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Introduction 

Background of Freight Transportation in the United States 
Freight transportation is invaluable to businesses, consumers, and the US economy, but is not 
without costs. Of all the energy consumed in the transportation sector, moving freight accounts 
for 20 percent of all energy consumed. 

35 Billion Gallons a Year… 
Together, rail and truck transport consume over 35 billion gallons of diesel fuel per year. Translated 
into emissions, this represents over 350 million metric tons of carbon dioxide annually. 

…and Growing 
As the economy grows and technology improves, the numbers become more staggering. Just-in-
time manufacturing, faster delivery services, and increasing internet shopping have increased 
mileage—and emissions—from ground freight transportation. 

Based on current trends: 

• By 2012 ground freight transportation will consume over 45 billion gallons of diesel fuel. 

• Freight transport is expected to produce over 450 million metric tons of carbon dioxide—
a 25 percent increase over today's levels. 

Making Sense of Emissions 
While burning fuel is necessary to move goods efficiently by truck and rail, some of that fuel is 
wasted due to inefficient practices. And wasted fuel translates to wasted money as well as 
increased emissions of air pollutants, such as: 

• Carbon dioxide (CO2), the most prevalent greenhouse gas. Ground transportation contributes 
30 million metric tons of carbon dioxide. 

• Nitrogen oxides (NOx), which contribute to ozone formation, commonly known as smog. 
Domestic ground freight accounts for 50 percent of NOx emissions. 

• Particulate matter (PM) also has serious health and environmental effects. Ground freight 
transportation contributes 30 percent of all PM emissions. 

Summary of SmartWay Transport Partnership 
To address these trends, EPA developed SmartWay Transport—an innovative collaboration 
between the freight industry and government to reduce air pollution and greenhouse gas 
emissions, improve fuel efficiency and energy security, and strengthen the freight sector. 

SmartWay Transport's goals are to reduce the impact of freight transport on the environment, and 
to help our partners see the rewards to their business. Working together, we aim to reduce: 

• Fuel consumption from trucks and rail delivering freight. 

• Operating costs associated with freight delivery. 

• Emissions of CO2. 

• Emissions of NOx, PM, and air toxics. 
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Companies that participate in the SmartWay Transport Partnership save money, reduce fuel 
consumption, and are recognized for their social responsibility and environmental leadership.  

EPA projects savings of between 3.3 and 6.6 billion gallons of diesel fuel per year, representing a 
savings of as much as 150 million barrels of oil per year. This is the equivalent of taking 12 million 
cars off the road, leading our partners to save nearly $10 billion in operating costs. 

Detailed Timeline of Significant Events 
2001 • Initial discussions with stakeholders for design/development of a Ground Freight 

Transportation Initiative. 

• “Industry Options for Improving Ground Freight Fuel Efficiency”—Dec, 2001—
Report on Freight Trucking/Rail Sectors, Efficiency Strategies, and Fleet/Industry 
Characteristics. 

• Consider common voluntary program elements and freight industry trends to design 
the program. 

2002 • Industry responds to initial Report. 

• Charter Partners join. 

• Design and Development of Program including FLEET Model; Partnership 
commitments and goals; Logo development, guidance, and usage; Begin planning 
outreach and marketing. 

2003 • FLEET Model –develop as a Partner tool/resource. 

• Discussions with Charter Partners to plan program specifics and performance metrics. 

• Program Launch Planning. 

• Development of Partnership Tools and Outreach Materials – Overview, Fact Sheets, 
Strategies, etc. 

• Development of Partnership Agreements for Carriers and Shippers. 

2004 • SmartWay Program Launch with 50 partners – February 2004. 

• Public Service Campaign. Outreach and Recruiting Focus. 

• 100 SmartWay Partners by year end. 

2005 • Recruiting Focus - 300 Partners by year end. 

• New Partnership Categories created – Affiliates and Logistics. 

• Marketing and Outreach to trade and industry media. 

• Technology Verification Program; Grants to support real-world tests. 

• Innovative Financing Opportunities Sought. 

• Development of SmartWay Upgrade Kit and SmartWay Truck. 
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2006 • Partner Management Focus. 

• Approaching 500 Partners. 

• Tool Refinement, Program Expansion and Process Refinement. 

• Innovative Capitalization Efforts. 

• First Annual SmartWay Awards. 

• SmartWay Light-Duty Designation Launched. 

• SmartWay Grow and Go launched. 

2007 • Supply Chain Concepts Introduced. 

• Launched SmartWay Tractors and Trailers. 

• Launched SmartWay Certified Vehicles. 

• SmartWay Finance Center Opens. 

• Second Annual Awards Held. 

• Accelerating Partner Growth. 

2008 • Over 1,000 Partners. 

• Begin Development of Heavy-Duty Fuel Economy Test Program.  

• Supply Chain/SmartWay Transport 2.0 development begins. 

• Package Labeling Pilots Begin. 

• Consumer Awareness Marketing Begins. 

• New Web Portal. 

• US/Canada Partner Networking Forum. 

• Launch Partner Webinar Series. 
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Module I. Exploratory Stage 
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The initial idea of SmartWay started in 2001, and it officially launched in February 2004. As the 
Partnership approached 500 partners towards the end of 2006, EPA considered how to sustain the 
growth, improve the Partnership, and ensure that Partners are successfully meeting goals. 
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EPA approached ATA about jointly developing a program that would benefit both the freight 
industry and the environment 
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 Industry Partners % Industry 

# of Companies 500,000 1,228 .22% 

# of Trucks 4,200,000 600,000 7% 

Gallons Consumed 29 billion 12 billion 24% 

Miles Traveled 122 billion 51 billion 24% 
 

Have saved the freight industry over $2 billion in annual fuel and maintenance costs. 
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• Important to note that EPA does not promote any particular company or brand, nor do they promote 
one technology type over another. It’s all about flexibility, and what works for each Partner. 

• Idle reduction includes Shore power, APUs, TSE. 

• Single Wides, still controversial, there are significant pros: Weight reduction, rolling 
reduction, stability. Some SmartWay Partners have helped disseminate real-world data 
showing these benefits. 

• Driver Training includes many different things, but EPA signed an MOU with NRCan 
(discussed later) to allow SmartWay Partners to use NRCan’s driver training materials. 
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Logo Use Criteria: 

• Carriers – FLEET score of 1 or better (combination of CO2, NOx and PM fleet emissions). 

• Shippers/Logistics – Ship 50% or more of freight with Partner Carriers (calculated by metric 
that company chooses – ton-miles, annual transportation spend, # of trips). 

• Affiliates – Upon joining the Partnership. 
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This timeline includes a few key events from each year. The module-specific timelines include 
additional points for each year. 
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This timeline includes a few key events from each year. The module-specific timelines include 
additional points for each year. 
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An initial report was written about the freight industry, and included ways to improve its efficiency. 

EPA then developed the Partnership with input from industry and began to design program elements. 
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• This is a significant portion of total transportation emissions, and creates a large opportunity 
for improvement. 

• Freight trucks make up a significant portion of mobile source emissions, and the sector is 
expected to grow significantly. With fuel remaining one of the biggest operational expenses to 
most fleets, a program that reduces fuel use while reducing emissions should be embraced by 
the industry and the regulators. 

