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Background

 Volpe established in 1970

 Part of U.S. Department of 
Transportation (DOT) Office of 
Research and Technology

Volpe supports US DOT goals

 Safety

 State of good repair

 Economic competitiveness 

 Livable communities

 Environmental sustainability

About Volpe
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Methods for Facilitating Awareness & Use

 Needs Assessment

 Testimonial Interviews

 Stakeholder Review Panel

 Website Analytics

 Digital Communications/Subscriptions Platform

 Presentations & promotional booth at Union Regional Meetings

 User Testing

 Case Examples

o Screening at union meetings, then formal OSA diagnosis and CPAP 
treatment

o Training modules with major carrier, ~35K employees “touched”
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Website Target Audience

 Primary: T&E crews 

 Those with unpredictable work schedules, on all 
classes of freight and passenger service on U.S. 
railroads

 Secondary: Other active railroaders; those 
who interact with, and have influence on, 
these railroaders
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Needs Assessment Results

Sample = 1,010
 Data collected by labor unions

 98% male

 59% ≥ 45 years of age 

 53% conductors; 39% locomotive engineers

 82% work schedules that “mostly change” week to week

 36% high school/GED or voc/trade school; 38% some college

 57% spend <10 hours per week online

 36% had not used web to find medical information in last 6 mo.
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Website Technology Features

 Research-based information conveyed using various 
formats including:
 Articles
 Illustrations 
 Interactive activities
 Testimonials
 Videos with doctors, railroaders and families

 KEY feature – self-assessment: 
Anonymous Sleep Disorders Screening Tool
 Determine individual risk for common sleep disorders
 Print screening results to share with physician
 Find local sleep specialists using postal zip code
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Anonymous Sleep Disorders Screening Tool

 Developed by Division of Sleep Medicine, 
Harvard Medical School/Brigham and Women’s 
Hospital
 Scales validated for sleep disorder risk assessment in other, 

similar demographic/shiftworker samples of police and 
firefighters.

 Short, self-assessment
 OSA, Insomnia, RLS, Shift Work Sleep Disorder, Narcolepsy

 Notification explaining sleep disorder risk based on responses

 Link to zip-code lookup feature allows user to locate qualified 
sleep specialist in their area
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Zip Code Entry to Locate Sleep Specialist 
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Promote Site & Grow User Base
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Implementation & Promotion

 Go-live: June 2012; “Refresh”: February 2016

 Media outreach via

 Facebook and Twitter posts

 Official PR piece: DOT “News Digest”

 Press from outside organizations coinciding with June go-live

 Meetings/conventions
 Demo booths

 In-person feedback

 Presentations

 Promotional print and news media
 Flyers, brochures, promotional items

 News stories
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Flyer
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One 

Pager
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Analytics & Digital Communications

 Google Analytics
 RGHS Sessions (visitors) since 2012 launch ~210,000

o Screening Tool ~8,200

 Gov Delivery/Granicus
 Total number of subscribers ~14,200

o Sign ups at labor meetings, through website, 
subscribers through network

 Targeted Communications x 3

o Introductory/Welcome bulletin

o “Tell us your story” requesting use cases
– Follow up reminder
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Website Analytics

What Do They Tell Us?

 Who visits your website?
 Demographic data (e.g., location)

 How they got there? 
 What did they search to get 

there?

 What they did once they 
landed there?
 What pages did they view?

 Where they went afterward?
 What links did they follow?

What Don’t They Tell Us?

 Everything else about the 
people who visit the website.
 Target audience?  Secondary 

audience?

 What drove them to the 
website?
 Need?  Curiosity?

 How did they use the 
information?
 Did they modify routines?

 Pass on the website info to others?
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Website Analytics:  Visitors by Month
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Website Impact:  Visitors by Month

0

1000

2000

3000

4000

5000

6000

7000

8000

9000

10000

 Visitors



23

Screening Tool: Visitors By Month
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Inextricably Linked

Production

Impact Transfer
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Ongoing Independent External Evaluation

 Need

 Context is complex, at times contentious. Building site might 
not mean “they will come” or they will use.

 Integrate evaluation into project phases to ensure attention 
to multiple perspectives are reflected.

 Goals

 Understand website use and utility.

 Inform stakeholders about merit and worth of project based 
on systematic assessment.

 Use

 Inform project decision-making, improve design, plan 
implementation strategy, accountability.
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Program Planning Cycle Utilizing Evaluation

Plan
Expand

Create
Develop

Test
Pilot

Refine
Improve

Launch
Implement
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User Testing

Think-Aloud Interviews

 Too text heavy
 Long scrolling pages

 Very dark color pallet

 Confusing to navigate 
 Especially to find solutions to the challenges of the 

lifestyle of a railroader with an unpredictable schedule 
and its effects on families

 Interested in more caffeine information

 Reaction-time game
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Evaluate Efficacy & Use

 Stakeholder Review Panel
 Strategic Framework 

 Vet content

 Opinion leaders & Change Agents

 Case Examples
 Screening at union meetings, then formal OSA diagnosis and CPAP 

treatment

 Class I RRs:

o Training modules, ~35K employees “touched” at major carrier

o Training: occupational health nurses

o Employee-led safety training
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Lessons Learned: Pathways to Success

 Stakeholder involvement is key
 Vertical-integration strategy has fostered “buy-in” across 

stakeholders

 Anonymous web metrics do not tell the entire story
 Evaluation study and other systematic feedback 

mechanisms are crucial to tell the story, and define and 
illustrate success

 Begin communications & outreach planning early
 A collaborative network has emerged through this project, 

and is contributing to knowledge-transfer penetration 
across the railroad industry
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Thank you!


