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OVERALL PURPOSE:

This research was designed to explore the potential for a new, proposed, online, centralized transportation information service for Hampton Roads, called inMotion.  Overall, the research was designed to better understand the needs, preferences and expectations among residents of the Hampton Roads’ area for centralized transportation, travel and traffic information and to explore their responses to specific proposed components and executions of inMotion.  

OBJECTIVES OF RESEARCH:
· Explore and understand the perceived transportation-related needs of key commuter groups that make up the Hampton Roads’ area. 

· To what extent are they impacted by congestion? 

· What priority do they give to mobility compared to other issues they face?

· Identify and examine the relative importance of transportation-information needs.

· Where do commuters currently turn for information?

· To what extent do existing sources deliver on expectations?

· To what extent does the 511, TRAFFIX, HRT, VDOT, etc., pro-active communication break through?

· To what extent do they use and rely on this information?

· What, if anything, is missing for them?

· Identify and examine the extent of interest in the inMotion information service concept.

· Explore response to the overall concept and positioning

· Identify the specific features the service should provide or offer

· Identify and explore the type of information that should be offered 

· Explore the extent to which the service should be consumer needs based

· Explore such specifics as static vs. interactive, expectations, media (web site)

· Explore service packaging and branding, including:
· Terminology
· Tone
· Executions

METHODOLOGY:

	Mode of Data Collection
	One-on-one interviews

	Completed Interviews
	48

	Survey Population
	Respondents were screened carefully to match key demographics and lifestyle elements that represent the area, including income; employer (military – officers and enlisted, civilian, civilian employee of the military/government); occupation; mode of commute (SOV, carpool, transit); age; gender; race; and place of residence (Virginia Beach, Norfolk, Chesapeake, Hampton, Suffolk, etc.)

	Survey Instrument
	Interview guide; Interviews facilitated with creative mounted on boards

	Criteria for Participation
	Commuters in the Hampton Roads area


SELECTED KEY FINDINGS:

Current Information Needs

· The “need” for this type of transportation information service had not been cultivated by sustained and unacceptable levels of congestion and related frustration among commuters in Hampton Roads.

· Traffic, transportation and issues related to traveling around the Hampton Roads’ area did not seem to be paramount concerns of area residents.
· When respondents did think about it, they would admit that there was no one optimal and effective “source” for travel/commuting information.
· The idea of a centralized transportation information resource, however, was appealing.  The term “one-stop-shopping” was often used by respondents to capture the essence of this centralized source of information.  
Web Site Positioning
· “Centralized transportation information,” while appealing as a concept, was sometimes interpreted as “centralized transportation,” i.e., transit or ridesharing.  This misinterpretation was a “turn off.”  

· Area travelers/commuters said they were comfortable in their mode selection and did not want rideshare alternatives to be overtly pitched to them.  Information about carpooling/vanpooling and ride-matching seemed to have limited appeal in this market.
· Consumers said they would use a traveler/commuter information resource center as long as ridesharing was not being thrust upon them.

· VDOT was most clearly associated with providing travel, traffic and transportation information and as having the resources and credibility to develop inMotion.
Web Site Logistics
· Respondents were concerned that “up-to-date” traffic information on a proposed Web site was not current enough and that the traffic situation would most likely be changed by the time they received the information and arrived at the scene.  Therefore, they would not be able to react in time, and, consequently, the information often would not be useful.

· Motorists in Hampton Roads indicated that they would like information to be available by telephone in addition to the Web site.

· In addition to traffic and travel information, this research identified some other types of information that should be included on an online, centralized traffic and travel Web site.  This information included weather, special events (e.g., entertainment, sports, and so forth), construction updates, maps, and gas prices.  
Creative Concepts
· Response to three alternative Web site designs was explored:  “the Power of Go,”  “Anything A to Z about getting from A to B,” and “Get in motion. Stay in Motion.”  Of these three possible alternative Web site designs, the concept “Anything A to Z about getting from A to B” resonated most strongly.  The copy was appealing, and the slide rule design drew respondents to the board – engaging and exciting them.
· Formats that were not as engaging and intriguing did not resonate as well with potential Web site users, e.g., “the Power of Go” and “Get in Motion. Stay in Motion.”  
Other Findings and Selected Implications

· Travelers/commuters in Hampton Roads were not actively shopping for a “better way” to find information.  To be successful, the inMotion service would have to be promoted aggressively to drive understanding and appreciation of what it was and what it could offer, as well as stimulate trial.

· inMotion would need to be presented in a way that demonstrated its superiority to other sources of information on which commuters already relied.  This strategy would need to promote “convenience” as the service’s core benefit – having “up-to-the-minute” traffic and travel information in an easy and “timely” manner.
· As a new service concept, inMotion would benefit from a descriptive tag line.

· inMotion should be positioned as a traveler/commuter information resource center, not a pre-eminent showcase for commute options.  The introduction of TDM alternatives should be made available, however, but in a manner that would allow inMotion users to “discover it” themselves and reach their own conclusions about the relevancy and value of commute alternatives.
· To be most effective as an information service and to be adopted by commuters and other motorists in Hampton Roads, inMotion must be available both online and by telephone.   
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