• Ground freight accounts for: 

– About 50 percent of transportation NOx.  

– About 27 percent of transportation PM. 

– About 18 percent of transportation CO2. 
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A significant portion of the energy a truck loses while in motion can be recouped with advanced 
technologies. This saves fuel and reduces emissions (a win-win for EPA and the industry).  
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I-27

Fuel Savings per truck (<3%)
Automatic Tire Inflation 0.70
Tare Weight Reduction (3000 lbs.) 0.80
Low-Friction Drive Train Lubricants 0.50
Low-Friction Engine Lubricants 1.50
Reduced Rolling Resist. (Wide based tires) 2.30

Fuel Savings per truck (3%<x<6%)
Improved Trailer Aerodynamics 1.90
Driver Training and Monitoring 1.80
Improved Tractor Aerodynamics 1.20

Fuel Savings per truck (>6%)
Speed Reduction (70 to 65 mph) 0.90
Speed Reduction (65 to 60 mph) 3.90
Idling Reduction (APU) 2.90

Total Maximum Benefit (current technologies) 18.4

2010 Emission Reduction (MMTCE*)

Opportunities to Improve Efficiency

*million metric tons of carbon equivalent

 

 

These MMTCE savings estimates consider: 

• All trucks across entire fleet. 

• All trucks are ‘perfect,’ using all technologies as a package. 

• Retrofitting existing trucks with these technologies. 
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Industry Experts were from Academic, Government and non-profit organizations: Massachusetts 
Institute of Technology, Argonne National Laboratory, Burlington Northern Santa Fe, California 
Trucking Association 

The January 2002 workshop included groups that eventually became Charter Partners: Home 
Depot, FedEx, UPS, Roadway Express 
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All voluntary partnerships fit within these design elements. This presentation will discuss how 
SmartWay was designed within these elements. 
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ENERGY STAR, the most established EPA partnership, paved the way for EPA to explore more 
voluntary efforts. ENERGY STAR has over 60% brand awareness with consumers today. 
ENERGY STAR has over 40 different product categories they label – appliances, windows, 
electronics, buildings (homes and commercial), etc. 

All of these logos are EPA voluntary programs, except:  

• VPP (Voluntary Protection Programs), which is OSHA. 

• Methane to Markets, which is an international partnership with 14 countries. EPA chairs the 
steering committee.  

Acronyms: 

CHP = Combined Heat and Power Partnership 

AgStar = Agricultural-based Partnership 

C2P2 = Coal Combustion Products Partnership 
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These are the primary staffing needs for program initiation and exploration. 
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Discussion: Examining the Exploratory Stage for Your Country  

Discussion about Potential Partners/Leaders 
1. Who are the industry leaders and nonprofit associations that can serve as leaders? 

2. What are the opportunities to leverage existing programs and initiatives? 

3. Are there groups in the financial services sector that can provide innovative financing to 
trucking companies and owner-operators? 

Discussion about Freight Industry Structure 
1. Review supplemental information on freight transport and energy use (see page I-47). 

2. How significant is trucking and other modes in freight GHG emissions in your country? What 
are the trends in freight activity, emissions, and efficiency? 

Discussion about Technology Opportunities 
1. Review supplemental information on U.S. truck and rail technologies to improve energy 

efficiency (see page I-50). 

2. Which efficiency strategies are most common in your country? Which are not?  

3. Where are the greatest opportunities to increase market penetration of existing technologies?  

4. Which emerging technologies hold the most promise? 
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Supplemental Information on Freight Energy Intensity 
 

Truck Share of Freight Energy Has Grown Steadily since 1990 

 

Source: Worldwide Trends in Energy Use and Efficiency, International Energy Agency, 2008 

 

• Between 1990 and 2005, total energy used by trucks grew 32%. 

• Rail and ship energy use remained unchanged. 

• The truck share of freight energy grew from 77% in 1990 to 82% in 2005. 
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The Energy Intensity of Each Mode Varies Greatly by Country 

 

Source: Worldwide Trends in Energy Use and Efficiency, International Energy Agency, 2008 

 

• On average, truck energy intensity (MJ / ton-km) is triple that of ships and 15 times larger than rail. 

• There is great variation across countries in the energy intensity of freight. 

• In most countries, trucks require much more energy than rail or ships. 
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The Increase in Freight Volume Varies by Country 

 

Source: Worldwide Trends in Energy Use and Efficiency, International Energy Agency, 2008 

 

• Overall, truck volume increased 3% annually while total freight volume increased 2% annually.  

• There is great variation across countries in the increase of freight volume 

• In many countries, truck volume has increased at a much faster pace than overall freight volume. 
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Supplemental Information on Truck Technologies 
to Boost Fuel Efficiency 

Reduced Aerodynamic Drag Technologies 

Because aerodynamic drag dominates energy losses 
at highway speeds, improving a truck’s aerodynamics 
offers great potential gains in fuel efficiency. 
Excessive drag usually occurs at the front of the 
tractor, in the gap between the tractor and trailer, 
under the tractor and trailer, and behind the trailer. 

 

Options to reduce aerodynamic drag include:  
• Add-on or integrated cab-roof fairings  

(standard on many trucks). 
• Cab extenders (sometime called gap seals). 
• Truck tractor side fairings. 
• Front bumper air dam. 
• Trailer side-skirts and front fairings.  

 Fuel 
Savings Current Market Penetration Maximum Potential 

Market Penetration 

Tractor aero package 3–5% 
80-90% of van trailer trucks 
50-60% of non-van trailer trucks 

100% of truck tractors 

Trailer aero package 3–5% < 5% of trailers 100% of van trailers  
(accounts for 65% of VMT) 

 

Reduced Rolling Resistance: Single-Wide Tires 

A variety of tire options can reduce rolling resistance 
and improve truck fuel economy. A single wide-base 
tire can replace dual tires on the truck’s drive and 
trailer axles. Similar efficiency gains can be achieved 
using dual tires with low rolling resistance. Fuel 
economy can be further increased using lightweight 
cast aluminum alloy wheels and aluminum axle hubs. 

 
 Fuel 

Savings Current Market Penetration Maximum Potential 
Market Penetration 

 3–5% <5% of trucks 100% of truck tractors 
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Reduced Rolling Resistance: Automatic Tire Inflation 

Underinflated tires cause higher rolling resistance and 
fuel consumption. Proper tire inflation can be 
maintained at all times using automatic tire inflation 
systems that sense pressure and supply pressurized air 
to tires on a continuous basis. In addition to fuel 
savings, maintaining proper tire pressure will decrease 
tire wear, the frequency of road emergencies, and the 
time spent on periodic tire pressure inspection.  

 Fuel 
Savings Current Market Penetration Maximum Potential 

Market Penetration 

 1–2% 5–10% of trucks 100% of truck tractors 
 

Reduced Frictional Losses: Fuel Efficiency Lubricants 

Friction losses in the drive train (transmission and 
differential) and engine can be reduced by using low 
viscosity lubricants. Most manufacturers of lubricants 
produce “fuel economy” brands that have lower 
viscosity than standard lubricants. Low viscosity 
lubricants are usually synthetics, since they are better 
able to meet volatility requirements, but some mineral 
oils can also improve fuel economy. 

