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CONSUMPTION TRENDS

• CONVERSION FROM DESKTOP TO MOBILE (35%D/65%M)

• 81% USE AD BLOCKING SOFTWARE

• VIDEO VIEWERSHIP RISING

• MULTI-SCREEN VIEWING
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TV vs Digital* Ad spending Share, 2011 - 2020

TV Digital

Note: based on net media owner revenues; excludes political and Olympic ad spending; 

*includes desktop and mobile advertising; Source: Magna Global, July 14, 2016
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TOP VISITED WEBSITES (US POPULATION)

1.  GOOGLE

2.  FACEBOOK

3.  YOUTUBE

4.  AMAZON

5.  YAHOO
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DIGITAL HABITS (US POP)

• 20% OF TOTAL TIME ONLINE IN SOCIAL MEDIA

• FACEBOOK ALONE MAKES UP 14% OF TIME ONLINE





500-600 CHANGES PER YEAR

PENGUIN 4.0 - SEPTEMBER 23, 2016

REAL-TIME & MORE GRANULAR

ABOVE THE FOLD, KEYWORD STUFFING, LINKS

IMAGE/UNIVERSAL DROP – SEPTEMBER 13, 2016

POSSUM – SEPTEMBER 1, 2016

NEW FILTER FOR LOCAL RESULTS

MOBILE-FRIENDLY 2 – MAY 12, 2016
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NEWS FEED TO PREDICT & HIGHLIGHT INFORMATIVE 

POSTS – AUGUST 2016

NEWS FEED TO SHOW FEWER CLICKBAIT HEADLINES –

AUGUST 2016

ALGORITHM PRIORITIZES, FRIENDS, FAMILY, AND       

OTHER CORE VALUES – JUNE 2016

NEWS FEED TO HIGHLIGHT CLICKS YOU’RE ACTUALLY 

INTERESTED IN – APRIL 2016



Y
O

U
T
U

B
E



Y
O

U
T
U

B
E



IN
S

TA
G

R
A

M



IN
S

TA
G

R
A

M



L
IN

K
E

D
IN



L
IN

K
E

D
IN



T
W

IT
T
E

R



T
W

IT
T
E

R



 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



FALL 2016 TIMELINE

SEP Car Free Day Promotion 

SEP GRH Campaign Launches

OCT Rideshare & GRH Baltimore Campaigns Launch

OCT ‘Pool Rewards Promotion

NOV Bike to Work Day Sponsor Drive

NOV Employer Recognition Awards Nomination Application

DEC Direct Mail

DEC Quarterly Newsletter & E-Newsletter Distributed



Car Free Day



STRATEGY

car free day

 Promote alternative modes of transportation for leisure 

commuting 

 Encourage pledging to go car free or car-lite

 Generate in-kind sponsorships

 Offer prizes and promotions as incentives

 Engage area universities



MEDIA STRATEGY

car free day

 Digital and social media campaign

 Radio personalities promote through their social networks

 Pokémon Go promotion



MEDIA BUDGET (NET)

car free day

Radio $  31,709

TV $    5,000

Paid Social Media $    4,500

Online $    3,000

Text Messaging $       400

Total Paid Media: $  44,609

Added Value: $ 25,945



MARKETING EFFORTS FOR CAR FREE DAY

car free day

 Web site

 Posters

 Direct mail

 Paid social media

 Radio 

 Radio Promotion

 Value add online banners, radio reads, and endorsements

 Text Messaging

 Earned media placements

 Donated transit space

 Jurisdiction special events



CREATIVE APPROACH

car free day

Poster

Website



FACEBOOK

car free day



TWITTER

car free day



RADIO

car free day

30 – second radio spot airing August 29 – September 21 on:

:30 A New Tune



WTOP.COM DIGITAL MEDIA

car free day



NBC 4 SOCIAL MEDIA MOBILE TAKEOVER

car free day

Video pre-roll



SOCIAL MEDIA

car free day

Facebook, Twitter, and Instagram sponsored ad image

89 Likes & 

34 shares!!

28 Likes & 

22 shares!!



POKÉMON GO EVENT

car free day

 Pokémon Go: an on foot, extremely popular free 

GPS-based reality game played on a phone.

 Game lures can be dropped to entice people to 

come to specific locations to catch virtual 

Pokémon. 

