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PROGRAM OBJECTIVES

• Convert single occupant vehicle 
(SOV) commuters to alternate 
modes of transportation

• Encourage continued use of 
alternate modes of transportation

• Reduce vehicle trips and miles 
of travel

• Reduce vehicle emissions /     
traffic congestion
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FIRST HALF FY2014 
MARKETING PROGRAM

• C A R  F R E E  D A Y S  R E S U L T S

• N E W S L E T T E R S

• F A L L  R E G I O N A L  U M B R E L L A  
C A M P A I G N

• S P R I N G  M A R K E T I N G  C A M P A I G N  
D E V E L O P M E N T

• ‘ P O O L  R E W A R D S  D E V E L O P M E N T

• B I K E  T O  W O R K  D A Y  S P O N S O R S H I P

• 2 0 1 4  E M P L O Y E R  R E C O G N I T I O N  
A W A R D S  C A L L  F O R  N O M I N A T I O N S

• D I R E C T  M A I L
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CAR FREE DAYS 2013

Mode # Pledges % Pledges

Rail* 2,459 24%

Walk 2,431 23%

Bus* 2,232 21%

Bicycle 1,907 18%

Carpool/Vanpool 771 7%

Telework 425 4%

Other 202 2%

* Includes Metro 100%
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CAR FREE DAYS 2013

State # Pledges % Pledges

District of Columbia 1,243 30%

Maryland 1,312 32%

Virginia 1,492 36%

Other 66 2%

4,113 100%



This image cannot currently be displayed.

CAR FREE DAYS 2013

Jurisdiction Name # Pledges % Pledges
District of Columbia 1258 31%
Montgomery 835 20%
Fairfax County 426 10%
Arlington 342 8%
Other 284 7%
Loudoun 226 5%
Prince George's 201 5%

Prince William 200 5%
City of Alexandria 192 5%
Frederick 86 2%
City of Falls Church 34 1%
Calvert & Charles 29 1%

4,113 
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CAR FREE DAYS 2013

Normaly Car Free?
Miles Saved or 

Reduced 
Number of 

Pledges
Percentage of 

Pledges

Yes 64,439 2,051 50%

No 64,488 1,501 36%

No Response Given - 561 14%

128,928 4,113 100%
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CAR FREE DAYS 2013

• Approximately 10,600 unique visitors came to the Car 
Free Days web site.   

• Total page views were 32,692 

• Average number of pages per visit was 2.63

• Average duration of time spent was nearly 3 minutes  

• The top three referral web sites were COG, WASH-FM, 
and WMATA. 
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FALL RIDESHARE CAMPAIGN

S T R AT E GY

 Differentiate Commuter Connections

 Commuter Connections is the trusted, regional 
provider of ridematching services for 40 years
 Over 30,000 commuters in database
 Focus on long-term matches

 Seek more audience engagement

 Commuter Connections offers real people who want to share 
rides a way to save real money
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FALL RIDESHARE CAMPAIGN

Continue Spring FY2013 Creative

GEOGRAPHIC EMPHASIS ON MIDDLE AND OUTER RING 
COMMUTES

• Longer commutes, distance, and time
• Fewer public transit options
• Campaign Live:Oct.7-Dec. 30, 2013

MEDIA
• Radio (anchor)
• TV
• Pandora - Web/Mobile
• YuMe - Online banner ads
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TV SPOTS

Campaign dates: 10/7-12/22 alternating weeks



This image cannot currently be displayed.