 
 Fuel 

Savings Current Market Penetration Maximum Potential 
Market Penetration 

Transmission lubricants 1–2% 5–10% of trucks 100% of truck tractors 

Engine lubricants 1–2% 10% of trucks 100% of trucks 
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Idle Reduction Technologies 

 

A variety of technologies can provide truck cab 
heating, cooling and/or electrical supply as an 
alternative to engine idling.  

• Automatic engine idle systems start and stop the 
truck engine automatically to maintain a specified 
cab temperature, or to maintain minimum battery. 

• A bunk heater is a small, lightweight, diesel fuel-
fired device mounted in the cab that provides heat 
for cab comfort. 

• An auxiliary power unit (APU) is mounted 
externally on the truck cab. Electricity from the APU 
can be used to power air conditioning, heating and 
electrical accessories for the cab and sleeper. 

• Advanced Truck Stop Electrification can provide 
heating and cooling from an external source. Under 
this system, truck parking bays are installed with 
systems that provide the cab with heating, cooling 
and other amenities through an external console.  

 
 Fuel 

Savings Current Market Penetration Maximum Potential 
Market Penetration 

Bunk heater 5% 50% adoption in Europe, uptake in U.S. 100% of sleeper cab trucks 

Auxiliary power unit 8% 50,000 units sold in 2007 100% of sleeper cab trucks 

Truck stop electrification 8% 136 Stations in U.S. Over 1,600 existing stations 
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Supplemental Information on Rail Technologies 
to Boost Fuel Efficiency 

Locomotive Idle Reduction Technologies 

Like trucks, locomotive idling can be reduced using 
several technologies. EPA estimates that switch 
locomotives run at idle 60% of the time, which would 
account for over 20% of their total fuel use. 
Locomotive Auxiliary Power Units (APUs) 
automatically shut down the main locomotive engine, 
while maintaining all vital main engine systems at 
greatly reduced fuel consumption.  

 
 Fuel 

Savings Current Market Penetration Maximum Potential 
Market Penetration 

 2–13% Up to 50% of locomotive fleet, 
depending on railroad. 

100% of locomotives. 

 

Hybrid Locomotives 

Hybrid locomotives, such as the “Green Goat,” 
combine a diesel locomotive engine with a diesel-
alternator set and a bank of batteries. Switching 
locomotives are an attractive application for a hybrid 
locomotive, given that full power is only needed 
intermittently and for relatively short periods.  

A true hybrid line-haul locomotive, developed by GE 
in 2007, adds a battery pack to the basic locomotive 
and redirects dynamic braking power to the battery 
instead of resistor banks. The control system optimizes 
power management on the locomotive to minimize 
overall fuel consumption.  

 

 Fuel 
Savings Current Market Penetration Maximum Potential 

Market Penetration 

 15-50% 60 units in service (2007) 100% of yard switchers. 
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Gen-Set Locomotives 

A Gen-set locomotive is equipped with two or three 
independent diesel-alternator sets. One set is kept 
running on a rotating basis to provide basic 
locomotive functions, and the second and third sets are 
started as necessary when higher power is needed. The 
initial development was sponsored by Union Pacific in 
partnership with National Railway Equipment, with 
the first locomotive being delivered in 2005. While 
fuel efficiency gains are not quite as substantial as 
with the hybrid locomotive, Gen-sets have proved 
successful in service and about 250 had been ordered 
or delivered by early 2007, with every prospect of 
further growth. 

 

 Fuel 
Savings Current Market Penetration Maximum Potential 

Market Penetration 

 10–40% 250 units in service 100% of yard switchers. 
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Module II. Design and Development Stage 
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After the initial idea was developed, and some industry groups became interested, EPA sought a 
group of initial stakeholders, to further develop and refine the Partnership. 

Including industry in the initial planning stages enfranchised them to actively participate in the 
design process. 
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• The FLEET model is integral part of Partnership process; used to collect baseline partner data, 
annual updates and project emissions savings. 

• FLEET model was developed with Charter Partner input and peer reviewed. 

• EPA tried to balance need for detailed data collection with need for user friendly tool. 
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This is the summary page that is generated after a fleet enters the relevant information (trucks, 
current technologies, miles traveled, hours idling, etc). 

The model lists fuel consumption and emissions by pollutant (in “1. Fleet Efficiency Summary”), 
it also allows companies to figure out savings from specific technologies (“Specific Savings from 
Each SmartWay Strategy…”). 
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The Customer Relationship Management (CRM) database is essential to track recruits, partners, 
and other related groups. 

It is ESSENTIAL to have a database system to maintain a voluntary partnership like SmartWay. 
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Typical CRM screen for a Partner. Includes contact info, communication history, strategies being 
used, and performance data. Standardized format is important for queries and other data analysis. 
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• Shippers determine the percentage of freight moved with SmartWay Carriers.  

• EPA allows Shippers to choose a metric to calculate this. Common metrics are VMT, number 
of trips, total weight shipped, percent of annual transportation spend. 

• Any shipper that has over 50% of its freight shipped with Partner Carriers is eligible to use the logo. 
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EPA is re-evaluating these requirements as part of the SmartWay 2.0 and Supply Chain modeling 
development. The goal is to streamline partner process.  
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These are the primary staffing needs for program design and development. 

Technical ability to test products, write technical reports, and convey technical information 
(engineers) Technical knowledge of trucks and engines (engineers) Public speaking (outreach) 
Sales (outreach) Marketing (outreach). 
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Discussion: Examining Design and Development for Your Country 
A panel of stakeholders from other countries discusses some of the questions that should be 
considered before a SmartWay-like program is launched. 

Potential Discussion Points for Panel Members 
1. Would a program like SmartWay succeed in your country? What elements would need to be 

modified? 

2. What are some of the start-up challenges or obstacles that a program like SmartWay would 
face in your country? 

3. Is there experience with other voluntary environmental or energy efficiency programs in your 
country/region? How can that experience support a program focused on freight transport?  

4. What is the relationship between your country’s environmental agency and the freight 
industry? What barriers exist to improving this relationship, and how can they be overcome? 

5. Would the government need to play a primary role in the establishment of a program or can a 
trade group or NGO establish the program? 
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Module III. Implementation Stage 
Part 1 
 

 

 

As the Partnership grew, there became demand for new Partner categories: Affiliates and Logistics. 

As the Partnership grew to 300+ Partners, EPA began focusing on some long-term projects, the 
Upgrade Kits and SWT Truck. EPA also conducted a technology verification program to ensure 
that the technologies actually work. 
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EPA sought to launch SmartWay at high visibility event for best impact and press.  

• Executive level event in Washington DC with EPA Administrator. 

• EPA recruited new Partners, in addition to 15 Charter Partners, to join in advance of launch. 

 

 III-2 



 

 

When SmartWay was first developed, marketing was crucial because it did not yet have name 
recognition in the industry. 

EPA used a variety of strategies and tools to market SmartWay (and continues to use many of the 
strategies). 
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PSAs were developed to increase the industry and public’s awareness of SmartWay.  

