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COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES

• Encourage alternatives to SOV commuting

• Reduce vehicle trips and miles

• Reduce traffic congestion and improve 

air quality
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INITIATIVES

• Ridesharing

• Guaranteed Ride Home

• ‘Pool Rewards

• CarpoolNow Mobile App

• Bike to Work Day

• Employer Recognition Awards



Spring Umbrella Campaign



CREATIVE STRATEGY

▪ Market Confusion (Ridesharing)

▪ No other program has the breadth and depth of benefits for free

▪ Registration gets commuters instant access to other programs 

▪ Promote Commuter Connections as a community of commuters

rideshare



RS BEHAVIOR CHANGE STRATEGIES
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SPRING RIDESHARE CREATIVE

rideshare



MEDIA SELECTION PROCESS

Review and analyze
• Marketing Communications Plan
• 3rd party media data
• Reach & frequency of target demographics 

for each

Analyze
• Cost/value proposition of 

each option

Reality check
• Does it make sense?

Negotiate
• Evaluate and negotiate best terms

rideshare



RIDESHARE FY18 MEDIA BUDGET (NET)

Radio $189,448

Podcast $40,000 

Pandora $40,001

Streaming Services $8,050

Facebook $4,000

Total Paid Media: $281,499

Campaign Live: February 20 – June 30, 2018

rideshare



SPRING RIDESHARE RADIO
Flight dates: 2/19, 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING RIDESHARE PODCASTS
Flight dates: 2/19, 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING RIDESHARE RADIO ADS

:30 English radio spots (1 Male & 1 Female)

rideshare



SPRING RIDESHARE Pandora

Flight dates: 2/19, 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING RIDESHARE STREAMING SERVICES

Flight dates: 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING RIDESHARE FB

Flight dates: 2/19, 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING WTOP DIGITAL ADS

Flight dates: 2/19, 3/5, 3/19, 4/2, 4/16, 5/21, 6/4, 6/18

rideshare



SPRING RIDESHARE VALUE AD

Added value to Promote I-66 / I-395 ‘Pool Rewards and Flextime Rewards:

• :10, :15 & :30 Reads

rideshare



Guaranteed Ride Home



CREATIVE STRATEGY

▪ A visual that is humorous / eye-catching to pull audiences in 

▪ Develop a visual representation of “getting stuck” and how 
the brand can help consumers in those situations. 

guaranteed ride home



GRH BEHAVIOR CHANGE STRATEGIES
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GRH SPRING CREATIVE

guaranteed ride home



GRH MEDIA BUDGET (NET)

Radio $166,894

Podcasts $16,000

Pandora $40,001

Streaming Services $7,875

Facebook $4,000

Transit Signs $46,560

Total Paid Media: $281,330

guaranteed ride home



GRH BALTIMORE MEDIA 
BUDGET (NET)

Radio $22,993

Facebook $2,000

Total Paid Media: $24,993

guaranteed ride home



SPRING GRH RADIO
Flight dates: 2/26, 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH BALTIMORE RADIO
Flight dates: 2/26, 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH PODCASTS
Flight dates: 2/26, 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH RADIO ADS

:30 English radio spots (1 Male & 1 Female)

guaranteed ride home



SPRING GRH Pandora

Flight dates: 2/26, 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH STREAMING SERVICES

Flight dates: 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH FB

Flight dates: 2/26, 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

guaranteed ride home



SPRING GRH COMMUTER TRAINS

Flight dates: March 1 – June 30

guaranteed ride home



SPRING GRH DONATED SPACE

Flight dates: April – June

guaranteed ride home



SPRING GRH VALUE AD

Added value to Promote I-66 / I-395 Pool Rewards and Flextime Rewards:

• :10, :15 & :30 Reads

guaranteed ride home



’Pool Rewards
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FY18 MEDIA BUDGET

