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1. INTRODUCTION

The Horida Department of Trangportation (FDOT or Department) recently issued an invitation
to-negotiate (ITN) for advanced information servicesin the Southeast Region of Floridain an
effort to implement advanced traveler information services (ATIS) through the privatization of
the dissemination of information to travelers regarding traffic conditions. As part of its
continuing effort to implement the program throughout the sate, the Department isinvestigating
other areas around the state that might warrant asmilar effort. Specific areas of interest are the
Southwest Region, the Interstate Four (I-4) Corridor (including Tampa Bay, Orlando, and
Daytona areas), and the Southwest Region of Florida.

1.1 Study Area

The Southwest Region study areain this market analysisis defined as the three-county
metropolitan Satisticd area (MSA) in the southwest region of Florida which includes:

- Charlotte County;
- Lee County; and
- Coallier County.

Figure 1 illugtrates the Southwest Region ATIS study area

1.2 Study Structure

This marketability study provides a market analyss/approach for providing ATIS throughout the
Southwest Region. It also provides a detailed description of the eements necessary for FDOT to
reach a Go/No Go decison on proceeding with an ITN for ATIS in the Southwest Region. The
remainder of this report addresses the following issues:

- What isATIS?

- The Southwest Region Consumer Context

- The ATIS Marketplace

- Bagsfor Estimates for Southwest Region ATIS
- Conclusons and Recommendations

2. What is ATIS?

According to the Strategic Plan for IVHS in the United States, published in May 1992 by ITS
America, ATIS is defined as* Advanced Traveler Information Systems (ATIS) acquire, analyze,
communicate, and present information to assst surface trangportation travders in moving from a
darting location (origin) to their desired destination. The systems provide such assstancein a
manner that best satisfies the traveler’ s needs for safety, efficiency, and comfort. The travel may
involve a single mode of trangportation, or it may link multiple modes together during various
parts of thetrip.”
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Architecturaly, the centrd rolein ATIS isthe information service provider (ITS) subsystem.
The information service provider is auser of each of the subsystemsthat collects trangportation
system information. Thisindudes the trangit management, trangit vehicle, traffic management,
roadside, and parking management subsystems. The ISP provides the foca point for traveler
information to the vehicle, persond information access, and remote traveler support subsystems.
In the same way, the public agencies responsible for traffic management can use the information
made available through the ISP from vehicle subsystems. In some cases, the private sector
service provider may aso fund additiond surveillance infrastructure to become a primary agent
for data collection aswell asfor data distribution.

3. THE SOUTHWEST REGION CONSUMER CONTEXT

3.1 Scale of the Market for ATIS

Table 1 shows the population growth forecast for al the counties in the corridor between the
current year (2000) and 2020. The table confirmsthat al counties in the Southwest Region will
continue to grow at afast pace. Collier County, which includes the City of Naples, isthe fastest
growing in the region. Naples MSA ranks fifth in the nation in population growth. Overdl, the
populationsin the Southwest Region counties will grow to about 1.35 times their 2000 levels by
2020. Thisrapid growth will drasticaly increase travel demand.

Tablel
Population Growth Forecastsin the Southwest Region (2000 — 2020)

2000 2010 2020
County Population Population Population
Callier 251,377 297,800 372,500
Lee 440,888 514,500 605,900
Charlotte 141,627 170,400 201,900
Southwest Region 833,892 982,700 1,180,300

Source: Unadjusted 2000 Census Data and Florida Statistical Abstract 2000.

The growth in employment is outpacing population growth rates, with the growth patterns
matching population growth patterns commuting patterns to work may not change dragticaly in
the future. The table illugtrates the high growth anticipated for the counties in the Southwest
Region. All counties are expected to achieve more than 50 percent of growth by 2020. Punta
GordaM3A (in Charlotte County) ranks third in the nation in employment growth, while Naples
MSA ranks sixth. Overdl, employment in the Southwest Region counties will grow by about 56
percent of their 2000 levels by 2020. Table 2 summarizes the expected growth in employment
within the Southwest Region.
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Employment Growth Forecastsin the Southwest Region (1999-2020)

1999 2010 2020
County Employment Employment Employment
Collier 132,350 176,320 212,160
Lee 211,820 267,570 320,400
Charlotte 52,570 72,210 87,590
Southwest Region 396,740 516,100 620,150

Source: 2001 Woods & Poole Economics, Inc.

The red per capitaincome isameasure of the average resident’ s standard of living and is one of
the key variables influencing the amount and frequency of discretionary and recreetiond travel.

In the Southwest Region, red per capitaincome is projected to grow at an average annud rate of
1.54 percent and 1.30 percent between 1999 and 2020 for Collier County and Lee/Charlotte
Counties, respectively. Table 3 displays the projected growth in red per capitaincome shownin
congtant 1996 dollars for the counties in the Southwest Region. Although there isanotable
difference between the income levels among the counties (Collier County is ranked number one
among dl Horida countiesin rea per capitaincome), the annua growth rates projected for each
county are close to each other.