• American magazines have a quota of PSA advertisements, so there is available space for these ads. 
EPA just had to develop the concept, design ads, and pitch to trade and business publications.  

• EPA received several million dollars worth of advertising, pro-bono, in a variety of leading 
business magazines. 
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Overview documents include Partnership Overview, Shipper and Carrier efficiency strategies and 
Partnership Agreements. These will be available to the audience at the meeting. 

Case Studies highlight efficiency strategies currently being used by Partners. These also provide 
publicity for the Partners undertaking the projects. These case studies provide publicity to Partners 
and help other convince other fleets to try some advanced technologies (like single-wide tires). 
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The E-Update is the official partner newsletter. It highlights emerging technologies, specific 
partner achievements, details on events and grants, highlights future developments. 
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• EPA holds press events to announce major Partnership news (big partners joining, new 
program components). A press conference was held in Arkansas when Tyson and Wal-Mart 
joined (in 2005).  

• Generally viewed as very good publicity for Partners. 

• Press events can be used as leverage to recruit partners (if you join, we’ll hold an event). This 
can also be done with affiliates (if you sign 5 partners, we’ll hold an event).  

 

 III-7  



 

 

EPA attempts to secure speaking roles or educational sessions at industry events. These speaking 
roles range from 5-10 minutes, to hour-long panels with Partner testimonials. 

The goal is to get current successful Partners in front of other companies, encouraging them to 
join. But, a quick speech can help companies understand the basic design of SmartWay. 
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• Partner-initiated marketing is important because it doesn’t require much (if any) EPA effort, 
and can be more effective and convincing than EPA marketing. 

• Partner Testimonials – Credibility of Peer Group. 

• EPA helps (and gets the ball rolling) on some of these examples, but Partners are free to 
pursue their own marketing, too. 
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Top Left: Styline – SmartWay Partner advertises the Partnership at their facilities. 

Top Right: Sharp emphasizes their no idling policy at their facilities. 

Bottom Left: Owens Corning has a Carrier Portal (for their 400+ carrier partners). They advertise 
and encourage participation in SmartWay through their portal. 

Bottom Right: Office Depot Press Release announcing its initial Partnership in SmartWay (On 
Business Wire). 
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On Left: Owens Corning published an ad in Transport Topics thanking its carriers and 
highlighting its participation in SmartWay. 

On Right: ExxonMobil published an editorial describing its commitment under SmartWay; it was 
published in The New York Times, The Washington Post, and a few other newspapers. PlowShare 
(EPA’s marketing contractor) determined that the estimated value for a ¼ page ad in the NYTimes 
OP-ED section is $50,385 (gross), circulation is: 1,124,622.  

 

 III-12 



 

 

EPA also publishes Partners in industry trade publications, to identify them among the industry 
and in the public. 

The Awards are an annual recognition event to honor the highest achievers. 
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Part 2 

 

 

As the Partnership grew, there became demand for new Partner categories: Affiliates and Logistics. 

As the Partnership grew to 300+ Partners, EPA began focusing on some long-term projects, the 
Upgrade Kits and SWT Truck. EPA also conducted a technology verification program to ensure 
that the technologies actually work. 
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Solid recruiting strategies are important; it’s important to grow the Partnership, but it is also 
important to ensure that good, active companies are joining.  

• Current relationships: charter partners, industry experts involved in the planning, companies 
participating in other programs. 

• Industry resources: Transport Topics Top 100, Most Sustainable Companies. 

• New Relationships: State and National Associations, Proactive Shippers. 

• Cold calls and direct mailings can be conducted after groups supply contact information for 
their members. Strategic relationships are necessary for direct mailings, and make cold calls 
easier. 

• Marketing events: wide range of events to lift the visibility of the Partnership. 
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Charter Partners were generally recognized as leaders in the industry, and could convince other 
companies to join. 

Industry Experts, who may have helped shape the Partnership (or quickly realize its value) can 
spread the word within their networks (George Edwards) 

Note:  
ICF manages ENERGY STAR Partners and occasionally asks them if they are also interested in a 
transportation efficiency voluntary partnership. 

ENERGY STAR or Performance Track Partners value voluntary partnerships to improve the 
environment, and see value in the publicity from EPA. Joining SmartWay is a logical step to 
improve that publicity and save more money. 
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These resources are useful to identify the companies to focus recruiting efforts on (recruit the big 
companies and let word-of-mouth trickle down the industry). But, they don’t always provide the 
contact information necessary for follow up calls. 

Note: 
(1) Every year we check the annual Transport Topics list and identify large companies that have 
not yet joined. 
(2) The next slide includes a breakdown of the largest companies in the retail and food/beverage 
industries. We used this to identify the largest companies, and set recruiting priorities 
accordingly. (Transport Topics is a key freight industry publication.) 
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National and State Trucking Associations are designed to serve their members and help them be 
better businesses. SmartWay achieves these goals, so it is in the interest of the STAs to highlight 
SmartWay. In addition, many activities to promote SmartWay won’t cost the STA any money. 

Note: 
Maryland Motor Truck Association asked SmartWay to attend its 2005 Annual Conference 
because its members kept asking about strategies to save fuel (in light of the high prices), a 
SmartWay representative discussed the various strategies that SmartWay endorses and provided 
basic information about how to join. 

EPA Regional Offices typically have better relationships with citizens are companies, and can 
easily mention SmartWay as a potential option for these leads. 

There are numerous “GreenBiz”-type groups in America, all trying to increase efficiency and 
reduce GHGs. Many large companies participate, making it a great form to discuss SmartWay. 
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This strategy entails compiling a package of information (typically a joint letter from the 
association head and Partnership program manager), and sending or emailing it to all members of 
an association. 

It is vital to have an endorsement from the membership organization and the ability to make 
follow-up calls. 

This strategy is typically only marginally successful, and takes quite a bit of effort. 

Note: 
One face-to-face meeting with a prospect that shows serious interest can be more fruitful than 
50 cold phone calls to the same prospect. Casual face to face meetings at industry shows can help 
prospects become seriously interested, and subsequent calls can formally bring them on board. 
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All marketing activities should be seen as direct or indirect recruiting opportunities. Even a press 
release, which highlights a specific Partner’s achievements, should include contact information 
for another company that wants to participate.  

Including a simple, ‘for more information about SmartWay, contact xxx at 999-9999’ on all 
materials/publications is helpful. 
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• To maximize face-to-face recruiting, only companies with serious interest should be met. 
Unless it is a large company that has significant influence in the industry. 

• Phone recruiting is useful for general inquiries and helping companies understand the basics of 
the program. If successful, propose a face to face meeting. 

• These meetings can be piggy-backed with scheduled marketing events. If you are attending and 
speaking at an industry show, it is a good idea to set up other meetings with warm leads in the area.  
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• Affiliates: national and state groups that support the goals of the Partnership (mainly state 
trucking associations and groups like ATA, NIT League). A way that these associations can 
receive more publicity for their efforts.  

Affiliates commit to some or all of the following:  

– Press and promotional events. 

– Educational workshops – learn about SmartWay and the technologies. 