FALL RIDESHARE PLACEMENTS

NBC4 Traffic tags 
Display & audio snippet 
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ONLINE BANNER ADS
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FALL RIDESHARE CAMPAIGN CREATIVE
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FALL RIDESHARE RADIO  
11 radio stations promoted ridesharing: 10/7–11/3, 11/11-

11/17, 12/2-12/8, and 12/16-12/22

WFRE                              WFMD WAFY                                WWEG

WTOP WPGC WLZL WFLS

ESPN WBIG WWDC



Pandora

• Web & Mobile

• Audio & Display Ads

• Oct 7- Nov 7, 2013 

YuMe

• Multi-screen Digital Video & Display Ads

• Interactive Pre-Roll and Companion Banners

• Oct -Dec 31, 2013

DIGITAL ADS
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DIGITAL ADS

Pandora – Audio Web Pandora – Mobile Banner
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DIGITAL ADS

YuMe – Online Pre-Roll
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FY2014 FALL CAMPAIGN 
ADDED VALUE 

Continued support of the ‘Pool 
Rewards program with added 
value from the media outlets
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ADDED VALUE

‘Pool Rewards:
 5 :05 live reads per week WLZL and WPGC
 20 :05 live reads per week, WFMD and WFRE
 5 :10 live reads per week ESPN
 12 :10 live reads per week WAFY and WWEG

Rideshare:
 Bonus spots on WFMD, WFRE, WFLS and WTOP
 :10 traffic sponsorships on NBC4.com

Added Value: $57,733; additional 16.64%
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EARNED MEDIA

MEDIA PLACEMENTS:

 Sep Terrible Traffic Tuesday Strikes Again September 3

Road Congestion Will Increase with Returning Travelers, Start of 
School Year

• Sep TPB Weekly Report – “State of the Commute” Survey: Mode 
Choice Depends Largely on Where You Live

• Sep Debates over Transportation Projects Reflect Diversity of D.C. 
Region’s Commuters
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S T R AT E GY

• Lead with ridesharing. For those who rideshare, GRH is a safety net.

• Quick and frequent reads by radio personalities during drive time radio 
for highest effectiveness.

• By signing up for the Guaranteed Ride Home program, you will be 
safely delivered home from work, in the event you were left stranded.

FALL GUARANTEED RIDE HOME CAMPAIGN
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FALL GUARANTEED RIDE HOME CAMPAIGN

C O N T I N U E  S P R I N G  F Y 1 3  
C R E AT I V E

GEOGRAPHIC EMPHASIS ON 
INNER CORE COMMUTES

C A M P A I G N  L I V E :
O c t o b e r  7 - D e c e m b e r  1 5 ,  
2 0 1 3

M E D I A :  
• R a d i o  ( A n c h o r )
• Y U M E
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FALL GRH CAMPAIGN RADIO & DIGITAL
9 radio stations running creative October 7- December 15, 2013
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RADIO – ENGLISH AND SPANISH :30 GRH ADS

English 

Spanish
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BANNER ADS
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FALL GRH CAMPAIGN CREATIVE
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FY2014 FALL GRH MEDIA CAMPAIGN
VALUE ADD
Oct 14- Nov 3, Nov 11-17, Nov 25-Dec 1, Dec 9-15

 :10 GRH and MegaProjects live reads aired on 
ESPN, WAFY and WWEG

 No charge spots aired on WFMD, WFRE, WFLS, 
WTOP, ESPN, WBIG, DC101

 ROS Banner Impressions: 300x250 and 728x90 
on WBIG and DC101

 10/14 - 11/3 – GRH messages only.  The 
remaining flights rotated between MegaProjects
and GRH.

 Inclusion of Virginia DOT MegaProjects messages 
with co-branding,  added value from the media 
outlets and construction project updates in the 
quarterly newsletters.
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FALL MEGAPROJECTS VALUE ADD

Radio Live Reads & Banner Ads: Nov 11 - Dec 15

Total Value Add $24,015

3 Week Total 4 Week Total (includes week 
of 10/28)

9x  :10 WAFY/WWEG 50x :15 WBIG

15x :05 WFMD/WFRE 50x :15 WWDC

3x :05 WPGC

3x :15 WTOP

11x :05 ESPN

Station Ad server impressions Ad server clicks

WBIG 36,192 24

WWDC 112,430 46
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FALL MEGAPROJECTS VALUE ADD
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FALL MEGAPROJECTS VALUE ADD
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‘POOL REWARDS CAMPAIGN

