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OVERVIEW
This is a guidance document for developing marketing plans for historic bridges in Minnesota that have a

Federal Highway Administration (FHWA) connection (e.g. funds, interagency review) on a project where

the preferred alternative includes removal/replacement of a historic bridge.

While this document’s primary purpose is for marketing historic bridges to find an alternative owner
and/or new location and to meet federal requirements, the authors hope the guidance can be useful for
helping bridge owners’ market historic bridges not currently connected to projects with federal funding.
Please keep in mind that every project is unique and especially complex projects may need a more
involved marketing effort than is outlined here.
DEFINITION OF A HISTORIC BRIDGE, LEGAL REQUIREMENTS, AND SCOPE OF GUIDANCE
In Minnesota, there are approximately 240 historic bridges. A historic bridge is one that is eligible for, or
listed in, the National Register of Historic Places. 1 The Minnesota Department of Transportation
(MnDOT) historic bridge website provides a list of known historic bridges in the state.
As part of the National Environmental Policy Act (NEPA) and implementing regulation Section 106 of the
National Historic Preservation Act (NHPA) (36 CFR 800), MnDOT Cultural Resources Unit (CRU) will be
consulted and will determine whether a proposed project utilizing federal funds will affect any historic
bridge. As part of this process, CRU works closely with the project proponent to review proposed plans
and determine if the bridge can be rehabilitated or if it can be removed. This determination is made
through a rehabilitation analysis in cooperation between FHWA, the bridge owner, the State Historic
Preservation Office (SHPO)/Tribal Historic Preservation Office (THPO), and MnDOT CRU. 2
Federal review of historic bridges includes both the NHPA and the Section 4(f) provision of the
Department of Transportation Act of 1966. This provision prohibits the FHWA from approving their
alteration/demolition unless “there are no existing feasible and prudent alternatives” or the proposed
alteration will not impact the historical characteristics and is subject to a “De Minimis” finding. 3 Section
4(f) applies to bridges that are eligible for listing individually or as a contributing element to a historic
property in the National Register of Historic Places whether or not they are actually listed. Any bridge
exceeding 50 years age must be considered eligible unless a determination has been made that it is not
eligible. 4
Historic Bridges can be individually eligible or listed in the National Register of Historic Places or contributing to
an eligible or listed historic district.
2
For more information on this process see the MnDOT Transportation Project Development Program website at
http://www.dot.state.mn.us/project-development/subject-guidance/historic-bridges/index.html
3
Arizona DOT. Section 4(f) of the Department of Transportation Act. [Online] June 24, 2021.
https://azdot.gov/business/environmental-planning/guidance-federal-aid-projects/section-4f-and-section-6f;
Mead & Hunt and LHB corp. Management Plan for Historic Bridges in Minnesota. s.l. : Mead & Hunt, 2015
(available at http://www.dot.state.mn.us/historicbridges/bridge/misc/mgmtplan.pdf).
4
Eriksson, Merv. Identifying and Preserving Historic Bridges. s.l. : United States Department of Agriculture Forest
Service, 2000.
1
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If it is determined that there is no feasible and prudent alternative that avoids the removal/replacement
of the bridge, a marketing plan must be developed and carried out, per requirements of Section 4(f). 5
The marketing plan aims to find a new owner that will relocate and maintain the historic bridge. While
it is ideal for the new owner to preserve and maintain the bridge according to the Secretary of Interior’s
Standards for Rehabilitation, it is not required unless the owner uses federal, and in some situations,
state funds for the rehabilitation. 6 If a new owner cannot be identified through the marketing process,
the bridge can be removed by the current owner.