Table3

Real Per Capita Income Growth Forecastsin the Southwest Region (1999-2020)

Count 1999 Income 2010 Income 2020 Income Annual Growth
y ($1996)* ($1996) ($1996) Rate**
Collier $42011 () | $50,296 (1 | $58,021 (1 1.54%
Lee $27,346 (12 | $31,696 (120 | $35,836 (12 1.30%
Charlotte $23,499 (22 | $27,243 (22 | $30,786 (1) 1.30%

Source: 2001 Woods & Poole Economics, Inc.
Notes: * Income per capitarank isfor 1998
** Annual Growth Rate was calculated from 1999-2020
Rank of the county among all 67 countiesin Florida- in parenthesis

4
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Asasgngle marketplace for advanced traveler informetion, the Southwest Region tota
population in 2000 is about 1.18 million in 2020. Meanwhile, the area s total employment is
estimated to be 397,000 in 1999. The market sze in the Southwest Regionis of smal to
moderate Sze. The current 2000 median age in the areais over 45 years (53 years in Charlotte
County, and it is projected to increase to 50 years by 2020 (50 years in Charlotte County). This
indicates that the current and projected redl per capitaincome for the area, that ranks very high
on the sate and nationd leves, will continue to improve, but the median age will continue to
increase. The scale and demographics of the market place make it aless than moderately
attractive opportunity for information service providers (1SPs) especialy with the lack of
adequate traveler information that can be provided for dissemination. In the long-range, as
population, employment, and income levels continue to increase and as I TS infragtructure
becomes aredlity the Southwest Region will become an attractive areafor ATIS.

3.2. National Research on Consumer Needs and Demands for ATIS

Sgnificant nationa research has been performed to understand what consumers want from
ATIS. Thefollowing istaken from Closing the Data Gap: Guidelines for Quality ATIS Data.

Research of current ATIS users, as well as the generd public that are not yet ATIS users has
identified four factors that influence ATIS customer demand:

1. Theregional traffic context: Thisincludes attributes of the region, such as highway-roadway
network and capacity, levels of traffic congestion, and future highway-roadway expansion
plans. Prime ATIS markets appear to be highly congested regions that have limited build-out
options, congtrained dternate route possibilities, and frequent unpredictable traffic events
(e.g., weather, crashes).

2. Thequality of the ATIS services: Thisisa least asimportant asthe level of network
congestion. Information quaity determines whether, how frequently, and with whet levd of
confidence the traveler consults traveler information. Quality determines whether the
information will meet customer needs with respect to persond benefit and vaue.

3. Theindividual trip characteristics: Thetrip purpose, the time of the trip in relation to pesk
congestion periods, trip length, and the particular route or route choices available to the
individud traveer dl have adgnificant effect on whether the individua will conault traffic
information. To alimited extent, the availability and convenience of dternative mode
choicesfor agiven trip affects use of ATIS. Trave time flexibility, or lack thereof, is
another determinant in the choice to consult traffic information.

4. The characteristics of the traveler: The fourth factor includes vaues and &ttitude
characterigtics of the ATIS user, or potentid user. These characterigtics are important
determinants of user awareness, use patterns, behaviora responses, and valuation of ATIS.

Based upon numerous surveys, focus groups and research, ITS Americaidentified eight
consumer market segments that cover gpproximately 90% of aregion’s population. The market
segments help determine the potential market size for specific ATIS products and services, as
well asthe features of those servicesthat are related to the data required to provide the service.
The eight ssgments are;
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- Control Seekers: Liketo plan ahead, desire to be accessible a dl times, like using portable
information devices, and want to predict travel time accurately

- Web Heads: Mogt technologicaly savvy segment, high users of Internet, but low use of
portable information devices.
Low-tech Pre-trip Information Seekers. Prefer pre-trip information, and are less interested
in new high technology gadgets.

- Wired with Children: Y ounger, higher income, with more children in household, seeks
convenience in information acquigtion.

- Maeéllow Techies: Little interest in traffic conditions or trip planning, and little concern about
being late, but high levels of computer and Internet use.

- Buyersof Value-added Services: Low comfort with computers and Internet, may prefer
customized information services.

- Trendy and Casual : Use pagers and cell phones, but express little interest in traffic
information or time savings.

- Male Techno-Phobes: Less comfortable with technology, lesslikely to change behavior, less
interested in traffic information.

ATIS market segmentation based on attitudes and val ues related to control, time, travel, and
technology successfully identifies much of the current ATIS customer market, differentiating
ATIS customers from others with smilar demographic characteridtics.

Control Seekers dominate the ATIS customer market. These customers consult ATIS to save
time, to use their time efficiently, to stay on schedule, and to stay informed. Control Seekers use
information more intensvely than the generd population.

Technology has an important and complex rolein ATIS. Web Heads comprise the second largest
group of ATIS customers. However, ther alegiance appears linked to the Internet media, and
may or may not migrate to other information platforms as the web becomes more mobile.

