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This manual has been prepared by SYSTAN, Inc. for the
Federal Highway Administration to provide marketing and HOV
professionals with practical guidelines for improving the public
awareness, understanding, acceptance and use of HOV lanes.
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FOREWORD

This report has been organized in a modular format, with each
subsection preceded by a topic sentence in bold type and
illustrated with an exhibit on the facing page.

ii

This report has been organized in four major chapters.

1. Introduction

2. Planning the Campaign

3. Implementing the Campaign

4. Monitoring and Evaluating

The four chapters are further divided into Sections (designated by letters) and Subsections (designated
by numbers).  Each Subsection has been designed as a self-contained, modular element, with a single page
of text facing an exhibit illustrating the thesis of the Subsection.  The layout of each modular Subsection is
sketched in the illustration on the facing page.

For the convenience of the reader, the Chapter Number and Section and Subsection designation are
prominently displayed at the top of each page.  In addition, a topic sentence summarizing the Subsection thesis
appears in bold type at the beginning of each modular element (See exhibit).  The reader interested in a quick
overview of the report can easily skim its contents by reading these topic sentences, pausing to explore subjects
of particular interest.



EXHIBIT:TYPICAL SUBSECTION LAYOUT

FOREWORD
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