STEP-BY-STEP MARKETING PLAN
Any owner of a historic bridge will be tasked with developing a marketing plan for a historic bridge if no
feasible and prudent rehabilitation alternative is identified and, based on bridge type, relocation is
possible. A marketing plan is developed by the bridge’s current owner, in consultation with FHWA.
MnDOT’s CRU is available to review the marketing plan, provide technical assistance about the content
of the plan, and advise owners as needed. MnDOT State Aid or Office of Environmental Stewardship
(OES) Environmental Review Unit, depending on which group is reviewing NEPA documentation, will
review the completed marketing plan as part of the Section 4f process and NEPA environmental review
to ensure commitments in the marketing plan are documented for future stages of the project.
To develop a marketing plan follow the steps below:
1)
2)
3)
4)
5)

Determine appropriate marketing period in consultation with FHWA
Develop a marketing plan (marketing strategy, press release, and information packet)
Advertise for proposals by sending to a mailing list and distributing marketing materials
Receive proposals and convene a committee to judge proposals, if necessary; and
Maintain the project file demonstrating any necessary marketing process was executed.

1. MARKETING PERIOD
In cooperation with FHWA, the bridge owner will determine the length of the marketing period. The
appropriate amount of time to market a bridge will vary depending on profile, circumstances, and
engineering complexity. Typically, bridges are marketed for one (1) year; there may be situations where
a longer or shorter marketing period is warranted. Anything shorter than six months will be limited to
projects under the Emergency Relief (ER) Program or a non-ER program emergency event. We have

There may be scenarios where a bridge marketing plan may not be necessary. For example: The bridge materials
make it not possible to relocate or the bridge size is too large to relocate in part or as a whole. would have to be
destroyed because it’s not technically possible to relocate the structure without destroying it. These situations are
considered between the project proposer and FHWA prior to developing a marketing plan.
6
Rehabilitation and maintenance to Secretary of the Interior Standards may be required of the bridge recipient if
certain types of funding to demolish or relocate the bridge is utilized. Work with FHWA and MnDOT Environmental
Review staff to understand requirements.
5
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found that too short a marketing period can result in insufficient notice to prospective recipients, while
too long a marketing period can lead to disinterest in the bridge.
A timeline of project development and delivery, including when marketing should occur, is included in
Appendix D.
2. DEVELOP MARKETING PLAN

The Marketing Plan is made up of three parts: a strategy, press release, and information packet. The
owner of the bridge will submit the Marketing Plan to FHWA and MnDOT CRU for review and comment.
CRU will forward the draft marketing plan to THPOs, depending on location of the bridge, for review. 7
Following review and revision, the owner will implement the plan. An example Marketing Plan can be
found in Appendix A.
The marketing plan should be developed and approved after finalizing the Section 4f evaluation and
prior to the NEPA decision document. The final marketing plan is included in the NEPA decision
document. The marketing plan advertising period starts when the press release is mailed and publicly
posted.
MARKETING STRATEGY
Within the marketing plan document include a general strategy for how the bridge will be marketed and
publicly advertised.
Advertising
The advertising section of the marketing strategy will outline those engineers, associations, groups,
newspapers, radio groups, websites, and other entities and media that will advertise the sale of the
bridge. The bridge owner should email either the press release or the Information Packet to the parties
listed below. This is not an exhaustive list; additional media outlets should be considered on a case-bycase basis.
Newspapers – Email the Press Release

 Newsrooms of newspapers located within three closest counties, including those crossing state
boundaries

 Minneapolis Star Tribune - releases@startribune.com
 St. Paul Pioneer Press - infodesk@pioneerpress.com
 Rochester Post Bulletin - news@postbulletin.com
 St. Cloud Daily Times - newsroom@stcloudtimes.com
 Duluth News Tribune - news@duluthnews.com
 Des Moines Register - mwichman@registermedia.com (for projects near Iowa border)
7

The Minnesota SHPO does not need to review draft marketing plans.
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 Fargo Forum - news@forumcomm.com (for projects near North Dakota border)

 Sioux Falls Argus Leader - https://argusleader.gannettclassifieds.com/ (for projects near the South
Dakota border)

 Eau Claire Leader Telegram - newsroom@ecpc.com (for projects near Wisconsin border)
 La Crosse Tribune - lacrossetribune.com/forms/contact/advertise/ (for projects near the Wisconsin
/ Iowa border)