Promoted during Fall Campaign using value add media

:05 and :10 promotional spots on WAFY/WWEG, WFMD/WFRE, 
WLZL, WPGC , WTOP and ESPN
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SPRING RIDESHARE AND GRH SCHEDULE

2013

Aug Feedback on Plan from Regional TDM Marketing Group (Extranet)

Sep Present conceptual approaches to Regional TDM Marketing Group

Oct Refine and develop approach based on Workgroup feedback

Nov Finalize creative

Dec Produce creative

2014

Jan Distribute creative to media vendors

Feb Spring Umbrella Campaign launch

Mar Rideshare campaign launch

Apr ‘Pool Rewards Street Team events

May Bike to Work Day - May 16 
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FY2014 SPRING RIDESHARE CONCEPT

Creative Strategy

• Focus on the benefits: save money, time and reduce stress

• Keep creative light and fun

• Consider data and interesting facts
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2014 SPRING RIDESHARE CREATIVE
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2014 SPRING RIDESHARE CREATIVE
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DIRECT MAIL – SPRING 2014 RIDESHARE
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FY2014 SPRING GRH CONCEPT

Creative Strategy

• Guaranteed Ride Home is a safety net

• Signing-up supports your ability to rideshare

• Provides peace of mind
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DIRECT MAIL - SPRING 2014 GRH 
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EARNED MEDIA STRATEGY

Objective:  Add value to marketing initiatives, increasing saturation of messaging 
through media coverage, and affirming Commuter Connections as the region’s 
resource for information and services that reduce traffic congestion and 
emissions caused by single occupant  vehicles.

Goals

Promote MWCOG/TPB’s efforts through the Commuter Connections program to 
educate commuters, employers, and the public about the economic, 
environmental, and social benefits of using alternative forms of transportation;

Affirm Commuter Connections as an innovator in transportation alternatives in the 
region; and

Advance Commuter Connections’ leadership as a regional resource for information 
on transportation related issues.
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MEDIA SELECTION PROCESS

Review and analyze
 Marketing Communications Plan
 Previous campaign results
 3rd party media data from Strata, Scarborough, Arbitron

Calculate
 Reach & frequency of target demographics for each media 

option

Analyze
 Cost/value proposition of each media option

Reality check
 Does it make sense?

Negotiate
 Evaluate best negotiated options

Media purchase

Run campaign

Evaluate results
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BIKE TO WORK DAY
FRIDAY MAY 16, 2014

Promote Bike to Work Day as an opportunity to 
consider bicycling as a viable alternate commute 
mode

Continue to build regional participation

Encourage active engagement, participation, 
sponsorship by area employers and organizations
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BIKE TO WORK DAY
FRIDAY MAY 16, 2014

Sponsorship drive started in October

Sponsors secured to date:
 Gold: Marriott
 Silver: Bike Arlington
 Bronze: Bike and Roll 
 Bronze: AAA Mid-Atlantic

Sponsorship drive continues through January
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FY2014 17TH ANNUAL EMPLOYER 
RECOGNITION AWARDS

Engage with regional employers who deliver 
measurable commuter benefits

Increase recognition level of award and event

• Commuter Connections newsletter coverage

• Email  Blast  to Employer Database

• Media Outreach - Print, Radio, Regional & 
Trade publications

• Social Media – Online and Blogger news, 
Facebook
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EMPLOYER RECOGNITION AWARDS 
2014 NOMINATION BROCHURE
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FY2014 SUMMER AND FALL NEWSLETTERS
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LOOKING AHEAD FY2014

 Winter newsletter

February 2014

 Launch Spring campaign

Feb - Mar 2014

 Launch ‘Pool Rewards

Feb – Mar 2014

 Bike to Work Day 

May 2014

 Employer Recognition Awards

June 2014 
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Q&A