Individudsin the Low-tech Pre-trip Information Seekers market segment had alow acceptance
and comfort level with the Internet and web-based information. Nevertheless, this customer
segment represents a large portion of the current ATIS customer pool, and can be expected to
continue to demand good information services on low-tech mediaiin the future.

Current Context

Drivers points of reference for dl traffic information are their persond experience with both
locd traffic conditions and radio traffic broadcasts. They generdly rate their own experience as
ardiable source of traffic information. But based on their experience with unrdidble traffic
informetion from the radio, some drivers do not believe that better, persondly useful traffic
information could exist. Other drivers believe that there' s no dternative to traffic congestion and
thuslittlevaueto ATIS. Therefore, new ATIS services are competing againgt drivers persona
knowledge of locd traffic conditions, traffic broadcasts on the radio, and drivers underlying
belief that there's no benefit ATIS could provide to relieve the Situation.

Concurrently, consumers expectations for advanced information services generaly are very
high. They’ve been conditioned by the Internet and a computing environment in which
information services and eectronic devices get fadter, better, and chegper very quickly. Inthe
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research and eva uation to date, we see a progression in the expectations and requirements of
drivers as they become more experienced ATIS consumers.

Why do travelers use ATIS?

Washington State DOT traffic website (believed to be the heaviest used red-time traffic webgte)
customers provide indgght into motivations of use. These motivations are representative of most
ATIS usersin other regions. The answers to the questions are place in order of frequency:

Why use the website?

- To assesstraffic congestion on their route.

- Tojudgethe effects of incidents on therr trip.
- Todecide among dternate routes.

- Toedimatethar trip duration.

- Totimether trip departure.

What actions result from the information?

- Changeroute or time of departure maximizing for afagter trip time

- Changeroute or time of travel to reduce the stress of driving in congestion, perhaps
lengthening trip distance or duration.

- Adjudt their expectations, listen to an audiotaped book, make phone cdls, adjust
gppointments, and make dternative arrangements.

What benefits are perceived from use?
- Savetime

- Avoid congestion.

- Reduce gtress.

- Avoid unsafe conditions.

Critical features of a traffic-related ATIS service

The U.S. Department of Trangportation (USDOT) ITS program fielded qualitative market
research in 1996 on various traffic information concepts with drivers in congested regions.
While driver opinions were based on their experience of radio broadcast traffic information, their
traffic information concerns have proven to be true of dl drivers surveyed since. The following
isalig of criticd features as defined by the market research:

- Accuracy of information.

- Timdiness of informetion.

- Rdiability of information.

- Costtouse.

- Degree of decison guidance and persondization offered.
- Convenience of access and speed.

- Safety of operation.
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3.3 Consumer and Market Segmentation

Consumer Market Segments

Based on population, employment, income, median age projections, and other locd factors (like
tourism and seasond residents), Sx of the consumer market segments are likely candidates for
deployment of ATIS products and services for the Southwest Region:

1.

2.

Control Seekers: Liketo plan ahead, desire to be accessble a dl times, like using
portable information devices, and want to predict travel time accurately.

Web Heads. Mogt technologicaly savvy segment, high users of Internet, but low use of
portable information devices.

Low-tech Pre-trip I nformation Seekers. Prefer pre-trip information, and are less
interested in new high technology gadgets.

Mellow Techies: Little interest in traffic conditions or trip planning, and little concern
about being late, but high levels of computer and Internet use.

Trendy and Casual : Use pagers and cdll phones, but express little interest in traffic
information or time savings.

Male Techno-Phobes. Less comfortable with technology, lesslikely to change behavior,
lessinterested in traffic information.

Market Segmentation
In the Southwest Region, the markets segments for ATIS can be divided into four basic
segments. urban commuters, regiond/interstate travelers, tourism, and commerce,

1.

Urban Commuters: The urban commuter is growing and highly dastic to congestion
levels. As congestion continues to increase throughout the Southwest Region, urban
commuters will seek new sources of traveler information to assst them in their daily
commutes. Locd traveer information and persondize traveler information are the
primary services needed. The information provided should include speeds, congestion,
and delays on primary commuting routes.

Regional/l nterstate Travelers: Travelers driving through the Southwest Region or have
onetrip-end in the area are less sengtive to minor varigions in the travel time, along the
two mgor corridorsin theregion (I-75 and US 41); however, these travelers require
mgor incident and dow down information, including diverson routes. These drivers are
typicdly lessfamiliar with the trangportation network and reguire route guidance for
diverson. These travelers are typicaly business travelers and have a higher sengtivity of
time than tourists, but because of the trip length, less sengtivity to locaized problems
than commuters.