’pool rewards

WTOP $11,333

WTOP.com $3,000

Every Door Direct $2,520

Pandora $12,500

Facebook $5,500

Total Paid Media $34,853

Value Add $7,000

Campaign Live: Thru Mid-March



CREATIVE CONCEPTS

’pool rewards



PANDORA

’pool rewards



SOCIAL MEDIA

’pool rewards



EVERY DOOR DIRECT MAILER

’pool rewards

Front Back



WTOP RADIO SPOTS

’pool rewards



WTOP SPONSORED ARTICLE

’pool rewards



CarpoolNow Mobile App



CARPOOLNOW BEHAVIOR CHANGE STRATEGIES 

CarpoolNow Mobile App
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CARPOOLNOW MEDIA BUDGET (NET)

Radio $85,131.75

Print $2,480.30 

Digital $54,994.00

Out of Home $7,157.50

Nov. Soft Launch-Radio $4,598.50

Total Paid Media: $154,362.05

CarpoolNow Mobile App



CARPOOLNOW LANDING PAGE

• Create dedicated Landing page for 
application carpoolnow.org

• Direct consumers to site via 
advertisements

CarpoolNow Mobile App



CARPOOLNOW RADIO
Flight dates: 12/18, 12/25, 1/1, 1/8, 1/15, 1/22, 1/29, 2/5, 2/12, 2/19, 2/26

CarpoolNow Mobile App



CARPOOLNOW PRINT

Flight dates: January Publication

CarpoolNow Mobile App



CARPOOLNOW PRINT

Flight dates: February & March Publication

CarpoolNow Mobile App



CARPOOLNOW DIGITAL

Flight dates: Flight dates: 12/18, 12/25, 1/1, 1/8, 1/15, 1/22, 1/29, 
2/5, 2/12, 2/19, 2/26

CarpoolNow Mobile App



CARPOOLNOW DIGITAL

Flight dates: January –June; 1 Post per Month 

CarpoolNow Mobile App



CARPOOLNOW OUT OF HOME

Flight dates: January - June

CarpoolNow Mobile App



Bike to Work Day



BIKE TO WORK DAY

STRATEGY

• Promote bicycling as a viable 
alternative commute mode

• Build regional participation

• Engage employers and 
organizations

BUDGET

• Media plan in development

• $60,000

bike to work day

Friday May 18, 2018



BTWD BEHAVIOR CHANGE STRATEGIES
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BIKE TO WORK DAY 2018 SPONSORS

30 Sponsors

$58,600 in cash 

$25,950 in-kind

bike to work day



BIKE TO WORK DAY POSTER

bike to work day



BIKE TO WORK DAY RACK CARD

bike to work day

Front Back



BIKE TO WORK DAY BANNER

bike to work day



BIKE TO WORK DAY T-SHIRT DESIGN

bike to work day



bike to work day

BIKE TO WORK DAY WEBSITE



Employer Recognition Award



2018 EMPLOYER RECOGNITION AWARDS

STRATEGY

Recognize employers who deliver outstanding and measurable 
commuter benefits and/or telework programs

• Newsletter
• Website
• Print ad
• Earned media
• Social media

Help winners leverage recognition
• Employer winner kit

Employer Awards Strategy

• Allow for organizations who share brand values to align with 
Commuter Connections

employer recognition awards 2018



SCHEDULE

JAN Email blast to level 3 & 4 employers in database

FEB Nomination period ends

MAR     Selection Committee meeting

APR Develop program brochure, invitations, video, and other materials

MAY Media coordination

JUN     Employer Recognition Awards ceremony: June 26th

JUN     Print Ad

2
0

1
8

Employer Recognition Awards Ceremony
The National Press Club

employer recognition awards 2018



Newsletter



OBJECTIVES & STRATEGY

• Build loyalty and brand awareness

• Report on relevant TDM news

• Promote Commuter Connections services and special events

• Print Publication and E-Newsletter reaches

o Employer Transportation Coordinators

o Committee members

o Other TDM stakeholders

o Federal ETC’s (w/insert)

additional marketing



Winter Newsletter

additional marketing



Winter e-Newsletter

additional marketing



LOOKING AHEAD

‘Pool Rewards

Spring Campaign 

CarpoolNow

Bike to Work Day Campaign 

Spring Newsletter

Employer Recognition Awards Event

Thru Mar 2018

Thru June 2018

Thru June 2018

Apr – May 2018

May 2018

June 2018



Q & A