 For Car Free Day, lures were dropped near 

 Capital Bikeshare locations in DC, 

Alexandria, Arlington, and Montgomery.

 Mellow Mushroom in Adams Morgan.

 Promoted through social media and website.



POKEMON GO EVENT

car free day

24 Likes & 

5 shares

Facebook ad

Twitter ad



VALUE ADD

car free day

WIHT-FM PromoWWDC-FM Promo

Hot 99.5 and DC101 

Station personality tweets 

promoting Car Free Day



VALUE ADD

car free day

 334 bonus :30 spots

 10,802,894 bonus spot 

impressions

 208 promo mentions in 

the WMZQ Fall Fest 

concert ticket giveaway

WMZQ Fall Fest Promo

WMZQFest Thomas Rhett Interview – viewed live on station website



TEXT MESSAGES

car free day

Text #1, Sept 1: Mother Earth says thanks for taking 

the Car Free Day pledge. She needs more to do the 

same. Please ask your co-workers, family, & friends 

www.carfreemetrodc.org

Text #2, Sept 8: Thx for taking the Car Free Day 

pledge; you’re in the running for these prizes

www.carfreemetrodc.org/prizes-promotions, tell your 

co-workers, family, & friends

Text #3, Sept 19: Tell us how you’re getting around on 

Car Free Day, Sept 22 

www.facebook.com/carfreemetrodc www.twitter.com

/CarFreeMetroDC bike, transit, carpool, walk, etc. 

http://www.carfreemetrodc.org/
http://www.carfreemetrodc.org/prizes-promotions
http://www.facebook.com/carfreemetrodc
http://www.twitter.com/CarFreeMetroDC


SPONSORS

car free day

goDCgo Newsletter



INSTAGRAM PAID CAMPAIGN

car free day

 FAIRLY NEW ADVERTISING VENUE

 BUDGET: $1,350

 IMPRESSIONS: 113,440 ($11.90/1,000)

 CLICKS: 252 ($5.34 PER CLICK)



FACEBOOK PAID CAMPAIGN

car free day

 TOTAL BUDGET: $1,290

 IMPRESSIONS: 88,912 ($14.50/1,000)

 CLICKS: 7,676 ($0.17/CLICK, AVG. $0.30)



TWITTER ORGANIC IMPRESSIONS

car free day

 13,900 ACTIVE IMPRESSIONS

 1390% INCREASE DURING CAMPAIGN



TWITTER ORGANIC IMPRESSIONS



FACEBOOK ORGANIC IMPRESSIONS



RESULTS

car free day

WTOP.com

 361,541 total impressions

 312 clicks

 0.08% CTR

College Campus Challenge

 1st Place:  Georgetown University with 837 out of the 952 total College Campus pledges

Car Free Day Website

 Higher level of single day web traffic on September 21st– 3,068 2016 vs. 2,431 2015

Pledges

 Digital strategy reversed the negative trend by 30% over last year



EARNED MEDIA

car free day

 Publication and outlet calendar listings

 Press releases/media advisories

 Social media content

 Content for association solicitation and communications

 Radio/TV interview placements

 Partner and sponsor kits

 College Campus Challenge kits



DONATED SPACE

car free day

 Arlington Interior Bus Card

 Montgomery County Ride On Exteriors

 Fairfax Connector Bus Tail

 MetroBus Interior Bus Card

 Prince George’s County Bus Shelter

Free transit ads donated by:



CLEAN AIR PARTNERS

https://vimeo.com/prr/review/181971650/57258c6b6d


CLEAN AIR PARTNERS



RECOMMENDATIONS FOR 2017

 Re-evaluate mode focus, participants found it confusing  and more interested 

in just being on the “car free” team than a mode team.



Fall Umbrella: Rideshare



FY17 FALL STRATEGY

rideshare

 Continue spring FY 2016 creative 

 Geographic emphasis on middle and outer ring commutes

 Leverage value add to support SafeTrack messaging

 Engage and connect with the audience through social media



CREATIVE

rideshare



FALL RIDESHARE MEDIA

rideshare

 Radio 

 TV 

 Digital 

 Social media

 Direct mail

Campaign Live: October 3, 2016 – December 31, 2016



Radio $186,027

Network TV $  89,930 

NBC 4 Digital/Social $  24,926

Social Media $    9,870

SafeTrack Digital $  25,000

Total Paid Media: $335,753

Added Value: $108,755

Direct Mail: $  43,495

rideshare

FALL FY17 MEDIA BUDGET (NET)