Radio – Email the Press Release

 Newsrooms of radio stations located in nearest three counties, including those crossing state






boundaries
Minnesota Public Radio - newsroom@mpr.org
North Dakota Public Radio – https://news.prairiepublic.org/
South Dakota Public Radio – https://sdpb.sd.gov/radio/
Iowa Public Radio – https://www.iowapublicradio.org/contact-us
Wisconsin Public Radio - https://www.wpr.org/

City and County Engineers – Email the Information Packet

 Minnesota County Engineers Association
• Contact – Minnesota County Engineers Association

 City Engineers Association of Minnesota
• Contact Us - City Engineers Association of Minnesota (ceam.org)

 Minnesota City/County Management Association
• LMC-MCMA@ConnectedCommunity.org
Other Engineering Professionals as appropriate – Email the Information Packet

 Minnesota Structural Engineers Association
• MNSEA | Minnesota Structural Engineering Association (mn-sea.org)

 Structural Engineers Association of Wisconsin - mail@seawi.org
 Structural Engineers Association of Iowa - seaiowa@gmail.com
 Iowa County Engineers Association
• SEND US A MESSAGE (iowacountyroads.org)
Parks and Trails Groups – Email the Information Packet







Parks and Trails Council of Minnesota - info@parksandtrails.org
County or Regional Parks
MnDNR Parks and Trails Division - kent.skaar@state.mn.us
MnDNR Parks and Trails, Southern Region - scott.roemhildt@state.mn.us*
MnDNR Parks and Trails, Central Region - kelli.bruns@state.mn.us*
5
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 MnDNR Parks and Trails, Northwest Region - Gary.Hoeft@state.mn.us*
 MnDNR Parks and Trails, Northeast Region - Scott.Kelling@state.mn.us*
 Local or Regional ATV clubs
*If DNR contact information is out of date, find regional contact info at

https://www.dnr.state.mn.us/aboutdnr/regions.html

Historic Bridge Websites – Email Information Packet

 MnDOT Historic Bridges – Program Historian
• https://www.dot.state.mn.us/historicbridges/contact.html

 Bridgehunter.com Bridges Available for Reuse - webmaster@bridgehunter.com
•

https://bridgehunter.com/category/status/available-for-reuse/ 8

 Historic Bridges.org - webmaster@historicbridges.org
Other – Email the Information Packet

 MnDOT Bridge Office, State Bridge Engineer
• https://www.dot.state.mn.us/bridge/contacts.html

 MnDOT Bridge Office, State Aid Bridge Engineer
• https://www.dot.state.mn.us/stateaid/bridge/staff.html

PRESS RELEASE
The owner should also develop a press release to submit to media outlets. The press release provides
information about the historic bridge and need for relocation. It is generally good practice to include a
quote about why the bridge is important to save and/or the condition of the bridge. Content for the
press release includes:
•
•
•
•
•
•

Historic details and significance of the bridge
Structural age and condition of the bridge
Mention any federal funds, local funds, and/or technical assistance which may be available
Purchase price for the bridge and anticipated rehabilitation costs, if applicable
Timeline for bridge relocation/ownership transfer
Contact information for proposals

3. INFORMATION PACKET
The owner should also prepare an information packet that provides more detail about the bridge, its
engineering condition, and needs. The information packet includes:

8

Posting will require creation of account.
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latest Inspection Report - available from Minnesota Bridge Inventory (state.mn.us)
purpose of the document
information and maps on the bridge location (including any constraints to the bridges removal)
narrative of the current engineering condition
photographs of the bridge that show each side of the structure, substructure, and any specific
condition issues
historical significance
where to submit letters of interest/proposals
information on anticipated cost for relocation, rehabilitation, and if any federal or state
assistance is available to purchasers 9
if restrictive covenants will be placed on the structure
how proposals will be judged (for example, preference given to applications that will rehabilitate
the bridge with the most retention of historic integrity; location in a similar setting, nearby
county, location within the same historic district; continued vehicular use, etc.)