Tourism: A hedthy tourism market is essentia for Florida s economy. More than five
million vigitors, or closeto 7 percent, of Florida s estimated 74.1 million tourigtsin year
2000 visited the Southwest Region. The Southwest Region isranked last out of the seven
Florida s vacation regions according to Vigt Florida (www.FLUSA .com) data. Many
tourigts are unfamiliar with the transportation network and, like regiond/intercity

travelers, are less sendtive to minor variationsin travel time. Mgor incident and
dowdown information combined with route guidance and diversion opportunities are the
primary traveer information needed. Tourigts are less likely to divert to aternate routes
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than other regiond/intercity travelers. Tourists dso seek additiona information that
provides commercia opportunities related to tourist attractions, the beaches,
accommodations, lodging, and food service. Language is a market differentiation with
tourism as opposed to regiond/intercity travel. Florida hogts alarge number of
internationa tourists who do not spesk English as afirst language.

4. Trade and Commerce: I-75 provides direct access to/from this market ared' s ports and
digtribution centers to nationd market areas from Miami to Michigan and beyond. The
importance of this mgjor interstate in this market area requires a predicable and rdliable
traffic flow to support the industry’ s shift in business logigtic practices to just-in-time
manufacturing and complex supply chaing/didribution networks. Traveler information
needed for trade and commerceis Smilar to intercity travelers.

Conclusions

With the leve of traffic volumes and congestion in the Southwest Region, ATIS can play arole
in the region in the long term. The research indicates severa factors will be critica to providing
ATIS consumers desired by customers:

Information must be accurate, reliable, and timely.

- Themultiple user ssgments have different needs for information and will access information
through severd different media and devices.

- Information on dternate routes is needed, as well as on mgjor routes.

- Information can be vauable even if no dterndives exig — thereisvadue in just knowing what

is occurring.

4. The ATIS MARKETPLACE

4.1 Information Service Providers

National Perspective
Nationdly, the market for traveler information has evolved and matured in recent years.
Sgnificart trends include:

- Theemergence of information service providers (1SPs) who gather information regionaly
and package the regions together to provide “nationd” information to other private firms or
to consumers directly.

- Theexploson of the Internet and wireless communications as methods of providing
information to consumers.

- Venture capital underwriting sart-up firmsin the traveer information business

Southwest Region Per spective

The Southwest Region does benefit from some these nationd trends. Traditiond traffic reports
on radio and televison, in addition to traffic reports on the Internet are the available types of
travel information. Currently, there is one mgor 1SP in the area (Metro Network, a Westwood
One company) that collects and provides thisinformation. In summary, the traveler information
collected and digtributed to consumers in the Southwest Region isincident and congtruction
informetion only.
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Current and Short-Range Data Sources:

1. FDOT: FDOT does not have any ITS infrastructure in the Southwest Region that can
collect traveler information data. FDOT is planning afull freeway management
system dong I-75 in the Southwest Region for implementation in three stages but the
first stage will not start before 2007 or 2008.

2. Privae information service providers (ISPs): Metro Network, the only mgor private
provider in the are, collectsincident and congtruction data through the following
SOUrces.

a

b.

d.

e.

f.

Police, Horida Highway Patrol (FHP) scanners,

In agreement with the Road Rangers programon 1-75, Metro provided two-way
Nextel phones to truck drivers who cal-in with incident reports or verify reports
provided by others;

Metro has it own fleet of mobile units that drive mgor routes (mainly 1-75, US
41, and mgjor roads connecting the two routes) during peak hours and cal-in
traffic conditions;

Cdl phone cdls from drivers (usualy verified by cdling alocd busnessina
customized database in the vicinity of the Ste or by caling Road Rangers);
Download incident reports from FHP hyperlink; and

Congtruction data provided by FDOT and loca agencies.

Current and Short- Range Data Dissemination:

1. FDOT: FDOQOT didtribute the data it collects by providing:

a. Highway advisor radio (HAR) services for mgor construction projects;

b. Congruction and lane closure data to media services, and

c. Trave information on mgor incidents, congtruction projects, historic volumes
and emergency operations through FDOT centra Internet web Site
(www.dot.state.fl.ug'traveler.ntm).

2. Private information service providers (1SPs):

a. Metro Center distribute incident and congtruction data through the following
channds
I. Information to the generd public is provided through Radio and TV
channels.
ii. Westwood One packages and offer incident reports through its Web
Traffic Internet Ste via a password protected web site to specific
mediaclients.
b. MapQuest provideslive traffic report viaits Internet Site with map displaying
incidents and congtruction activitiesin the Southwest Region. Metro Traffic
providestravel data.

Experience suggests that services, service providers, and the types of devices that are used are
congantly evolving. This continuing challenge must be accepted as busness-as-usud in the
traveler information business. An important element to consider isthat private services have
focused on incident-based information, provided as traveler information in the Southwest Region

10
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today. However, severd areasthat are lacking in these services must be improved before they
can meet the vision of “advanced” services, needing enhancements such as.

Much better incident data;

Travel time data and/or average speed data on mgjor routes,
Trangt data; and

More specific specia event data.

