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OLI: Who We Are

Operation Lifesaver, Inc. (OLI) is a national nonprofit rail safety education organization, 
with the mission to prevent collisions, injuries and fatalities on and around railroad 
tracks and grade crossings, including rail transit.
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The Need for Safety Education
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Alarming statistics
from Federal Railroad 
Administration data



The “See Tracks? Think Train!” Campaign
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Materials available at 
http://www.seetracksthinktrain.org/



Rail Safety Week – September 23-29, 2018
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#RailSafetyWeek

#STOPTrackTragedies



Rail Safety Week
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Videos and digital ads available at 
https://oli.org/about-us/news/event-materials 



Presentations by Authorized Volunteers

In 2016, Operation Lifesaver reached 1.6 million people directly via 
19,552 safety presentations, 324 training sessions and 1,386 special 
events conducted by state programs nationwide.



Rail Transit Safety Education Grants
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• Grants funded by FTA
• Competitively awarded to transit agencies for rail safety campaigns
• Materials approved by and co-branded with Operation Lifesaver



Rail Transit Safety Education Grants
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See all grant-funded materials at: 
https://oli.org/rail-safety/transit-
materials



2018 Rail Transit Safety Education Grants
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New Best Practices Guide
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• OLI surveyed 3 years of past grantees

o 25 agencies

o 60% response

o Small and large

o All rail modes



Grants Support Long-Lasting Campaigns
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Has your agency used the materials funded by the OLI grant 
since you submitted your final grant report? 



Pros and Cons of Campaign Activities
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What Did We Learn?
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1. Match the approach to the target audience

• Small systems in large regions found regionwide media, 
such as radio, was not sufficiently targeted

• New rail lines can use basic safety messaging, while legacy
systems should explore more creative approaches

Hampton Roads Transit



What Did We Learn?
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2. Balance goals with resources

• In general, the more location-based the campaign, the more 
expensive it is

o Going to schools or events can be highly effective but is 
resource-intensive

o Social media is relatively low-cost, but hard to target to a
particular location

New Jersey Transit

• There is no one-size-fits-all approach

• Each agency must assess its own needs



What Did We Learn?
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3.  Make it engaging

• With so much stimuli in today’s world, safety messages need
to stand out

Atlanta Streetcar



What Did We Learn?
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4.  Work with partners to expand your reach

• Schools, businesses, places of worship, and other transit
providers can help get the word out

District Department of Transportation



What Did We Learn?
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5.  Don’t put all your eggs in one basket

• Having some flexibility allows you to respond to unexpected
situations or emerging trends

GCRTA/Ohio Operation Lifesaver



Stay tuned!
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Best practices report
available online 
in October

Next round of Rail 
Transit Safety Education
Grants opens this fall

Don’t forget Transit Safety
Thursday this week!



Questions?

facebook.com/operation.lifesaver

twitter.com/olinational

pinterest.com/olinational

instagram.com/operation_lifesaver_inc

Contact Operation Lifesaver, Inc.

Email: transit@oli.org

Web: www.oli.org