– Partner Support – help Partners with FLEET, marketing, etc. 

– Recruiting – bring members and contacts on board. 

– Discounts – e.g. – cheaper conference registration fees. 

– Other – the affiliate can do and suggest more activities to spread the Partnership. 

• Logistics: Companies that provide freight services to shippers through for-hire carriers.  
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Partner Management is necessary, especially to complete the FLEET model, add a personal touch 
to the process and help Partners with queries and initiatives related to SmartWay. A Partner 
Manager can help a company navigate the Partnership and connect it with the right people to get 
its goals accomplished. 

Logo Use Criteria: 

• Carriers – FLEET score of 1 or better (combination of CO2, NOx, and PM fleet emissions). 

• Shippers/Logistics – Ship 50% or more of freight with Partner Carriers (calculated by metric 
that company chooses – ton-miles, annual transportation spend, # of trips). 

• Affiliates – Upon joining the Partnership. 

Think of Partner Management as being a personal consultant to the Partner. 
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Initial Partner Management Steps

Welcome call to new Partner
Generally explain Partnership, goals and objectives
Set deadlines 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

 

 

The official joining SmartWay is not always the same person doing the day-to-day work, so it is 
important to first explain SmartWay and make sure the company contact understands.  
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CFI case study on single wides (an EPA SmartWay staff member wrote this with CFI) on the left, 
and an Office Depot Press Release on the right. EPA/ICF helped write both of these. In fact, there 
is a template press release that Partners can use when they join. The template saves everyone 
time, and it encourages Partners to release a press release, even if they don’t have much time. 
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Initially, EPA allowed partners to join without completing the FLEET model, as long as they 
committed to finishing it soon after joining. But, this caused some partners to join, and never 
complete the required materials. EPA eventually kicked these partners out of SmartWay (after 
giving them numerous chances to submit the data), and began to require a completed FLEET 
model before a partner joined.  
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Saves the Partner Managers time by not answering the same questions numerous times. Plus, the 
Partners have a document in writing instead of just knowledge from conference calls with EPA. 
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This was created as an option for small truck fleets and owner-operators. In some cases, these 
small partners do not have sophisticated data collection tools. EPA found that some didn’t have 
access to a computer, which is needed to fill out the full FLEET model. 
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The SmartWay loan calculator is available at www.epa.gov/smartway/calculator/loancalc.htm. 
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Technology Verification is EPA’s effort to verify that some new technologies actually work. By 
publicizing the results, more companies and Partners used the new technologies. 

Grants were also released to help companies test these technologies on their own.  
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This “kit” allows one-stop shopping for fleets. Instead of picking multiple items, they can pick 
one and know that it will save them money and reduce emissions. EPA intends for the “kit” to be 
added to a new truck as simply as any other accessory. 
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• Currently, Partners can pick different technologies and bundle them in a kit. In the future, 
EPA will begin to market kits that it has already tested and believes will save fleets money and 
reduce emissions. 

• The upgrade kit is simply a way to describe the numerous technologies that a truck can be 
equipped with, and for marketing purposes.  

• The Web-based calculator allows companies to calculate savings by purchasing upgrade kits. 
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Truck Stops: Along the designated “idle-free” corridors. Encourage trucks to reduce idle and 
provide facilities to make it happen. 
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These are the primary skills and LOE necessary for implementation during the first years after 
launch. Details on recruiting are on this slide, and partner management details are on the next slide. 
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Other useful skills for effective partner management: Managing partners, customer assistance.  

Other skills for various parts of the Partnership: Entrepreneurial (outreach/marketing), Financial 
(loan and grant), Computer skills (Website creation). 
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Supplemental Information on Recruiting for Voluntary Partnerships 

Intro to Direct Marketing/Recruiting 
Direct marketing is important for new and growing voluntary partnerships. Recruiting drives program 
growth, and educates participants, stakeholders, and other interested parties about the program. 

Recruiting Strategies 
Industry Relationships and other Key Stakeholders 
• State and National Trucking and Shipping Associations 
• Charter Partners 
• Industry Leaders 
• Size, Significance, Visibility 
• Governments (especially state and local) 
• Industry Journals 
• Conference Organizers 
• Consumers 
• Shareholders. 

Conferences and Events 
• Attendance at conferences with key shippers and/or carriers. (Sponsorship at the conference 

could raise visibility.) 
• Attendance or sponsorship of a regional event. 
• Development of a new event (e.g., SmartWay Awards) all about the program. This event 

could be held at a larger event, instead of being free-standing. 

Developing New Strategic Relationships 
• Local and Regional Organizations that can influence others. 
• Networking through current partners—encouraging others to participate. 

Recruiting Calls 
• Leads met at conferences/events that SmartWay staff attend. (Warm leads) 
• Leads from industry organizations that want to publicize the partnership to their members. 

(Cold leads) 
• Companies mentioned in news articles, displaying a commitment to the environment. (Cold leads) 

Direct mailings 
• Endorsed by industry associations (mentioned above) 

Note: you should have support of a particular industry association before sending materials 
to its members. 
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Supplemental Information on Partner Management 

Introduction to Partner Management 
Partner management is one of the most important aspects of managing a successful voluntary 
partnership. The partner account manager (PAM) is the direct link from the program to the 
partner, and quality and responsive management of partners is a key to satisfying the partners and 
growing the program. 

Initial Partner Management Activities 
The following are initial activities that a PAM should undertake with each partner: 

• Quality assurance of the FLEET model. 

• Assistance with FLEET Action Plan. 

• Marketing support, especially help with a press release announcing participation. 

• Responding to other requests from partners. 
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The following table summarizes PAM activities. 

Company submits draft 
FLEET model and 

Partnership Agreement 

Company Joins 
SmartWay 

EPA sends hard copy 
Welcome Letter and 
SmartWay Certificate 

 
Partner Account Manager 

(PAM) assigned 

PAM sends electronic 
Welcome Letter 

PAM Places Introductory 
Phone Call: 

 
• Welcome Partner 
• Collect CEO contact info 
• Schedule time to discuss 

Current FLEET Model 
 

(Within 1 Week) 

Partner revises and 
resubmits Current FLEET 

model to PAM 

PAM and Partner Rep 
review draft Current FLEET 

Model 

Current FLEET Reviewed 
and Approved by PAM 

 
(Within 3 Months) 

Partner completes draft 
Action Plan and submits to 

PAM 
 

(Upon PAM approval of 
Current FLEET) 

PAM and Partner Rep 
review draft Action Plan 

Partner revises and 
resubmits Action Plan to 

PAM 

Action Plan Reviewed and 
Approved by PAM 

 
(Within 6 months) 

If Partner Qualifies for 
SmartWay Logo: 

 
• Partner completes logo 

paperwork 
• PAM submits 

paperwork to EPA 
• EPA reviews and 

approves paperwork 
• Partner receives 

SmartWay Logo 

Annual Update
(Repeated Annually for 3 

Years) 
 
• Partner submits draft 

update to PAM 
• Annual Update reviewed 

by PAM 
• Partner submits revised 

update 
• Update reviewed and 

approved by PAM 

Current FLEET, Action Plan 
and Annual Update Review 

and Approval Process: 
 
• Verify all fields are completed 
 
• Compare inputs to acceptable 

ranges 
[See FLEET Technology 
Ranges and Guidance] 

 
• Perform quality assurance 

review of model 
[See FLEET Quality 
Assurance Protocol] 

 
• Verify action plan meets 

guidelines 
[See PAM Action Plan 
Guidelines for Approval] 

 
• Internal peer review of model 

Partner completes Annual 
Updates and submits to 

PAM 

 

 III-48 



Ongoing Partner Management Activities 
The PAM’s ongoing responsibilities include: 

• Assistance with the FLEET annual updates. 

