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LONG ISLAND TO LIMERICK, NUCLEAR FUEL TRANSFER

Bill Jones
PECO Energy Company

The issue: How to move 33 shipments of radioactive nuclear fuel--200 tons of
enriched uranium pellets--on rail cars through the heart of Philadelphia, without upsetting
politicians, the media and anti-nuclear activists, after a similar plan to move the fuel
through New York City had been rejected in a political disaster.

The answer: Strategic Communications Planning.

The setting: Philadelphia Electric Company (now PECO Energy) was to be paid
$50 million (US) by the Long Island Power Authority (LIPA) to take nuclear fuel rods from
Long Island's Shoreham nuclear station, which was being shut down. The financial
bottom line was 120 million, because besides the $50 million payment to PECO for
taking the fuel away, the Company's ratepayers would benefit from receiving 70 million
worth of free nuclear fuel.

That was the good news. The bad news was how to transport the fuel from Long
Island to PECO Energy's Limerick nuclear plant, 35 miles northwest of Philadelphia.
When the deal was announced in February, 1993, LIPA's intent was to transport the fuel
on freight cars through New York City, across a portion of New York State, then down
through northern Pennsylvania to Limerick.

At PECO Energy's department of Corporate and Public Affairs, we instinctively
knew that plan was in serious trouble from the beginning. New York City has had a long
history of aggressive opposition to such shipments, and Mayor Dinkins and the entire City
Council were up for reelection. To us, it was clear: the fuel eventually would have to
come right through Philadelphia. It was also clear that to manage a potentially explosive
issue like this we had to get well out in front of the information curve, or get run over by
our own nuclear train.

Research is quite clear that in risk management situations like this, the side that
gets out front with the most credible information inevitably wins. That is exactly what we
set out to do.

The first and most important information we had to convey to our publics was the
indestructibility of the 70-ton shipping container. What better way than by putting together
a video showing dramatic crash tests of similar containers being run into the side of a
mountain at 80 mph on a jet-assisted flatbed tractor trailer, and being broadsided by a
diesel locomotive also traveling at 80 mph?

58



In making the video, in-house, we took advantage of research showing that in risk
and csis management communications, female spokespersons are considerably more
credible than males. Both our technical and community relations spokespersons were
women.

As turned out, our supporters and ctics agreed, this video--and the more than
300 copies we distributed--was instrumental in helping us achieve our objective. "The
Video," as it became known, became the centerpiece of a packet containing industry
brochures, flyers, QA pieces, and scientific information all relating to the country's safe
record of transporting used nuclear fuel over the past 25 years.

Then we targeted our audiences: state environmental, radiation protection,
emergency management, law enforcement and transportation off icials in New York, New
Jersey, Delaware and Pennsylvania; the U.S. Coast Guard; the Mayor, City Council and
police, fire and emergency management personnel in Philadelphia; Pennsylvania state
legislators in our service territory; elected and appointed officials from every municipality
along the potential 35-mile train route from Philadelphia to Limerick, and editorial boards
of all newspapers covering the region.

As we were quietly targeting the Philadelphia region, the anti-nuclear forces were
preparing for battle 90 miles away in New York City. On April 22, 1993, LIPA, which did
not have a strategic communications plan, was scheduled to present its transportation
plan, in public session, to the New York City Council. That morning the New York Times
broke the story, complete with a map of the fuel's route through the city. A firestorm of
political and anti-nuclear opposition erupted in the media. One headline proclaimed
community fear of "The Ltle Engine That Glowed." The LIPA plan was already doomed.

During the summer, while LIPA was still exploring alternate routes through New
York a specially trained PECO information team spread out to bef our targeted
audience throughout the Philadelphia region. We were convinced that the fuel would
have to be barged from New York to Philadelphia through the Atlantic Ocean and up the
Delaware River, then transported by train through the cy and its suburbs to Limerick.

We quietly befed more than 200 key elected and appointed off icials and
newspaper editorial boards on the shipments' possible route through Philadelphia. With
each visit we left an information packet and the video. To maintain media credibility, in
late August and Early September we revisited the media, telling them there was a
growing probability the fuel would be coming through Philadelphia.

When the media ted to find shock and opposition from politicians and municipal,
county and state officials, there was virtually none. We had been there first. Almost to a
person, officials' reaction was calm, rational and objective. The resultant positive media
coverage, and editorial endorsement from several newspapers, was instrumental in
muting constituent concern and, thus, political opposition.
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Yet, one small group of Philadelphiam City Council members threatened to hold
public hearings and to block the shipment. Again by plan, we preempted Council's
proposed hearings by holding our own public information sessions at a local hotel. Again
following risk management research, there was no podium, no microphones. No forum
for political posturing or for hysterics by the anti-nuclear activists. Just a series of
information and display booths around the room at which we calmly answered questions,
gave out literature, and, of, course, showed "The Video" on a continuous loop.

Again, media coverage was balanced and objective, and, as we had planned, the
TV news couldn't resist showing the video crash scenes over and over again.

On September, 14, 1993, we made it official: the fuel would be coming through
Philadelphia by the end of the month. To the media, it was a non-event. They had been
reporting the probability for weeks. On September 15, activists on Council made one last
ditch effort to hold public hearings and delay the shipments. The motion was defeated.

It was time for the last part of our plan. Rather than try to keep the initial fuel train
fide through the city a secret to minimize possible disruptions, we made it a one-time
media event. And a media event it was. Three reporters rode on the midnight train with
PECO Energy's chairman and CEO, Joseph F. Paquette, Jr. TV followed and filmed the
three-hour journey. Area radio stations and the Associated Press were kept updated by
periodic cellular phone reports from PECO Energy media reps aboard the train.

The Philadelphia Daily News headline, over a dateline, Aboard The Nuclear Fuel
Train, and a first-person account from the reporter who rode the train, said it all: "CITY
SLEEPS, NUKE CAR ROLLS." In fact, there wasn't a single protester along the route.

After that first shipment, the fuel train, as we had planned, became a non event.
The final 32 shipments progressed without a single line of type in a newspaper or a word
of mention on radio or TV. The project was concluded without incident on Sunday, June
5, 1994, at 430 a.m. as the last shipment made its way through the security gates at
Limerick. We put out a short news release, which was dutifully reported, generally
somewhere deep in the paper.

A 120 million corporate transaction had been completed, successfully, by a major
US utility, thanks, to a considerable degree, to strategic communications planning and
execution. There had been no increase in staff or budget, and minimal expenditures for
travel and information packet and video tape production and duplication.

One final, significant measure of our success was formal and genuine recognition
and thanks by the Company's Nuclear Generation Group, for our instrumental role in
getting the fuel through. We were pleased with the recognition, obviously. But it was
simply strategic communications planning that carded the day. And that is our job.
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