4.2 511 Services

In July 2000, the Federd Communications Commission designated the abbreviated diding code
511 for traveler information services. The FCC ruling leaves nearly dl implementation issues
and schedules to state and local agencies and telecommunications carriers. There are no Federd
requirements and no mandated way to pay for 511; however, USDOT and FCC expect to see
some type of nationwide deployment. In 2005, the FCC will review progressin implementing
511

While the flexibility provided in the FCC ruling is highly desirable, it dso presents a chalenge.
Thereisagreat ded of interest in using 511 throughout the U.S. It is expected that there will be
multiple requests for 511, at least in some parts of the U.S,, from DOTS, trangt agencies,
regiond and loca trangportation agencies, as well as private service providers who will offer to
implement 511 services for some sort of compensation. I not thoughtfully planned, 511 services
could devolve into an inconsstent set of services widdy varying in type, quality and cost.

Mindful of both the opportunity and chalenge 511 presents, the American Association of State
Highway and Transportation Officids (AASHTO), in conjunction with many other organizations
including the American Public Trangt Associaion (APTA) and the Intelligent Transportation
Society of America (ITS America), with support from the USDOT, has established a511
Deployment Coordination Program.

The god of the 511 Deployment Coordination Program is “the timely establishment of a nationa
511 traveler information service that is sustainable and provides vaue to users” Theintent isto
implement 511 nationally using a bottom up approach facilitated by information sharing and a

cooperative didogue through the nationa associations represented on the Policy Committee, the

governing body of the program.

4.3 Issues for the Southwest Region ATIS

Regardless of the mode utilized, the following questions will need to be answered in partnering
with an information service provided to disseminate traveler information:

- What isthe market potentia for advanced traveler information systems (ATIS)?

- What are the potential sources of revenue generation and how will the revenue be shared?
- What will bethe FDOT’ srole and respongbilities with data disseminators?

- What isthe impact of information sharing policies and procedures on the FDOT?

- What types of datawill be made available to data disseminators?

- Will advertiang be dlowed in conjunction with disseminetion?

- How will the traveler information be marketed?

- What quality control and performance criteriawill be established for data disseminators?

11
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4.3.1 What is the market potential for advanced traveler information
systems (ATIS)?

Each geographic areais reviewed by each ISP in order to assess the potential to ddiver revenue
generding services to wholesde or private customers. This review includes not just the level of
effort required to provide basic services such as data gathering, data management and data
dissemination cogts, but aso the potential customer base and product requirements in order to
become profitable.

4.3.2 What are the potential sources of revenue generation and how will
the revenue be shared?

The current effort to disseminate traveler information in the Southwest Region to specific client
through password protected Internet site, for example, can be expanded to the general public and
implemented through a public/private partnership. Some cost of information dissemination may

be recovered through advertisng and/or charging users afixed fee per month. Revenue
opportunities are available through advertisng and fee-based services.

The following mediamay be available for revenue generation:

- 511 Telephone Services: User-initiated services are possible through this dedicated traveler
information number established by the FCC for interactive voice responsve telephone
systems. Advertisement or service charges may be used for revenue generation.

- Web Services: Currently, thereis no FDOT website with traveler information in the
Southwest Region. However, private opportunities would exist as the current freeway system
expands. These private websites could generate revenue through advertisements or by
providing “co-branded” services to other websites where afee for information is charged to
the site owner (best examples are local newspaper or radio/TV Websites).

- Personalized Services for Fee: Persondized traveler information could be provided based on
afee structure to be determined. Examples of these services would include wireless Internet
messages to cellular/PCS phones or in-vehicle navigation sysems. Services could beon a
subscription basis, or included in bundled services. A revenue sharing policy agreement is
needed between the Department and any | SP that may collect revenue as aresult of traveler
information provided by the Department. Because of the public benefit in providing traveler
informetion, the Department may decide not to require revenue sharing for any 1SP. If
revenue sharing isimplemented, this revenue should be dedicated to supporting the costs of
collecting the data or offsetting project costs for other ITS components and operations.
Revenue sharing is probably not feasible until advanced systems are in place and the ISP is
profitable.

- It should be noted that to date, the revenue generated from advertising or re-sdling of

services has been limited at best. With the understanding that there is till the potentia for an
“up-sdl” of sarvices, this revenue stream will likely be limited in the near term.

12



Southwest Region ATIS Marketability Study

Examples.

- Inthe ARTIMIS ATISimplementation in greater Cincinnati, the Kentucky Trangportation
Cabinet did not have in mind to receive in-kind revenue from the sale of services by the
operators of the system. Indeed, though revenue sharing was contracted from the start of the
project in 1995, to date K'Y TC has received only $33,440 in shared revenue. Much of this
revenue went directly back into the cost of moving from atemporary operations center to the
new ARTMIS center in 1998/9.

- By contragt, the SmarTraveler service in Boston was designed to have revenue sharing based
on advertisng sdes and the sde of additional services (broadcast radio, televison, text-
paging and others). From 1993 through 1999 the revenue shared (once service provision and
labor costs were netted out), was less than $100. The current version of the operating contract
for SmarTraveer isa“cos plus’ contract with no shared revenue assumed.

- Asnoted above, the market is congtantly in flux and new sources or dliances for generating
revenue are dways on the horizon.

