. Similarly, social media may be a messaging tool for youth homeless 
populations. 

Implementation 
Outreach with the homeless should be coordinated with partners from existing 
outreach/service providers. Existing homeless service providers can provide understanding 
and access to hard-to-reach populations. Safety campaign efforts can be coordinated with 
existing homeless support programs and events (e.g., educate/inform at Homeless Connect 
events, where people experiencing homelessness are given access to a range of services 
from haircuts to health care). Furthermore, repeat visits are often required to develop trust.  

An outreach campaign should be implemented through a systematic, well-documented 
approach. While this is generally applicable to any outreach program, it is important in 
outreach with people experiencing homelessness because existing data are lacking and the 
population is hard to reach. Regular and consistent documentation of outreach efforts in 
coordination with other service providers decreases the likelihood of overlooking individuals 
experiencing homelessness who are most in need, as well as the duplication of services 
(29).  

Existing practice with people experiencing homelessness suggests that outreach should be 
implemented where people experiencing homelessness are. According to the U.S. 
Department of Housing and Urban Development, this includes but is not limited to shelters, 
encampments, cars and motels. Locations may also include areas where people 
experiencing homelessness congregate during the day such as libraries, social service 
programs and other public facilities (26). Shelters, street outreach and other crisis services 
are the frontline of any community’s response to homelessness. 

Using the right people for outreach is particularly important for populations experiencing 
homelessness because, as noted previously, individuals may be facing other pressing 
issues. Best practices in health care outreach suggest using experienced, trusted and 
trained outreach professionals. Outreach workers are an integral element in the service and 
the approach, which means trekking to locations, understanding street culture in order to 
communicate and engage without alienating, and using individual tracking methods. In a 
study on disaster response for homeless people, research found that homeless persons on 
the street are more likely to listen to messages from firefighters and emergency medical 
technicians rather than police officers, who may be met with suspicion (30). Other common 
outreach specialists are peer leaders — individuals who have experienced homelessness in 
the past. Traditionally, outreach to individuals experiencing homelessness may include 
teams of individuals with different skills, including health care workers and other service 
providers. 
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During implementation, the process needs to be monitored for unique concerns or issues 
related to the target population. For example, people experiencing homelessness may be 
concerned that their participation could make them targets for arrest (e.g., if a neon bag 
becomes the signal to law enforcement that these individuals are homeless and officers link 
that to potential infractions, trespassing or other negative circumstances) (26). As noted, 
trust is an important consideration. 

Evaluation 
As with other messaging campaigns, effective evaluation is key to determining whether the 
effort is a success. Evaluation of outreach with individuals experiencing homelessness is 
particularly reliant on understanding the target population and long-term strategies. As 
noted, some homeless populations are transient and may be difficult to count through 
traditional data collection. For example, to measure exposure to campaign materials or 
messages, it is important to have a sense of the composition of the target audience. 
Developing a baseline understanding of the target population will help ensure monitoring of 
the outreach campaign is feasible. 

Building trust over time with people experiencing homelessness may be necessary to initiate 
outreach contact. Evaluation plans may consider this by developing a multi-stage plan that 
builds in multiple phases for relationship development with other homeless service 
providers and individuals in the target audience.  

Evaluation efforts may be challenging due to the transient and hard-to-reach nature of 
populations experiencing homelessness. For example, an evaluation that involves a 
comprehension assessment before and after an intervention requires that the team find the 
same participants on two occasions. This is more difficult if individual participants do not 
reside in the same location over time. Among some homeless individuals, cell phone use is 
significant and is one possible method to track participants to enable evaluation. 
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Appendix B: Outreach Materials 

Figure B-1 and Figure B-2 show outreach materials developed as part of the BE SAFE BE 
SEEN Initiative in Austin, Texas. 

 
Figure B-1. Table Tents. 

 
Figure B-2. Window Clings. 
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