• Providing technical support, as requested by partner. 

• Providing marketing support, as requested by partner. 

• Information dissemination. 

• Responding to other requests from partners. 

The attached table displays marketing oriented activities that a Partner may choose to initiate. 

Internal Communications 
(Employees) 

Step 
Time 

External Communications 
(Customers, Shareholders, 

Citizens/Neighbors) 

Announcement of Joining SmartWay 
A notice should be sent notifying 
employees of: 
• Company becoming a Partner. 
• What is SmartWay. 
• Why company joined. 

Step One 
Upon Becoming a 

Partner 

Announcement of Joining SmartWay 
• Press Release.  
• Website Posting. 
• Submission of Corporate Profile. 

Internal Education 
• What will the company do as a 

SmartWay Partner. 
• What does it mean to me as an 

employee? 

Step Two 
Within 3 Months 

Outreach to: 
• State and National Associations. 
• Large Customers. 
• Shareholders (if applicable). 

Training 
As determined by Partner Action Plan, 
employees should be trained when 
necessary to ensure the Partner meets its 
efficiency commitments. 

Step Three 
Within 8 Months 

Media Engagement 
• Regular and ongoing communication to 

local media outlets. 
• Other standard company media outreach. 

Continued Communication and Education 
Updates on progress in newsletters and 
employee bulletins. Step Four 

Ongoing/Continuing 

Development of Marketing Materials 
• Partner Case Study. 
• Co-development of marketing and 

communication materials, 
as requested by Partner. 

• Logo usage (if applicable). 
 

 

 III-49  



 III-50 

blank page 

 

 



Module IV. Expansion of the SmartWay Concept 
 

 

 

In 2006, the first SmartWay Awards were held and new programs were launched under the 
SmartWay Brand. Partner Management was a challenged that needed to be addressed as the 
Partnership reach close to 500 partners. In addition, EPA focused on developing innovative 
financing programs to help companies purchase fuel efficiency technologies. 
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SmartWay has grown very fast and as w/ other PPPs, this growth has to be managed carefully. A 
program’s growth/success can potentially crush it if is not managed and refined.  

As with other PPPs, it is very important to shift and adjust resources while applying processes, 
guidelines, tools, etc. to help manage growth.  

Note: 
For instance, as more partners required active partner management, the program needed to rely on 
third party recruiters to take on more of the recruiting tasks rather than EPA and contractor staff. 
Further, EPA needed to link rewards to successful completion of objections/projects so only those 
partners that completed action plans/FLEET models were eligible to submit an award application. 

 

 IV-3  



 

 

 

 IV-4 



 

 

At this point, recruiting was no longer the primary focus of SmartWay. Established critical mass 
with ~500 partners.  

It is important to consider Quality vs. Quantity now that there is this critical mass. EPA wants 
active participation not just large recruiting numbers. 
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Just like the industry groups that participated in the development of SmartWay, EPA has used an 
Industry Advisory Group to obtain regular feedback and advice on Partnership progress and 
necessary changes/improvements. 

EPA facilitated monthly calls with about 10 of the most proactive and prominent Partners (also 
important to have all groups represented – shippers, carriers, affiliates, etc). This activity needs to 
happen informally and formally. 
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Because large amounts of freight travel across our northern border, and many companies in both 
counties have similar operations and interests in saving fuel, an MOU was crafted to coordinate 
and share resources and information. 

FleetSmart is Canada’s equivalent program to SmartWay, but it is focused on driver training (not 
evaluation and quantification).  

Driver training materials are available to American companies, and Canadian companies can join 
SmartWay. 
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The SmartWay Finance Center, available at www.SmartwayFinanceCenter.com, offers 
information on lending institutions that offer Cleaner Truck, Trailer, and Technology Loans. 
Companies can enter basic information on the loan they are trying to secure, such as amount of 
money and location, and the website will provide loan offerings. The site also accepts loan 
applications.  
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SmartWay staff and publicity can be lost among everything else happening at the largest of 
events. This was especially true in 2004 and 2005, before SmartWay had industry name 
recognition. When SmartWay was first launched, some of the smaller events offered the best 
opportunity to meet prospects and get them to join. 
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SmartWay is not just a green freight transportation program/symbol; 
it is a symbol of green transportation. 
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Consumers are now exposed to the idea of SmartWay (green transportation) when they are 
shopping for cars. 
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Appendix 1: Marketing Samples 

Official SmartWay Marketing Documents 
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Sample E-Update 
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Case Studies 
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Public Service Announcements 
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Recruiting Materials 
SmartWay Transport Partnership – Carrier Recruiting Call Script 

Recruiter:    Date of Call:    

Company Name:    Address:    

Contact Details:   

Name:    

Title:    

Phone No.:    

E-mail:    

Script (Intro) 

Hello my name is ______________and I’m calling from the U.S. EPA’s SmartWay Transport Partnership. 
The purpose of my call is to introduce you to the Program and to explain how the Program can help your 
company to substantially reduce your operating costs. The Program is a new voluntary partnership between 
the EPA and the freight industry, and it is designed to help freight companies save money, while also 
benefiting the environment. It was developed jointly by EPA and the American Trucking Association 
(ATA) and is supported by the ATA. Do you have a few minutes to talk now?  

If the Response is YES, then: If the Response is NO, then: 

    

Great! Today, I’d just like to give you brief 
introduction to the SmartWay Transport Partnership, 
answer any initial questions you might have, and 
arrange to send you some information about the 
program for you to review.  

I understand. Could we set up a time during the 
next week to talk further? How about 
_______________ [propose a date and time]? 

Script (Background): 

First, let me give you a little background on the Program. The SmartWay Transport Partnership is a 
voluntary program between EPA and companies that provide freight shipping services – both carriers and 
shippers. Freight carriers learn about and apply methods to reduce operating costs primarily through 
improving fuel efficiency. To assist in this, EPA provides members with assistance, starting with an 
electronic spreadsheet tool that allows members to calculate the savings they can achieve in their fleet by 
making a variety of changes. Many of these changes are simple and involve little cost, while others involve 
investment but often have attractive payback periods. In addition EPA will provide additional technical 
assistance as needed, recognition, and PR materials.  

While I’m sure that reducing operating costs would be enough of an incentive for your company to join the 
program, there is also the potential for you to obtain additional business from new clients. The SmartWay 
Transport Partnership also has participants who are shippers, including Nike, Coca-Cola, and Ikea. In 
joining the Program, these shippers have committed to ship over 50% of their goods with SmartWay 
Transport Carrier Partners. This commitment represents a tremendous business opportunity for carriers.  