4.3.3 What will be the Department’s role and responsibilities with data
disseminators?

The Department’ s respong bilities to data disseminators should be to support the provision of
datathat is reedily avallable, usng exiging information and surveillance infrastructure. Where
new datais requested by the data disseminators, the costs of generating this data may be shared
between the disseminator and the Department. It islikely that these requests will be limited;
however, it is recommended that the data disseminators be consulted when the department is
consdering deploying new infrastructure, asthey are very familiar with usage patterns and needs
for informetion, or “holes’ in the system.

Because of the public benefit of providing traveler information, the Department will need to

ba ance this benefit with any revenue derived from the data. It is recommended that if detaiis
provided to a disseminator who supplements this data with other sources (such as probe data)
that data should be made available to the Department in turn. Requests by a data disseminator to
indall survellance equipment in the Department’ s right-of-way will be addressed on a case-by-
case basis, but is generdly discouraged.

4.3.4 What is the impact of information sharing policies and procedures on the
Department?

A generd policy satement is needed to guide the Didtricts in the procedures and limitations for
information sharing. Under Horida s Sunshine Laws’ most data and information devel oped by
the Department is public information. However, many of the images involved in video
survelllance or data collected using probe vehicles may have privacy limitations that will need to
be explored. Additiondly, apolicy statement is needed with regard to public safety, public safety
officers and emergency respondentsin order to insure their persond safety and privacy, as well
asthat of the public.
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4.3.5 What types of data will be made available to data disseminators?

Most data and information developed by the Department is public information. However, many
of the images involved in video survelllance or data collected using probe vehicles may have
privacy limitations that will need to be explored.

4.3.6 Will advertising be allowed in conjunction with dissemination?

A policy statement is needed by the Department to define the possibilities and limitations of
advertissmentsin conjunction with data dissemination and traveler information. The
Department’ s Highway Advisory Radio (HAR) developed for the Turnpike Digtrict can bea
used as amodd for statewide application.

4.3.7 How will the traveler information be marketed?

All traveler information in Horida will be marketed under the SunGuide brand name. This brand
was developed initidly for the South Florida ATIS in conjunction with the ICS program. A

policy statement is needed as to whether co-branding of a service (to include the SunGuide name
or not) will be alowed in order to increase the potentia revenue of a service and thus any shared
revenue.

4.3.8 What quality control and performance criteria will be established for data
disseminators?

In August 2000, ITS America published “Closng the Data Gap: Guiddinesfor Qudity ATIS
Data” The guiddines were intended to define what data is needed to support ATIS services
desired by the public. Generated by the ATIS Committee of ITS America, public agencies,
information service providers and synthes zed consumer research contributed to establish these
needs as shown in Figure 2.

Four types of red-time treffic deta have been identified for quality ATIS services

Traffic Sensor Data

I ncident/Event Reports

Images

Road/Environmentd Sensor Station Data

AW P

For the traffic sensor data and incident/event reports, consensus has formed regarding the
attributes used to define the data type aswell asthe desired qudity levels. The guidelines offer a
basdine qudity level, “good,” and enhanced quality levels “better” and “best.” If adata
collection system meetsthe “good” quality leve for dl attributes, then the system is capable of
supporting the envisoned ATIS products and services. Exceeding qudity levels beyond good
improves the data available and should improve the qudity of the servicesthat can be offered in
the region.
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Figure 2
Mode for Data Attributesfrom ITS America’s ATIS Guideines

DaaClass  DdaType DaaAtinbutes

The recommended qudity levelsfor the Southwest Region are based on the good levels, or
above, adapted as appropriate from the I TS America standards as follows?*

Data Type: Traffic Sensor Data
Attributes and Quality Levels:

e eNature: [-75 — Aggregated Point Data
Principa Arterids— Aggregated Section Data

! Descri ptions of the Images and Road/Environmental Sensor Station Datain the ITS America Guidelines contain
possible attributes, but no attempt is made at present to define quality levelsfor these datatypes. Version 1.0 of the
guidelines recommend including attributes and quality levels asindustry consensus emerges. Where possible,
requirements were identified and if standards available they were used. Where not available, initial
recommendations are provided for afoundation in developing criteriafor deployment of ATIS in the Southwest
Region.
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Accuracy:

Dday:
Avalability:

Breadth of Coverage:

Depth of Coverage:

< 15% error: Confidence: Qualitative measure of suspicious data
communicated along with the data

< 5 minutes
> 95% availability

Essentid Roadways— I-75 and US 41
Desired Roadways (Other Principd Arterids)

[-75 — Between Mgor Interchanges
Principa Arterids— Between Mgor Arteriag/Limited Access
Highways

Data Type: Incident/Event Reports
Attributes and Quality Levels:

Nature:

Detal:

Timdiness;

Accuracy:
Confidence:

Breadth of Coverage:

Data Type: Images
Possible Attributes:

Breadth of Coverage:

Crashes, breakdowns, or other unplanned vehicle stoppages,
planned or emergency roadway congtruction or maintenance; and
other natural disagters.

