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Southeast Seattle In Motion

Southeast Seattle In Motion was a program implemented by King County METRO that aimed to reduce driving alone in several Southeast Seattle neighborhoods. 

Research


The research conducted by METRO and PRR was very thorough. They conducted both formal and informal research, such as interviews, community outreach, and networking. Although the research was conducted efficiently, it seems that METRO and PRR could have collected informational emails from more than only 9 Beacon Hill and Columbia City residents. Instead, they could have collected at least 7-10 emails from members of each neighborhood that would be affected by the In Motion program. 


From the research, it is fairly easy to gather who the target audiences should be. The plan to implement the program is clear and concise because of the research that was done, and the target audiences that were identified. 

Objectives and Strategies 


The objectives for the Southeast Seattle In Motion are consistent with the mission and goals of the program. Although the objectives appear to be strong, not all of them are truly measurable. Objective #2 is to communicate to a diverse target audience, which is a good idea, but who really determines what is diverse? Only two of the four objectives are measurable, however, all of the target audiences are addressed. 


The strategies used by METRO and PRR were clear and did a good job of appealing to the self interests of the members of the different Southeast Seattle neighborhoods. Because the Beacon Hill, Mt. Baker, Columbia City, and Othello residents have middle/upper income and responded to physical fitness, METRO focused the message for that group on sustainability and physical fitness. METRO also appealed to the self interests of lower income residents, who stated they cared more about travel options and how to actually use the transit system, by centering the message around those concerns. 

Tactics


The tactics chosen by METRO and PRR to communicate their message were ideal for the target audiences they were trying to reach. Because the middle/upper class residents receive the majority of their information online, it made perfect sense for METRO to secure listings with several local blogs. Partnering with community based agencies that could interpret the message of In Motion to immigrants and LEP residents was also a strong tactic, and ensured that no one in the community would miss out on the message. 


Color coding and customizing the map of Southeast Seattle for each neighborhood was a good tactic because many residents travel between neighborhoods. It also could raise awareness about things that happen in other neighborhoods, and foster a greater sense of community among the neighborhoods. It also reinforced that the In Motion program was something that was taking place throughout Southeast Seattle.  


Overall, the messages in each tactic were clear, concise, and remained consistent with the rest of the In Motion plan.  

Evaluation


The objectives for In Motion that were measurable were successful overall. They surpassed the numbers that were set in the original objectives. However the some of the evaluations were not incredibly meaningful. For example, objective #1 was to engage 25 local organizations and businesses to foster community support, and as a result 30 local businesses were engaged. By looking simply at the numbers, you could call that a success, but there should be more to it. What exactly does engage mean? Is it as simple as holding a phone conversation, or does it include something more substantial like providing sponsorship? Because that is not clear, the evaluation can’t really be considered meaningful. 


On the other hand, the evaluations for the other objectives were a lot more useful, especially for objective #4. The numbers of the initial objective were once again surpassed, but they also actually have merit and allow you to see whether or not the campaign was a success, which it was. 7, 154 gallons of gasoline were saved over the course of the initial 10 week program. 


Ultimately the plan exceeded expectations and was a great success. 

Other Considerations


One of the reasons the campaign can be considered a success is because In Motion is still in use today and has actually expanded. According to KingCounty.gov, In Motion has helped over 100, 000 residents in 28 different neighborhoods in Seattle, and saved 126, 961 gallons of gas and over 1, 245 tons of CO2 from the atomosphere in the past 5 years. A key to expansion has been the Do It Yourself model that In Motion has started, which allows Seattle residents to start In Motion programs in their neighborhood, if one does not already exist. Residents are provided with a basic guide on how to get things started, as well as a set of examples, and a contact list for guidance. This is a great addition, because it allows residents to truly have an impact on the environment and overall health of their local communities. 
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