After identifying and implementing changes to improve fuel efficiency, participants that meet program 
goals are able to use the SmartWay Transport Partner logo in their business materials and will receive 
public recognition for their achievements. The SmartWay Transport Partnership is very new, but already 
some of the largest names in the freight industry have joined. These include: Schneider, Roadway, Federal 
Express, and UPS. These companies have incorporated various strategies and technologies such as idling 
reduction, improved logistics management, and use of lightweight materials, to reduce fuel consumption, 
save money, and improve their overall business performance.  
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Now that I’ve explained a bit about the program, I’d like to find out if you feel that you are the appropriate 
person to speak with further about the possibility of your company becoming a Partner. Are you the 
appropriate person, or is there another individual with whom I should speak? [If someone else is 
recommended, get name, contact info., and ask to be transferred or call that person back] 

I’m sure you’re wondering by now what your company would need to do to become a Partner, so let me 
give you a bit of information about application and membership requirements. Applying is simple. You 
need only to sign a partnership agreement and provide some basic data on your fleet and its operations. 
Then, within 6 months, you are asked to set goals for your participation in the Program. 

At this point, I’d like to stop, and answer any initial questions you might have. [Take questions. If you can’t 
provide an answer, indicate that you will get back to them in the next day or two with an answer].  

I’d like to thank you very much for your time today, and I’d like to close by asking if I can send you some 
additional written material on the SmartWay Transport Partnership and its benefits. Can you please confirm 
your mailing and e-mail addresses for me? Thank you. I’ll send those materials out tomorrow, and I’d like 
to call you back in about a week to answer any additional questions you might have. I’d encourage you to 
bring in any of your colleagues who might be interested in hearing more for that call. Is there a particular 
time when you’d like me to call back? 

Thank you once again, and if you have any questions or would like any additional information before we 
speak again, please feel free to call me at ___________________ or e-mail me at 
__________________________. 

End Call / Action Steps: 

1. Confirm scheduled follow up call. 

2. Confirm email and address to send materials. 

3. Encourage contact to include others on the follow up call or offer to contact or send info to other 
interested parties directly. 

4. Provide your name and number. Thank them for their time and direct them to the web page for additional info:  

 

Other Important Information: 

1. If they request to talk to a Partner or other person involved from the trucking industry, inform them that 
we are in the process of obtaining permission from partners to provide their contact information, but for 
now they can contact Mr. Glen Kedzie at ATA at 703-838-1879 or gkedzie@trucking.org 

2. If they still insist that it be someone from a Partner, they can contact Mr. Ted Scott at Roadway Express 
at 703-838-1908. However, you should give this information out only if they insist that the contact be a 
trucking company, as we don’t want to overburden this individual. 

Notes: 

  

Sample Questions / Information Gathering [if prospect is engaged and has time]: 
General company info: size, structure, etc.? (if you don’t already have public data or want to confirm) 
[Be careful about question re: proprietary info during this introductory call (e.g. # of trucks, annual 
mileage, fuel use)]  
What types of technical programmatic assistance would interest you? 
What kind of programs or partnerships are you currently involved with? 
Based on the background I provided, which aspects of the program interest you? 
Who else in your organization would be interested in further discussing our program, saving money, and 
implementing new technologies/strategies? 

mailto:gkedzie@trucking.org
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Other Marketing Samples 
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Carrier Letter to Shippers 
[Company Letterhead] 

[Date] 

Dear Valued Customer, 

[Company Name] is pleased to announce that we are continuing our commitment to increasing 
fuel efficiency and being a friend of the environment by joining the U.S. Environmental 
Protection Agency’s (EPA) SmartWay Transport Partnership! 

The SmartWaySM Transport Partnership is a voluntary collaboration between U.S. EPA and the 
freight industry designed to increase energy efficiency while significantly reducing greenhouse 
gases and air pollution. SmartWay Transport Partners lead the way towards a cleaner, more 
efficient transportation future by adopting fuel-saving strategies that increase profits and reduce 
emissions—a "win-win" opportunity for all. 

The Partnership brings together major freight shippers, trucking companies and logistics firms to 
pursue technologies and strategies that result in emissions reductions and cost savings. Given 
today’s fluctuating diesel prices we are constantly working to minimize our fuel costs allowing us 
to pass any potential saving onto you, our valued customer, and ensure that our prices remain 
reasonable and competitive. To learn about how you too can get involved I would encourage you 
to visit the SmartWay website, http://www.epa.gov/smartway/, or call (734) 214 4767. 

Thank you again for your business and we look forward to working together to improve fuel 
efficiency and decrease emissions in the freight industry. 

Sincerely, 

 

 

[Your Name] 
[Title] 
[Company Name] 
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Shipper Letter to Carriers 

 

First name, Last name 
Street Address 
City, State, Zip  Date 

Dear First name,  

As you hopefully know by now, [Company Name] is about a great deal more than [describe 
company business]. As a responsible corporate citizen, we take our leadership role seriously. 
Briefly describe your company’s commitment to energy, safety and/or social responsibility. 

Consistent with our commitment on Energy and Social Responsibility, [Company Name] has 
joined a voluntary effort with the Environmental Protection Agency, called the SmartWay 
Transport Partnership®, to reduce greenhouse gases (GHG) associated with freight transport. 
We have committed to not only to take actions within our company, but actively encourage our 
carrier partners in the U.S and Canada to join this important initiative. As SmartWay Transport 
Partners we have committed to: 

• Measure and reduce the greenhouse emissions at our plants and distribution centers. 

• Save energy by increasing the percentage of freight moved on SmartWay Transport Carrier 
Partners to at least 50%. 

• Create action plans and track performance. 

Describe current steps your company has enacted to improve energy efficiency. Our next, 
concurrent step, concerns your company. 

The socio-economic challenges of the world, let alone the natural tragedies of Katrina and Rita, 
are powerful reminders of our reliance on energy and the fragileness of our economy. As business 
partners we cannot standby, lamenting the challenges of the day with cacophonous expressions 
like “Did you see the diesel prices today?…It’s just - out of control!” Our role is to take a 
stand….take action to improve the quality of our environment while simultaneously reducing our 
reliance on energy. Accordingly, [Company Name] needs you to join with us today to become a 
voluntary member of the SmartWay Transport Partnership. 

In order to help you become better informed about this program, I have enclosed three documents 
– the Partnership Overview, Partnership Agreement, and Carrier Strategies. After you have read 
the information, please contact [Designated SmartWay Representative] from the SmartWay® 
Transport Partnership. S/He can provide additional details, answer any questions you may 
have, and help enroll your company in the Partnership. 

Please be open to the fact that together we need to move forward now to take back some control 
over the social, environmental and economic direction of our country…The SmartWay® 
Transport Partnership Program is a great place to start.  

The [Company Name] Transportation Team  

 [Your Name] 
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Talking Points for Shippers and Carriers at Conferences  
Launched in 2004, the SmartWay Transport Partnership is completely voluntary and free 
endeavor by the freight industry and Environmental Protection Agency (EPA) to increase energy 
efficiency while significantly reducing greenhouse gases (GHG) and other air pollutants. 
SmartWay Transport Partners commit to adopt fuel-saving strategies that improve fuel efficiency 
and reduce GHG emissions – a "win-win" opportunity for everyone! 

