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The Rise of Express Lanes in American Urban 
Centers

§ Urban centers face major 
constraints
§ Urban sprawl, suburbanization, 

exurbanization
§ Affordable housing
§ HOV obsolete  
§ Constrained corridors (limited land 

available)
§ Environmental impacts 

§ No reliable transit system in most 
urban centers 
§ Resistance to carpools, transit, etc. 
§ Funding and right of way needs









PROJECT FEATURE:
The New MoPac Express Lane



§Bringing express lanes to Austin 
necessitated a strategic 
communications plan

§Based on research and industry best 
practices, we took a deep dive into the 
nuances of communicating with various 
stakeholder groups, and tailored their 
messaging to reach each diverse audience 
in a relevant and meaningful way.
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§Build and sustain the community’s trust
§Provide two-way communication with our stakeholders
§Be accountable and transparent

Our Commitment 
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§Consider your audience
§ Take a look at the bigger picture
§Remember that there are 

nuances
§Don’t use technical jargon
§ Tailor your message to general 

public as a journalist would

Sophisticated Approach to 
Communicating Technical Information 



§Our research proved that 
Central Texans value time

§ This broad campaign focused 
on how we enhance quality of 
life by improving mobility and 
giving people their time back

CAMPAIGN:
“IT’S TIME”



§We work to combat the 
misinformation campaigns 
about tolling and express 
lanes

§By proactively stating the 
false information, we address 
the most likely response from 
toll opponents, and neutralize 
the power of their opposition

CAMPAIGN:
“TOLL MYTHBUSTERS”



§We built creative assets focused on creating a sense 
of empowerment for those who might use the lane

CAMPAIGN:

“IT’S NOT JUST MOPAC ANYMORE, IT’S MYPAC”



§Video series highlighted a “day in the life” of an Austinite
contending with traffic congestion

§Allowed us to demonstrate how the lane brings benefits to 
regular people every day.

§Our goal was to be relatable and reflect the varied needs of 
average Austinites.
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§A video series providing 
a bird’s eye view of real 
time progress and to 
showcase the project’s 
complexity 

§Created entirely in house

CAMPAIGN:
“MOPAC MOMENT”

This episode featured the benefits of permeable 
friction course asphalt



§Real time data for media 
§At this event, members of 

the media could view 
screens remotely from our 
Traffic & Incident 
Management Center and 
review lane metrics during 
rush hour in real time

FEATURE:
MEDIA LAUNCH EVENT



§A social media 
campaign to educate 
the community on how 
to use the lane 

§We also use social media 
to proactively and 
reactively address 
various issues

FEATURE:
ONGOING SOCIAL MEDIA



§We live and breathe government relations at the 
Mobility Authority

§Our team is proactive about keeping our local and state 
elected officials informed and engaged
§Helps amplify our message to a wider constituency
§Keeps elected officials “in the know” shifting away 

from a reactive mode

FEATURE:
ELECTED OFFICIAL OUTREACH



§ Today our transactions continue to exceed expectations
§We moved away from the “It’s MyPac” campaign to market 

the lane; we didn’t need it because the lane is full!
§We continue the conversation about variable tolling as the 

price goes up
§We’re diligently working on bringing an express lane network 

to Central Texas 

RESULTS: FAR BEYOND EXPECTATIONS 