Reason, Location, Severity, Time

< 5 minutes (for detection and verification stages),
< 10 minutes (tota)

< 15% error

Verified non-visud (the operator entering the information can not
visudly confirm).

Essentid Roadways— I-75 and US 41

Desired Roadways (Other Limited Access Highways and Principal
Arterids)

Essentid Roadways—1-75 and US 41
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- Depth of Coverage: All interchanges, mgor Sgndized intersections.

- Rexlution: To be determined, but suitable for web-based viewing. Should
evaluate statewide standards for 56 frames per second IP
addressable cameras.

- Refresh Rate: To be determined, but suitable for web-based viewing.

Data Type: Road/Environmental Sensor Station Data
Possible Attributes:

- Nature: Roadway wegther information stations focused on rainfall,
vighility and wind conditions. Able to detect vighility problems
such asfog and smoke. Able to determine when wind conditions
are unsafe > 70 mph for hurricane evacuation conditions.

- Breadth of Coverage: Along I-75, a most, every 30 miles gpart (based on Canadian
standard) and on magjor structures.

- Timdiness < 5 minutes (for detection and verification stages),
< 10 minutes (totd)

In addition to these guiddines for data gathering and throughput, there needs to be an established
level of service for each dissemination product required by FDOT (telephone, website, eic.).

Such requirements should include, but are not limited to:

- Telephone response time (number of rings before pickup)

- Teephone availability (number of calls handled before abusy signd)

- Teephone cost options (caler payslocd, caler paystall, cdler paysfee, toll-free cdl)
- Webdteresponsetime

- Website response volume (number of concurrent connections)

- Etc.
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5. BASIS FOR ESTIMATES FOR THE SOUTHWEST REGION

The FDOT’ s cost of providing ATIS servicesin the Southwest Region should be based on the
following dements and understandings.

5.1 Type of Service Required

The Department desire isto have a511 contractor plus a real-time traffic information webste to
disseminate the traveler information.

5.2 Roadway Coverage

Not al roadways in the Southwest Region will be covered at the same level dueto lack of
infrastructure. To insure a guarantied coverage of essentid roads in the Southwest Region the
following ligt is established to identify two required levels of roadway coverage: Essentid
Coverage and Desired Coverage.

Essential Coverage illustrates roadways or areas where a traveler will dways be able to retrieve
information be it incident information, or information that a particular roadway or arealis moving
as expected for that time of day.

Desred Coverage illudirates areas where a traveler would be able to retrieve information on
current conditions should there be an incident present, but where detailed information on
“normd” trave flow might not be as complete (due to alack of resourcesin the areq).

In this manner, the expectation of atraveler will be the ability to retrieve information on the most
“Iimportant” roadways or aress a dl times, and the knowledge that incidents or significant delays
in other areas will aso be included when necessary or avallable. It dso defines a base level of
sarvice for an ISP, wherein they must provide information for areas of Essentia Coverage. One
would never want auser to find no information available in one of these aress.

1. Essentid (or Guaranteed) coverage is required for the following roadways.
- 1-75 (from Alligator Alley Toll Plazato Charlotte/Sarasota County Line)
- U.S 41 (from Everglades City to Charlotte/Sarasota County Line)

2. Second Priority (Mgor Arterias)
- Remaining portion of 1-75 in Collier County
- Remaining portion of U.S. 41 in Callier County
- Maor connecting Routes between 1-75 and US 41 in Collier County
- Mgor connecting Routes between 1-75 and US 41 in Lee County
- Magor connecting Routes between 1-75 and US 41 in Charlotte County

Figure 3 identifies the location and limits of each of the essentid and desired roadway's included
in the coverage area.
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5.3 Data Collection

The Department is respongible for supplying dl available data (non exclusive). The contractor is
to supplement the data where needed. However, the ISP is responsible for providing whatever
interface is required in order to automaticaly import FDOT data into the | SPs own database.

5.4 Start of Operations

The target Sart date for ATIS services should be set to coincide with the completion of the I-75
Freeway Management System in Lee and Collier County. The system isin the planning phase
and programmed for congtruction and implementation yet. Didrict 1 is anticipating thet the
system could be built by year 2008/2009.

5.5 Florida ISP Information Summary
Potentia ISPsfor Florida ATIS programs relating to possible business modes:

- Thegenerd response from the ISPs is that the revenue sharing modd does not work, and in
some cases, |SPs have stated that they are not interested in pursuing arevenue sharing
contract modd. The belief isthat thereis vaue to the higher quality information that ATIS
services can provide. Y et those paying for the services, the advertisers who are supporting
broadcast reports and who might support an advertisng based model, are not as interested in
delivering qudity information as they are getting their advertisng messages out. Asfor
persondized services and other fee based wholesale services, the feding is that the market is
growing, especidly with the onset of in-vehicle Telemdtics, but it is not so mature asto
eliminate the need for public funding and provide it's own sef- sustaining revenue stream.