It is also recommended the following supplemental information be included in the information packet as
attachments:
•
•

Secretary of the Interior’s Standards for Rehabilitation, preference is given to applicants that will
rehabilitate the bridge
Any additional documents the MnDOT CRU, State Historic Preservation Office (SHPO), or Tribal
Historic Preservation Office (THPO) have provided regarding historical features and importance
of the bridge

SELECTION PROCESS
Proposals should be submitted directly to the bridge owner for review. To ensure proposals provide
enough information a checklist of needed documents should be included in the Marketing Plan. An
example checklist is included in Appendix C.
If the owner anticipates substantial interest in the bridge, it is recommended that they establish a
committee to develop criteria and review proposals. It is recommended that the committee meet soon
after the deadline for proposals. The committee should be made up of a variety of subject-matter
experts, including, but not limited to, engineering, history, and finance. A recommended list of
individuals to consider as part of a committee include:
•
•

Project engineer representing current owner of the bridge
Representative from the SHPO or THPO

Federal and state regulations may come into play if federal or state funds are used for removal and/or relocation.
Work with MnDOT Environmental Review or State-Aid and FHWA to determine and share requirements as needed.

9
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Representative from the MnDOT CRU
MnDOT Bridge representative
Central Office State Aid Representative (State Aid Bridge Engineer or State Aid Special Project
Development Engineer) or MnDOT District Representative

The committee and owner should develop criteria to review proposals. The criteria for scoring a
proposal can be included in the marketing plan to allow for transparency in the process, or it can be
developed after receipt of applications (in the case where more proposals were submitted than
expected). The criteria should be reviewed by FHWA, MnDOT CRU, and State Aid (if applicable). Criteria
is tailored to each individual project, but often include the following considerations:
•

•
•
•
•
•
•
•
•

Does the applicant propose to rehabilitate the bridge to meet Secretary of the Interior
Standards? (Secretary of the Interior Standards for Rehabilitation as applied to bridges are
included in Appendix B)
Is the bridge to be located near where it was historically?
Is the proposed site similar in appearance to its original location?
Does the applicant demonstrate that it can obtain sufficient technical and financial resources to
complete the job?
Is the applicant willing to accept liability concerns related to the bridge?
Will the applicant maintain the bridge?
Is there community support for relocating the bridge?
Does the applicant provide a timeline for the relocation and erection of the bridge in its new
location?
Does the applicant understand any additional review requirements that might be needed? (For
example, wetland, endangered species, or other cultural resources review. This often depends
on the type of funding used to relocate the bridge)

The committee should determine which of the criteria is most important and score proposals
accordingly. For example, more points may be awarded to projects that will result in the rehabilitation
of the bridge or to proposals that are community supported. In any case, having a transparent approach
is expected.
AFTER MARKETING AND SELECTION
Rehabilitation of the bridge in a new location is not required by MnDOT, but a prospective bridge owner
applicant committing to rehabilitation will get selection preference relative to other applicants. Moved
bridges are generally not eligible for the National Register; however, rehabilitation is always
encouraged. By preserving historic bridges, we can retain visual representation of how people once
traveled, which is valuable for both education and maintaining our state’s heritage. If a new owner is
interested in rehabilitation of the structure, MnDOT CRU and the SHPO/THPO is available to provide
best practices, technical assistance, and guidance documents.

8
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It is important to make sure project schedules contain a reasonable amount of time for any successful
applicant to mobilize and execute the relocation. The project schedule should allow enough time
between announcement of successful recipient and plan turn-in for PS&E (Plans, Specifications, and
Estimates) to reflect roles, responsibilities, and enable responsive and responsible bids by contractors.
Once a new bridge owner has been selected, the planning and coordination process to relocate the
bridge and transfer ownership can take between two months to a year.
Finally, maintain a project file that demonstrates the marketing process was executed. The file should
include any transfer agreements developed and executed as part of the relocation of the bridge. CRU
will notify SHPO/THPO of the outcome of the marketing process.

