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F Y 2 0 1 8  M A R K E T I N G  A C T I V I T Y

Item #7



 Encourage alternatives to SOV commuting

 Reduce vehicle trips and miles

 Reduce traffic congestion and improve air 
quality

COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES



 Car Free Day

 Ridesharing

 Guaranteed Ride Home

 CarpoolNow Mobile App

 ‘Pool Rewards

 Employer Recognition Awards

 Newsletter

INITIATIVES



FALL SCHEDULE

AUG Spring FY 2018 Concept Development

SEPT Quarterly Newsletter & E-Newsletter Distributed

SEPT Car Free Day Promotion

SEPT GRH Campaigns Launch

OCT Rideshare Campaign Launch

OCT CarpoolNow Mobile App Launch

OCT ‘Pool Rewards Promotion Launch

DEC Direct Mailer



Car Free Day



 Promote alternative modes of transportation 
for both commute and lifestyle

 Encourage pledging to go car free or car-lite 
by telework, bicycling, walking, carpooling, 
vanpooling or taking transit

 Generate in-kind sponsorships

 Offer prizes and promotions as incentives

 Engage area universities

STRATEGY
car free day



PROCLAMATION
car free day

Car Free Day 2017 Proclamation 
Signing  July 19th



MARKETING EFFORTS FOR CAR FREE DAY
car free day

 Web site

 Poster

 Direct Mailer to Employers

 Social Media

 Traditional and Internet Radio

 Radio Endorsements

 Digital (all devices)

 Text Messaging

 Earned Media Placements

 Donated Transit Space

 Jurisdiction Special Events

 Key Influencer Blogs



POSTER
car free day



WEBSITE
car free day



FACEBOOK
car free day



TWITTER
car free day



Radio $28,556.15

Pandora $  8,542.50    

WTOP Digital Ads $  3,000.00  

Social Media $  3,000.00    

Key Influence Blog $  1,500.00 

Text Messaging $     400.00 

Total Paid Media: $44,998.65

Estimated Added Value: $40,080.00

car free day

CAR FREE DAY MEDIA BUDGET (NET)



PAID MEDIA: CFD RADIO
car free day

Flight dates: 9/4, 9/11, 9/18

College Focus Drop It For a Day Telework Focus



PAID MEDIA: WTOP.COM DIGITAL
car free day

Flight dates: 9/4, 9/11, 9/18



PAID MEDIA: KEY INFLUENCER BLOG
car free day

 Leveraging Key Influencers in DC 
Region to Help Promote Car Free Day. 

 1 Post targeted specifically to a very 
dedicated audience with a professional 
photoshoot of various ways to get 
around.

Post Date: Week of 9/18



SOCIAL MEDIA
car free day

Flight dates: 9/4, 9/11, 9/18



VALUE ADD
car free day

 :30 Radio Reads

 Pandora Display Ads



SPONSORSHIP RAFFLE PRIZES
car free day

 Capital Bikeshare annual memberships, courtesy godcgo

 Kindle Fire, courtesy Tri-County Council for Southern Maryland

 Virginia Railway Express round-trip passes

 KIND Healthy Snacks gift bag

 SmarTrip cards with $25 in fare, courtesy WAMATA

 Pizza Restaurant $50 gift card, courtesy Mellow Mushroom Adams Morgan

 Giant Food Stores $25 gift cards

 Sweetgreen Restaurant $25 gift card

 Men’s Wearhouse, 40% off coupons, ties & accessories

 Sunday Brunch & Bocce at Pinstripes N. Bethesda, $180 value

 One-year Gym Membership, $599.98 value, courtesy Crunch Fitness

 Swag Bag including SmartTrip card, courtesy DC Circulator



EARNED MEDIA
car free day

 Partnering with American Lung Association

 Publication and outlet calendar listings

 Press releases/media advisories

 Facebook Live poll

 Content for association solicitation and 
communications

 Radio/TV interview placements

 College Campus Challenge kits

 Implement grassroots social media 
influencers campaign



DONATED SPACE
car free day

Transit space donated by:
 Arlington Transit (ART buses)
 Metrobus
 Montgomery Co Ride On buses
 Prince George’s Co bus shelters



COLLEGE CAMPUS CHALLENGE
car free day



Ridesharing



FY18 FALL STRATEGY
riideshare

 Geographic emphasis on middle and outer ring commutes

 Continue spring FY 2017 creative

 Leverage value add to support Flex Time messaging



FALL RIDESHARE CREATIVE
rideshare



FALL RIDESHARE RADIO ADS
rideshare

 :30 English radio spots (2) 

 :30 Spanish radio spots (2)



FALL RIDESHARE VALUE ADD
rideshare

 :05 & :10 radio reads

 Banner ads

 E-newsletter promotion



Guaranteed Ride Home 



STRATEGY
guaranteed ride home

 Guaranteed Ride Home is another great benefit for people 
who use SOV alternatives

 Position GRH as a commuter’s rideshare benefit in case 
of an emergency



GRH FALL CREATIVE
guaranteed ride home



guaranteed ride home

FALL CREATIVE RADIO
GRH WASHINGTON AND BALTIMORE REGIONS

Problem Solved – Work LateProblem Solved – Emergency

Flight dates: 9/25, 10/19, 10/23, 11/6, 11/20, 12/4, & 12/18



YOUTUBE
GRH WASHINGTON AND BALTIMORE REGIONS

guaranteed ride home



GRH BANNER ADS
guaranteed ride home



guaranteed ride home

FALL GRH VALUE ADD

 :30 Flex Time Incentive bonus messages
 Banner ads 



guaranteed ride home

EARNED MEDIA

OBJECTIVES
 Increase impressions
 Build Trust

STRATEGY
 Position as key resource & Innovator
 Promote economical, environmental, and social benefits