- Itisthefeding of anumber of ISPsthat FDOT should fund abasic level of service, and that
this funding would include the cost of dl data gethering and dissemination mediato the
public Thisbasic levd of service could include ateephone service (511), Website or other
base level services. [Note: No assumption is made that 511 be “free of charge,” i.e. whether
or not there isa cost beyond the cogt of aloca or tall cal.]

- A number of 1SPs extend this funding requirement to include the provison of spacein an
FDOT supported facility. The message is that the best information will come from FDOT
and sharing the FDOT space is hecessary to providing a competent level of service.
Additiondly, the cogt of a stand-aone facility will likely remove at least one or more |SPs
from the process as they have determined that setting up their own infrastructure is not
financidly viable. Other 1SPs, however, have stated that they would consider providing
services from within their own exigting infrastructure or partnering with others for the use of

their physica space.
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It isdso assumed that some level of remuneration (profit) be offered in the form of a*“cost
plus’ agreement with FDOT. However there was no mention of the term of thisleve of
contract and one could assume that a diding scale agreement could be reached based on
revenue garnered from the increased leved of information provided through FDOT resources.

The ISPs displayed adesire for a better understanding of the level of service to be provided,
and request for increases should that level of service change. To use 511 as the example; If a
service were funded to provide for up to 3000 calls per hour, and the service proved
successful to the point where additional telephone lines were required to increase the
availability to 5000 calls per hour, the ISPs interviewed believe that thisincrease in cost
would be borne by FDOT init’s desire for uninterrupted service to the public.

With regard to private revenue, the overal feding is that the cost for re-packaging of data for
private services would be borne by the |SPs. Any revenue garnered from these services might
be shared with FDOT as funding to upgrade data services, (to “better the product™). This
points out an important fact: The responses indicated that the 1SPs are willing to share

revenue based on additiona sales or profit garnered by their additiond capabilities or tiesto
the DOT information. However they are not willing to make this sharing the primary source

of revenue for offering services in the name of the DOT.

It is understood that other 1SPs would be allowed to gain access to the public sector data, and
as long as the other 1SPs are required to fund their own access, then thisis not problematic.
However, as FDOT will likely request that data privately gathered by the funded ISP be
shared back with FDOT, they will ask that this dataiis not shared back to the other ISPs.
These other 1SPs may in fact be competitorsin certain platforms of service offered to the
public.

5.6 Proposed Business Model

Based on the above information, the following business modd is recommended for the
Southwest Region:

Make public agency data available for freeto al 1SPs under license agreement from asingle
location. The eements of the license agreement include:

— Usageterms and redrictions

— Specified data (e.g., sensor data, video) to be provided

— Rolesof both parties

— Quadlity of datato be provided; Quality of servicesto be provided

— Rules associated with retention of data

—  Acknowledgements and representations

— Duration of agreement (recommend short agreementsinitialy, 1-2 years)

FDOT supports awebsite (could be part of statewide website), 511 and roadside information
(asdedired, DMS and HAR); leaves dl other servicesto others. In thisregard, FDOT must
agree to what leve it will fund operations for 511 and other services. Does this funding
include the cost of telephone lines and service, or doesit aso include the cost of operations
personnel or additiond data sources, and to what limit.
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- Franchise/contract 511 services and possibly aweb ste for the best deal (use an Invitation to
Negotiate)

- Also FDOT should note, either in the franchise agreement for 511, or as a stand-aone
agreement, that all servicesthat contain datafrom FDOT be “synchronous,” to assure a
sngle messageis being ddivered to the public. In other words, information that gppears on
the Website should be the same or highly similar to that which is provided through a 511
telephone service.

- Do not seek return revenue from information service providers in the near-term (review as
part of license agreement renewal). Perhaps use adiding scale, noting levels of increased
business due to FDOT information or “name associgtion.”

- FDOT and other agencies will continue to expand their data collection infrastructure to meet
the data needs

This proposed modd islargely based on the private competitive operations business mode
identified by ITS America However, the 511 service dement would be franchised. The reasons
for thisare:

- Only one 511 service can be operationd in any given area. The gpproach of franchisng to a
sngle sarvice operator in the Southwest Region minimizes potentia for service confuson
and leverages Sgnificant market opportunity the entire region provides.

- Given uneven data collection throughout the region, a franchise could provide supplementa
data collection necessary to operate a satisfactory phone service. This data collection could
in turn be provided to public agencies and, depending on the franchise agreement, other
service providers.

6. CONCLUSIONS AND RECOMMENDATIONS

Based on the market research conducted for the Southwest Region, the following conclusons
and recommendations are presented for the Department consideration:

- Thereisno ITS infrastructure currently in place or programmed before year 2007/2008.

- Thereisinterest from at least one ISP in the Southwest Region but this does not warrant
theissuance of ITN at thistime.

- The Department should not proceed with an ITN at thistime.

In conclusion, it is recommended that the Department does not issue an ITN in the Southwest

Region. As plans solidify for the I- 75 Freeway Management System, this recommendation
should be revisited.
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