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F Y 2 0 1 7  M A R K E T I N G  A C T I V I T Y

Item #5



 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

 ‘Pool Rewards

 Bike to Work Day

 Employer Recognition Awards

INITIATIVES



Spring Umbrella Campaign



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



MEDIA CONSUMPTION
rideshare

Source: Ipsos In-Car Audio Study



Radio $228,863 

Podcast $  12,000 

Google $    3,600

Online/Mobile in-app $  62,500

Social Media $    5,000

Out Of Home $  22,400

Total Paid Media: $334,363

Added Value: $  48,060

rideshare

SPRING FY17 MEDIA BUDGET (NET)

Campaign Live: February 20 – June 30, 2017



rideshare

SPRING RIDESHARE RADIO & PODCASTS
Flight dates: 2/20, 3/6, 3/20, 4/3, 4/17, 5/22, 6/5, 6/26
Podcast Dates: 3/6, 3/20, 4/3, 4/17, 5/22, 6/5 

<- PODCASTS ->






SPRING RIDESHARE SOCIAL & DIGITAL
rideshare

Flight dates: 2/20, 3/6, 3/20, 4/3, 4/17, 5/22, 6/5, 6/26
WTOP: 2/20 – 6/30 (every other week)

Facebook Google Text Ads                                             

Web/Mobile/Tablet, Newsletters & Mobile in-app



rideshareSPRING PAID MEDIA

Out of Home (OOH)



CREATIVE INSPIRATIONS

 Primary motivator is saving money

 System improvements make it easier to register

 Sharing economy (AirBNB, FB, Twitter, YouTube)

rideshare



SPRING RIDESHARE CREATIVE
rideshare



SPRING RIDESHARE RADIO ADS
rideshare

 :30 English radio spots (2) 

 :30 Spanish radio spots (2)

A Couple Clicks to Share A Couple Clicks to Save

A Couple Clicks to Share A Couple Clicks to Save


Blues

44.251114




Blues

32.65334




2017

Blues

31.869648




2017

Blues

33.567585





SPRING RIDESHARE 
OUT OF HOME ADVERTISING

rideshare

Flight dates: February 1st – June 30th

Fashion Centre at 
Pentagon City

Table Tents

Ad Panels



SPRING RIDESHARE VALUE AD
rideshare

 :30 Radio reads 
 Banner ads 

Added value to Promote SafeTrack and CarpoolNow App :



Guaranteed Ride Home 20th Anniversary



GUARANTEED RIDE HOME MEDIA
guaranteed ride home

Washington Region: February 27 – June 25, 2017

 Radio (anchor)
 YouTube
 Online/Digital
 Mobile in-app
 Social Media

Baltimore Region: February 27 – June 25, 2017

 Radio
 YouTube 
 Social Media



SPRING MEDIA BUDGET (NET)
guaranteed ride home

Radio $  188,406

Online/Digital $    23,600

YouTube $      4,000

Mobile in-app $      3,000

Social Media $      4,000

Total Paid Media: $ 223,006

Added Value: $    24,420

Radio – GRH Baltimore $    29,495

Digital – GRH Baltimore $      4,000

Social Media – GRH Balt $      4,000

Total Paid Media: $    37,495

Added Value: $      5,120



GUARANTEED RIDE HOME RESEARCH

 6 in 10 GRH registrants say this is the most important Commuter 
Connections service.

 23% don’t know they have to re-register 

Source: Commuter Connections 2016 GRH Washington DC Metropolitan Region Guaranteed 
Ride Home (GRH) Program 2016 GRH Applicant Survey Report

guaranteed ride home



SPRING GUARANTEED RIDE HOME 

Creative Strategy
 Focus on registration and re-registration
 Problem. Solved. This concept shows how quick and easily GRH can 

support your choice to Rideshare. By first showing the problem, then 
showing how simple it is to solve it, GRH registration is positioned as an 
easy step that will pay off when the audience finds themselves confronted 
with late nights, illness or unexpected emergencies. Reminder to register 
or renew is included in the messaging.

GRH 20th Anniversary Strategy
 Recognize milestone through earned and social media

guaranteed ride home



GRH SPRING CREATIVE
guaranteed ride home



guaranteed ride home

SPRING CREATIVE RADIO
Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/29, 6/12, 6/19

Problem Solved - Emergency

Problem Solved – Work Late

Baltimore Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/8, 6/12, 6/19








Blues

36.83272




Blues

32.470478





GRH YOUTUBE
guaranteed ride home- DC and Baltimore



GRH BANNER ADS



guaranteed ride home

GRH SPRING SOCIAL & DIGITAL
Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/29, 6/12, 6/19

Facebook

Google Text Ads

YouTube

Mobile In-app

Web/Mobile/Tablet

Facebook Boosted Post



GRH BALTIMORE SPRING SOCIAL & DIGITAL
guaranteed ride home- baltimore

Flight dates: 2/27, 3/6, 3/20, 4/3, 4/17, 5/1, 5/22, 6/5

Facebook YouTube



guaranteed ride home

FALL GRH VALUE ADD

 :30 SafeTrack/CarpoolNow
App bonus messages

 Banner ads 



Spring ’Pool Rewards



Maximize impressions
Engage audience

STRATEGY
’pool rewards



SPRING  FY17 MEDIA BUDGET
’pool rewards

Print $    7,800

Digital $    10,800

LinkedIn $    3,288

Facebook $    3,300

Total Paid Media $  25,188

Campaign Live: 
February 20 – April 1, 2017



’pool rewards

CREATIVE

The Washington Post - print ads

Realtor.com – banner ads



’pool rewards

Facebook ads

SOCIAL MEDIA

LinkedIn ads



bike to work day



bike to work day

BIKE TO WORK DAY Friday May 19, 2017

STRATEGY

Promote bicycling as a viable 
alternative commute mode

Build regional participation

Engage employers and 
organizations



bike to work day

BIKE TO WORK DAY 2017 SPONSORS

30 sponsors

$54,550 in cash 

$8,495 in-kind



bike to work day

BIKE TO WORK DAY CREATIVE



bike to work day

BIKE TO WORK DAY CREATIVE

Front Back



bike to work day

BIKE TO WORK DAY CREATIVE



bike to work day

BIKE TO WORK DAY CREATIVE



bike to work day

BIKE TO WORK DAY WEBSITE



bike to work day

BIKE TO WORK DAY FACEBOOK



bike to work day

BIKE TO WORK DAY TWITTER



20th employer recognition awards



2017 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 20th Anniversary Strategy
 Recognize milestone through ceremony, and paid, earned, 

and social media

employer recognition awards 2017



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 22nd

JUN Print Ad

20
17

employer recognition awards 2017

Employer Recognition Awards Ceremony
The National Press Club



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)



newsletter

PRINT



newsletter

E-NEWSLETTER



Spring Campaign 

‘Pool Rewards

Bike to Work Day Campaign 

Spring Newsletter

Employer Recognition Awards Event

LOOKING AHEAD

Feb – June 2017

Feb – Mar 2017

Apr – May 2017

May 2017

June 2017



PERCENTAGE OF WEEKLY TRIPS BY MODE
(INCLUDING TELEWORK AND COMPRESSED SCHEDULES)

ALTERNATIVE MODE 
COMMUTERS

Source: Commuter Connections State of the Commute Survey Reports 2001 -2016 



Q&A
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