FALL RIDESHARE RADIO ADS

rideshare

 :30 English radio spots (2) 

 :30 Spanish radio spots (2)

Kids Stock Market Kids Stressed Out

Kids Stock Market Kids Stressed Out



rideshare

FALL RIDESHARE RADIO

Flight dates: October –3  December 31, 2016



FALL RIDESHARE TV AD – “SAVE YOUR SANITY”

Flight dates:  October 3 - December 31,  2016

rideshare



FALL RIDESHARE SOCIAL & DIGITAL

rideshare

Flight weeks: October 3 – December 31, 2016

Facebook                                             Twitter

Instagram                                                                          Top Performing News sites



FALL RIDESHARE SOCIAL & DIGITAL

rideshare

NBC 4 Social Media Takeover

WTOP.com SafeTrack Digital



rideshare

FALL PAID MEDIA



FALL RIDESHARE VALUE AD

rideshare

 :30 Radio reads 

 Banner ads 

Added value to Promote SafeTrack and CarpoolNow App :



Fall Umbrella: Guaranteed Ride Home



FALL STRATEGY

guaranteed ride home

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

emergency



guaranteed ride home

CREATIVE



GRH MEDIA

guaranteed ride home

Metropolitan D.C.: September 26, 2016 – December 25, 2016

 Radio 

 Digital

 Direct mail

Baltimore: October 17, 2016 – December 18, 2016 

 Radio 



FALL MEDIA BUDGET (NET)

guaranteed ride home

Radio $  202,975

Radio – GRH Baltimore $    37,497

Digital $    20,000  

Total Paid Media: $ 260,473

Added Value: $ 130,781 

Direct Mail: $   43,495



guaranteed ride home

RADIO
Flight dates: 

Baby

Working Late



guaranteed ride home

DIGITAL



guaranteed ride home

FALL GRH VALUE ADD

 :30 SafeTrack/CarpoolNow

App bonus messages

 Banner ads 



guaranteed ride home

VALUE ADD RESULTS

Week of Impressions Clicks CTR %

Oct 3 186,763 622 0.33%

Oct 10 178,591 597 0.33%

Oct 17 174,422 366 0.31%

Oct 24 171,698 247 0.14%

Oct 31 170,977 247 0.14%

Nov 7 204,232 270 0.13%

Total 1,086,683 2,349

WTOP.com



EARNED MEDIA

OBJECTIVES

 Educate

 Build trust

STRATEGY

 Position as key resource & innovator

 Promote economical, environmental, and social benefits

guaranteed ride home



Fall ’Pool Rewards



Maximize impressions

Engage audience

STRATEGY

’pool rewards



FALL  FY17 MEDIA BUDGET

’pool rewards

TV $ 23,290

Facebook  $       870 

LinkedIn $       840

Total Paid Media $ 25,000

Added Value:        $     5,000

Campaign Live: October 17– December 25, 2016



’pool rewards

CREATIVE - TV AD



’pool rewards

Facebook ads

SOCIAL MEDIA

LinkedIn ads



RESULTS

’pool rewards

‘Pool Rewards Facebook October – November 2016: $0.18 below avg

CPC; 



FY2017 CAMPAIGN DEVELOPMENT TIMELINE

Review Research, Trends, and Prior Campaign Results July  2016

Draft Marketing Communications Plan July 2016

Reg TDM Marketing Group Feedback via SharePoint Aug 2016

Conceptual Approaches at Reg TDM Marketing  Mtg Sep 2016

Feedback from Marketing Workgroup Oct 2016

Media Selection Dec 2016

Production and Distribution to Media Jan  2017

Launch Campaign Feb  2017



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



Spring Umbrella Campaign



SPRING RIDESHARE

Research: 

 An average U.S. consumer will spend 14.0 hours listening to radio 

reaching  93% Adults 18+ 1

 4 times as many consumers prefer digestible video content over 

text. 2

 4 out of 5 Americans carry a smartphone with them every day 

(compared to 3 of 5 globally) 2

 Nearly 80% of marketers found that spending at least six hours 

per week on social marketing led to increased traffic and 

increased brand recognition. (Social Media Examiner)

Sources: 1 RAB, 2016 Presentation - Nielsen Audio, RADAR 130, September 2016, (Mon-Sun, 24-Hour 

Weekly TSL Estimates)
2 https://thedma.org/blog/data-driven-marketing/7-trends-that-should-shape-your-2017-marketing-

budget/

rideshare



IN THE PROCESS OF PROMOTING IN FY2017

rideshare



CREATIVE CONCEPTS

rideshare



FY2017 SPRING RIDESHARING CONCEPT

Media Strategy 

 Drive time radio supported by social media and pre-roll video ads

Creative Strategy

 This concept highlights the improvements to the system with a 

couple clicks once you sign up online at Commuter Connections. 