9
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APPENDIX B: SECRETARY OF THE INTERIOR’S STANDARDS FOR REHABILITATION OF
BRIDGES

Guidelines for Bridge Maintenance and Rehabilitation Based on the Secretary of the
Interior’s Standards
1. The original character-defining qualities or elements of a bridge, its site, and its environment should
be respected. The removal, concealment, or alteration of any historic material or distinctive engineering
or architectural feature should be avoided.
2. All bridges shall be recognized as products of their own time. Alterations that have no historical basis
and that seek to create a false historical appearance shall not be undertaken.
3. Most properties change over time; those changes that have acquired historic significance in their own
right shall be retained and preserved.
4. Distinctive engineering and stylistic features, finishes, and construction techniques or examples of
craftsmanship that characterize an historic property shall be preserved.
5. Deteriorated structural members and architectural features shall be retained and repaired, rather
than replaced. Where the severity of deterioration requires replacement of a distinctive element, the
new element should match the old in design, texture, and other visual qualities and where possible,
materials. Replacement of missing features shall be substantiated by documentary, physical, or pictorial
evidence.
6. Chemical and physical treatments that cause damage to historic materials shall not be used. The
surface cleaning of structures, if appropriate, shall be undertaken using the most environmentally
sensitive means possible.
7. Significant archaeological and cultural resources affected by a project shall be protected and
preserved. If such resources must be disturbed, mitigation measures shall be undertaken.
8. New additions, exterior alterations, structural reinforcements, or related new construction shall not
destroy historic materials that characterize the property. The new work shall be differentiated from the
old and shall be compatible with the massing, size, scale, and architectural features to protect the
historic integrity of the property and its environment.
9. New additions and adjacent or related new construction shall be undertaken in such a manner that if
removed in the future, the essential form and integrity of the historic property and its environment
would be unimpaired.
Source: Ann Miller, et al. A Management Plan for Historic Bridges in Virginia. Charlottesville, Va.: Virginia
Transportation Research Council, 2001.
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APPENDIX C: PROPOSAL CHECKLIST
To ensure complete proposals include this checklist in the Historic Bridge Marketing Plan. The checklist
below is an example and can be modified for the specific circumstances depending on need.
Historic Bridge Reuse Proposal Checklist for Prospective Owners
Proposals should include as much of the following information as possible:











Name and Contact information for the organization/interested prospective owner
Name and Contact Information for structural engineer and historical consultant if formally hired
The distance the bridge will be moved (if it is to be moved)
Provisions, engineering documents, and specifications for storing the bridge, if appropriate 10
Map(s) and images showing the new location of the historic bridge—the more detailed the
better.
Preliminary Estimate for the Project including removal, transportation, and any needed new
construction
Funding source(s) for the project
Plan to address lead paint or other hazardous materials—if applicable
Preliminary schedule for the project. If the project will be phased, discuss the steps in each
phase.
Statement indicating willingness to:
o Accept title to (ownership of) the bridge
o Sign maintenance and rehabilitation agreements
o Assume legal and financial responsibility for the bridge
o Hold MnDOT and FHWA harmless in any liability action

Consider reviewing Preservation Brief 31, Mothballing Historic Buildings (https://www.nps.gov/tps/how-topreserve/briefs/31-mothballing.htm) for information on how to store the bridge. Though specific to buildings,
many of the same approaches can be used. Engineering documents and storage specifications will likely be
required
10

24

APPENDIX D: HISTORIC BRIDGE MARKETING PROCESS AND PROJECT DELIVERY TIMELINE

NEPA begins

Historic Bridge
rehabilitation
analysis
(~1 year process)
•Section 4(f) process
starts
•Historic bridge cannot
remain at current
location

Historic Bridge
Marketing Plan
drafted and
finalized

Standalone
Section 4(f)
determination
issued or NEPA
decision
document issued

Historic Bridge
marketing ends
Historic Bridge
marketing starts*
(1 year process)

•Bridge recipient
chosen, transfer
agreement developed
(up to 1 year
process), and transfer
agreement finalized
•Or lack of recipient
documented

PS&E Plan turn in

Advertise project
for bids

Award contract
for construction

Physical
construction starts

*Marketing plan development and execution may begin during the analysis process if determined appropriate by MnDOT CRU, State Aid / Environmental Review, and FHWA.
A number of these tasks may overlap, and task durations can be very project dependent. Various MnDOT departments will help guide the owner through this process.
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