
Conferences and Events
 Shipper and Carrier Conferences

Industry trade shows provide good early opportunity to exhibit 
the program and build visibility



 

Look for top transport industry, logistics, or shipper environmental 
events 



 

Be sure to understand audience and attendees


 

Have good basic program overview materials and display to distinguish 
the program



 

Good opportunities to network with other attendees and exhibitors

Moderately Successful (hinges on getting appropriate venues, some 
can be unproductive, requires staff travel and expenditures)
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Developing New Relationships

 National and State Trucking Associations
 Federal Agency Regional Offices
 Environmentally oriented Associations

Very Successful (These groups are among the most influential in the 
industry)



Cold Calls and Direct Mail Campaigns

 Secure contact information from industry associations, send 
a standard package of information to all members

 Direct mail campaigns are much more successful when:


 

Endorsed by a Membership Organization (signed letter)


 

Follow-up phone calls are made to members (sustain contact)

Marginally Successful (requires a high level of effort)



Marketing Activities

 Speaking Opportunities
 Articles and Press Releases 
 Case Studies and other official Program publications
 All marketing material should provide audience with an 

easy way to request more information about the program 

Successful (as more companies learn of SmartWay, more want to join)



Face-to-Face vs. Phone Recruiting

 Face-to-Face is more successful, but is more costly


 

Travel to site, lodging, meals


 

Face-to-face meetings can be grouped with a trip to an industry 
conference



 

Numerous phone discussions should be conducted before 
scheduling a meeting





 

A specific coordinator was 
assigned to each EPA region 
to coordinate all SmartWay 
activities between EPA 
regional offices, State 
associations, current 
Partners and other 
stakeholders.

Regional Coordination Plan



New Partnership Categories



 

Partner Affiliates –

 

state and national associations


 

Logistics Providers –

 

ship customers’

 

freight through carriers



Partner Management

 Importance of Partner Management
 Initial Partner Management Steps
 Adding Value to your Partners
Managing Partnership Growth
 Tool Development
 The SmartWay Transport Partnership Brand



The Importance of Partner Management

 General assistance with paperwork and reporting


 

FLEET Model


 

Authorization to use logo

 Develop relationships
Marketing assistance 



 

Press Release


 

Case Study


 

Logo Use 


 

Authoring articles or internal memos

Make the Partnership more valuable


 

Using Partner feedback to improve the process for them (and 
other Partners)



Initial Partner Management Steps

Welcome call to new Partner


 

Generally explain Partnership, goals and objectives


 

Set deadline for data submissions


 

Offer marketing materials for Partner to publicize its participation


 

Ask what else the Partner expects out of the Partnership, discuss 
ways to achieve these goals



Adding Value to Partners



Adding Value to Partners

 As the Partnership grows, resources to support growth 
were focused on tools rather than staff support

 Prioritizing Partners


 

Size of company


 

Influence on other Partners


 

Prominence in market/industry

With a rapidly expanding program, EPA was forced to 
innovate to deal with the growth



Partnership Growth



 

Growth -

 

Partner Management


 

Initially Partner Account Manager (PAM) handled 50 partners


 

As Partners submit FLEET (baseline/action plans), PAMs can 
handle more accounts



 

Partner Attrition is a part of all voluntary programs –

 

also enables 
PAMs to handle more accounts



 

Tools can be developed to alleviate this resource crunch 


 

Automate activities or tasks


 

Develop guidance documents


 

Train and enable affiliates/regional offices to support Partners



Partnership Tools



 

FLEET Model User’s 
Guide


 

Many Partners have 
similar questions 
about the FLEET



 

The User’s Guide 
answers these basic 
questions, reducing 
EPA staff burden



Short Version FLEET Model 
(option for Owner Operators)



Partnership Tools

Web-based savings calculator


 

Easier to use than the FLEET model


 

Fewer data inputs that FLEET


 

Allows companies to instantly calculate money saved by using 
strategies/technologies



 

Includes financing calculations, if user plans to purchase equipment 
with a loan



www.epa.gov/smartway/calculator/loancalc.htm

More Tools and Resources:
 SmartWay Loan Calculator

http://www.epa.gov/smartway/calculator/loancalc.htm
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