With just a couple clicks, users can save money, find a ride, tap 

into benefits, and explore options to make their commute much 

more positive.

rideshare



SELECTED CONCEPT 

rideshare



DIRECT MAIL

rideshare



Guaranteed Ride Home



GRH RESEARCH

 Nearly 7 in 10 (68%) registrants have been participating for more than 

three years.

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

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

Connections service.

 68% of past participants are still using alternative modes, even though 

they were no longer registered for GRH.

Source: Commuter Connections 2016 GRH Washington DC Metropolitan Region Guaranteed 

Ride Home (GRH) Program 2016 GRH Applicant Survey Report

guaranteed ride home



CREATIVE CONCEPTS

guaranteed ride home



SPRING GUARANTEED RIDE HOME 

Media Strategy 

 Radio as anchor supported by digital video pre-roll video and social media

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.

guaranteed ride home



SELECTED CONCEPT

guaranteed ride home



DIRECT MAIL

guaranteed ride home



EARNED MEDIA

OBJECTIVES

 Position the Commuter Connections network as a trusted 

provider of commuter information & services.

STRATEGY

 Build ongoing partnerships with the media, employers, 

business associations, and Greater Washington Board of 

Trade to educate and encourage alternatives to SOV 

commuting.

 Introduce CarpoolNow app; Expand and enhance social 

media presence; and identify approaches to reach 

millennials.



SafeTrack



MEDIA STRATEGY

Promote alternative options for commuters affected by SafeTrack

through:

 :30 editorial content

 :30 commercial messaging

 Animated banner ads

Safetrack- fall 2016



CREATIVE

Safetrack - fall 2016

• SafeTrack Reports

WTOP September 20, 2016 WTOP October 14, 2016



VALUE ADD

Safetrack – fall 2016

• Online animated digital ads

• Run of site/multi-platform

• Est. 75,000 impressions



RESULTS
Safetrack – fall 2016

Week of Impressions Clicks CTR %

Sept 19 58,374 57 0.10%

Sept 26 58,261 67 0.11%

Oct 3 56,244 125 0.22%

Oct 10 37,126 28 0.08%

Total 210,005 277

WTOP.com

Week of Impressions Clicks CTR %

Sept 19 16,572 10 0.06%

Sept 26 30,012 5 0.02%

Oct 3 23,808 4 0.02%

Oct 10 38,962 40 0.10%

Total 109,354 59

WFED.com



bike to work day



bike to work day

BIKE TO WORK DAY Friday May 19, 2017

Three cash sponsors 

secured to date:

$6,000

Sponsorship drive to 

continue through January 

2017.

Poster concepts developed 

for Steering Committee 

review.



20th employer recognition awards



2017 EMPLOYER RECOGNITION AWARDS

STRATEGY

Recognize employers who 

deliver outstanding and 

measurable commuter benefits

and/or telework programs

employer recognition awards 2017



NOMINATION FORM SELF-MAILER

employer recognition awards 2017



SCHEDULE

SEP Form Awards Workgroup

OCT Develop concepts

OCT Selection by Workgroup

NOV Develop brochure and nomination form

DEC Mailing to level 3 & 4 employers in database

DEC Nomination period begins

2
0

1
6

JAN Email blast to level 3 & 4 employers in database

FEB Nomination period ends

MAR Selection Committee meets

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

MAY Media coordination

JUN Employer Recognition Awards ceremony

JUN Print Ad

2
0

1
7

employer recognition awards 2017



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

Fall Newsletter

PRINT



newsletter

E-NEWSLETTER



Spring Campaign Feb - June 2017

Bike to Work Day Campaign Apr - May 2017

Employer Recognition Awards Event June 2017

LOOKING AHEAD



Q&A