Spring Umbrella Campaign



FY2018 CAMPAIGN DEVELOPMENT TIMELINE

 Review Research, Trends, and Prior Campaign Results July 2017 

 Draft Marketing Communications Plan July 2017 

 Reg TDM Marketing Group Feedback via SharePoint Aug 2017 

 Conceptual Approaches at Reg TDM Marketing Mtg Sep 2017 

 Feedback from Marketing Workgroup Oct 2017

 Refine, Develop and Finalize Nov 2017 

 Media Selection Dec 2017 

 Production and Distribution to Media Jan 2018

 New FY18 Creative Campaign Goes Live Feb 2018



FY2018 SPRING RIDESHARING CONCEPT

Strategy: 

 Focus on benefits that reduce stress and promote a better quality of life 

 Key differentiator will continue to be the program’s FREE service



Concept: Work. Life. Balance.

This concept uses emotional appeal to remind the audience that they have a choice-
to-rideshare-and improve the quality of life they have by reducing the stress they 
experience when commuting.

FY2018 SPRING RIDESHARING CONCEPT



Concept: Belonging Has Its Benefits

This concept informs commuters that once they register with Commuter Connections 
for free, they gain access to ridematch options AND a host of commuting benefits and 
programs. Positions the program as a full set of options and benefits, all within reach 
once registered.

FY2018 SPRING RIDESHARING CONCEPT



Concept: $22 a Day.

This concept takes a different twist on commuter savings, by showing the actual base 
dollar amount possible when someone shares a ride. By giving specifics, the 
audience can imagine that $22 adding up in their wallet each day!

FY2018 SPRING RIDESHARING CONCEPT



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Strategy: 

 Encourage registering and re-registering for GRH

 Guaranteed Ride Home is another great benefit for people who 
rideshare

 Position GRH as a commuter’s rideshare benefit in case of 
an emergency



Objectives:

 Branding: raise awareness

 Attraction: increase registrations

 Retention: increase renewals

FY2018 SPRING GUARANTEED RIDE HOME CONCEPT



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Audience:

 30% Heard ads & were influenced to register

 Brand Equity
o 94% Who used service were satisfied



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Did Not Re-register:

 43% forgot or didn’t know they had to re-register
 19% didn’t use the service or were dissatisfied 



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Benefits:

 Up to 4 free rides home per year

 Support for rideshare
 Peace of mind
 Seamless experience through Commuter Connections
 Secure & trusted provider
 Part of full benefits program



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Strategies:

 Increase impressions/frequency

 Clearly define benefit
 Evolve/strengthen brand



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Strategies:

 Review renewal process

 Consider additional reminders
 Include renewal messaging in ads



FY2018 SPRING GUARANTEED RIDE HOME CONCEPT

Strategies:

 Use tracking codes to optimize for highest conversion tactics

 Consider urgency in messaging
 Consider concept of membership



Concept: Zip Home.

With a fun, graphic approach that lends itself to animation for social, this 
concept plays on zipping home in an emergency, and creates a visual play to 
show GRH as a critical connector between work and home.

FY2018 SPRING GUARANTEED RIDE HOME CONCEPT



Concept: Commute With Confidence.

This concept relates GRH to other premium benefits, like those used for 
travel. Frequent fliers are equipped with the best plans, points, and 
programs…and for commuters, GRH is like a platinum memership!

FY2018 SPRING GUARANTEED RIDE HOME CONCEPT



Concept: Don’t Get Stuck.

This concept offers a humorous scenario, where we can all imagine the idea 
of being stuck – without a way to get home. By creating a fun mock 
situation, we remind commuters that GRH can solve the “get stuck” feeling 
with a free ride home.

FY2018 SPRING GUARANTEED RIDE HOME CONCEPT



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

Purchase media

Run campaign

Evaluate results

MEDIA SELECTION PROCESS



’Pool Rewards



Promote benefits & encourage registration

Use new & traditional media

STRATEGY
’pool rewards

Creative and Media in development

Campaign Live Start: Late Oct / Early Nov



CarpoolNow mobile app



carpoolnow mobile app

STRATEGY

 Encourage download and usage of the new CarpoolNow mobile app

 Create 1-page website page to explain the benefits 

 Market to commuters in Howard County, MD



newsletter



additional marketing

OBJECTIVES

 Build loyalty and brand awareness

 Report on relevant TDM news

 Promote Commuter Connections services and special events



additional marketing

STRATEGY

 Published quarterly and reaches

 Employer Transportation Coordinators

 Committee members

 Other TDM stakeholders

 Federal ETC’s (w/insert)

 e-Newsletter delivered quarterly 



newsletter

PRINT

Summer 2017 Newsletter and Federal ETC Insert



Spring Campaign Ideation July 2017

Car Free Day Campaign September 2017 

Fall Campaign Live Sept - Dec 2017 

CarpoolNow Mobile App Oct – Dec 2017

‘Pool Rewards Oct 2017- Mar 2018 

Spring FY17 Campaign Live Feb - June 2018 

Bike to Work Day Campaign Live Apr - May 2018 

Employer Recognition Awards June 2018

FY18 LOOKING AHEAD



THANK YOU