There are four Partner categories – carriers, shippers, logistics providers and affiliates 

1. Carriers (transportation providers) – commit to use fuel-saving and emission-reducing 
technologies and strategies  

2. Shippers (producers and sellers of goods) – commit to ship more goods with SmartWay 
Partner Carriers 

3. Logistics Companies (non-asset based providers of transportation services) – commit to 
contract with more SmartWay Partner Carriers 

4. Affiliates (industry groups) – commit to increase awareness by publicizing the Partnership to 
members and other industry individuals and groups. 

As a SmartWay Partner we plan to: 

• SmartWay Goal #1 

• SmartWay Goal #2 

• SmartWay Goal #3 

Emissions reductions goals: 

• By 2012, EPA estimates that SmartWay Partners will eliminate 33 million metric tons of CO2 
emissions each year. 

• We’ve reduced our emissions by ___. (Could be actual emissions reductions or percentages). 

Fuel savings goals: 

• By 2012, EPA plans for SmartWay Partners to save between 3.3 and 6.6 gallons of diesel each year. 

• We plan to save ___ gallons of fuel in 200X. (Could instead be actual savings or MPG increases). 

 

 

 

 



Appendix 2: Excellence Awards 
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Appendix 3: SmartWay Vehicle Certification 
Tractors and Trailers 
U.S. EPA Certified SmartWay tractors and trailers are outfitted at point of sale with equipment 
that significantly reduces fuel use and emissions.  

Specifications for a US EPA Certified SmartWay tractor: 
• Model Year 2007 or later engine. 

• Integrated sleeper cab high roof fairing. 

• Tractor-mounted side fairing gap reducers. 

• Tractor fuel-tank side fairings. 

• Aerodynamic bumper and mirrors. 

• Options for reducing periods of extended engine idling (auxiliary power units, generator sets, 
direct fired heaters, battery powered HVAC system, and automatic engine start/stop system) 

• Options for low-rolling resistance tires (single wide or dual) mounted on aluminum wheels 

Specifications for a US EPA Certified SmartWay trailer: 
New long-haul van trailers can be ordered, and existing trailers can be upgraded, to qualify as a 
US EPA Certified SmartWay trailer provided that they are equipped with: 

• Side skirts. 

• Weight-saving technologies. 

• Gap reducer on the front or trailer tails (either extenders or boat tails). 

• Options for low-rolling resistance tires (single wide or dual) mounted on aluminum wheels. 

SmartWay partners that use these tractors and trailers may qualify to label the exterior of your 
tractor or trailer as a SmartWay Tractor or SmartWay Trailer—marks of cleaner, more fuel-
efficient transportation. 

US EPA SmartWay Certified Tractors can be ordered through the following manufacturers: 

• Daimler. 

• Navistar International. 

• Kenworth. 

• Mack. 

• Peterbilt. 

• Volvo. 
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US EPA Certified SmartWay Trailers can be ordered directly from the following manufacturers 
and their dealers: 

• Utility Trailer Manufacturing Company. 

• Wabash National Corporation. 

• Great Dane Trailers. 

• Trailmobile Corporation. 

• Hyundai Translead. 

Light-Duty Vehicles 
EPA's new and improved Green Vehicle Guide makes it easy to search for EPA certified 
SmartWaySM and SmartWay Elite vehicles. When researching your next vehicle purchase, use 
the Green Vehicle Guide to identify the cleanest, most fuel-efficient vehicles available. No matter 
what size car, SUV or pickup you need, you may have greener options. 

What Are SmartWay Certified Vehicles? 
Each vehicle listed in our Green Vehicle Guide receives an Air Pollution Score and a Greenhouse 
Gas Score, on a scale of 1-10. 

For the SmartWay designation, a vehicle must receive a 6 or better on both scores, and have a 
total score of at least 13. Vehicles that receive the SmartWay designation are very good 
environmental performers relative to other vehicles. 

SmartWay Elite is given to those vehicles that score 9 or better on both scores. The SmartWay 
Elite designation is given to the best environmental performers. 

How Can I Purchase a SmartWay Certified Vehicle? 
SmartWay certified vehicles are all clearly identified in EPA’s Green Vehicle Guide. Simply 
click on the SmartWay or SmartWay Elite box to view the current list of certified vehicles. 

See http://www.epa.gov/smartway/vehicles/index.htm for more information. 

 

 

 

 

http://www.epa.gov/smartway/vehicles/index.htm
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Appendix 4: Relevant Websites and Contacts 
 

• Official SmartWay Homepage: http://www.epa.gov/smartway/  

• SmartWay Transport Partnership: http://www.epa.gov/smartway/transport/index.htm  

• EPA Interactive Activity Map: http://epamap10.epa.gov/website/irim_us_map.asp  

• EPA Green Vehicle Guide: http://www.epa.gov/greenvehicle/  

• SmartWay Finance Center: http://www.smartwayfinancecenter.com/ 

• EPA Technology Package Savings Calculator: 
http://www.epa.gov/smartway/calculator/loancalc.htm  

• EPA National Clean Diesel Campaign: http://www.epa.gov/cleandiesel/index.htm 

• Greenhouse Gas Equivalencies Calculator: http://www.epa.gov/cleanenergy/energy-
resources/calculator.html 

• Department of Energy truck stop electrification (TSE) locator: 
http://www.eere.energy.gov/cleancities/idle/station_locator.html  

• Department of Energy list of available idle reduction (IR) technology: 
http://www.eere.energy.gov/cleancities/idle/models.html  

• ATA Trucks Deliver a Cleaner Tomorrow: http://www.trucksdeliver.org/ 

• Cascade Sierra Solutions: https://secure.cascadesierrasolutions.org/ 

• FleetSmart Canada: http://fleetsmart.nrcan.gc.ca/ 

 

For more information about SmartWay, please contact us at:  
Mail: 
SmartWay Transport Partnership 
2000 Traverwood 
Ann Arbor, MI 48105 

Phone: 
SmartWay Transport Partnership Call Center 
(734) 214-4767 

Email: 
smartway_transport@epa.gov 

Fax: 
(734) 214-4052 

 

 

 

http://www.epa.gov/smartway/
http://www.epa.gov/smartway/transport/index.htm
http://epamap10.epa.gov/website/irim_us_map.asp
http://www.epa.gov/greenvehicle/
http://www.smartwayfinancecenter.com/
http://www.epa.gov/smartway/calculator/loancalc.htm
http://www.epa.gov/cleandiesel/index.htm
http://www.epa.gov/cleanenergy/energy-resources/calculator.html
http://www.epa.gov/cleanenergy/energy-resources/calculator.html
http://www.eere.energy.gov/cleancities/idle/station_locator.html
http://www.eere.energy.gov/cleancities/idle/models.html
http://www.trucksdeliver.org/
https://secure.cascadesierrasolutions.org/
http://fleetsmart.nrcan.gc.ca/
mailto:smartway_transport@epa.gov
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