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Executive Summary

Executive Summary

» “Doing Our Part” is Metro’s Covid-19 Recovery Marketing campaign, reaching riders across all
major channels, including TV, digital display, radio/ podcast, social media, and in-station network.

= The campaign messaging focuses on how Metro is “Doing Our Part” to keep the system safe for
riders and employees during the pandemic, and also how riders can do their part to keep each other
safe.

» The creative executions are in two main categories:

* Metro’s Safety Measures: focusing on all the ways we are creating a safe environment in the system for
riders and employees. These messages are mainly to reduce rider’s anxiety in returning to the system.

 Encouraged Safety Actions: more tactical messages that encourage riders to take necessary precautions
to keep each other safe. These messages are the main focus while riding the system.

= \We’'ll keep the campaign fresh through introducing new content, such as tying in Mobile SmarTrip®
as a contactless way to ride, and evolving content based on new safety measures introduced or
new measures riders can take.
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Campaign Overview

“Doing Our Part” Campaign Overview

» |ntegrated marketing campaign across major

channels:
* TV:including broadcast and over-the-top (Hulu,
Roku, etc.)

» Digital Display
« Radio: Spotify, Pandora, and podcast
« Social Media
 Owned media: in-system assets
= The main objective of the campaign is to reduce
anxiety for riders.

« This means showing them the safety measures LS P o —
we have in place, as well as encouraging actions ie _  together. [~ itios) weather?

Don’t

they can take to keep each other safe. 7Y ™ - overthin i,

= Campaign launched October 2020 and expected
to run into 2022, while evolving along the way.

P ue
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Messaging Strategy

Messaging Strategy

Together, we can ensure the Metro system is safe for all.

v T '

* Enhanced cleaning with hospital-grade * Wash hands before and after you ride

disinfectant e Stay home if you're sick
* Hand sanitizer stations placed throughout e Use hand sanitizer

the system * Wear your face covering correctly, covering
 Working with area employers to adjust your nose and mouth

service accordingly e Socially distance when on platforms and on
e Allriders required to wear face coverings trains/ buses

That’s doing _aUr_ part. That’s doing ';Ia‘ur part.
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Customer Journey

Customer Journey Through the Campaign

Decision to return to system

Not Riding

» OQutside of our system, we’ll focus on * Upon returning to the system, we’ll incorporate signage that
specific safety measures in place in enforces safety actions; also reducing anxiety by displaying
order to reduce anxiety for riders the expected behaviors of all riders.

returning to bus or rail.

Messaging
Strategy

1% TV * Retargeted Social * Digital signage on * Dioramas  Bus Cards
GCJ * Radio * Retargeted Digital escalators, * 2-sheets * Rail Cards
- « Digital mezzanines - Digital signage

5;5 « Social * 2-sheets

QO * Owned Web
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Advertising Examples

Pre-System Return Advertisements

» These advertisements reach lapsed riders in high-impact channels to educate them on the safety
measures we have in place.

MetroForward Metro Forward
Sponsort ed s Sponsored
1
the DC area to find out who needs “We're cleaning like never before—trains and buses with hospital-
f customizing service to meet grade cleaner” - Jonathan Taylor, Railcar Cleaner

< 9

4 &4

service . UsA SEcnoa ® SUBSCRI
TODAY Full 2020 election results Questions, answered Track outbreaks in US Best of Netflix Only $4.99

y of
demand.” - Janiece Timmons, Senior Account Executive SmartBenefits®

We’re cleaning like never
before at a time like no other.

Top Headlines

Twitter plans to add warning label when
users 'Like' misloading tweet

Pope Francis mostly unscathed, John Paul
11 blamed in report on disgraced Cardinal

Fauci says he has 'no intention of leaving’;
inauguration stands being built - election
updates

Trump's iconic personal helicopter is up for

WMATA.COM
Doing Our Part

TV Commercial #1: Staying Safe Lo about at e Weys v doing i gt s st LM

Capital Region moving

Learn More

: : Digital Display Banners: from popular
TV Commercial #2: Staying Connected websites to YouTube videos

Social Media: advertising across
Facebook and LinkedIn
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https://www.youtube.com/watch?v=xakHkiTNbFs
https://www.youtube.com/watch?v=S4miYhPIEG8&feature=youtu.be

Advertising Examples

In-System Signage

Your smile lights
up a room.

Please keep
it covered.
That's doing 4eUr. part. M

Keep Be wise. Under the weather?

hands clean. i Don’t overthink it.
Sanitize.

No noses.

113

Stay clean.
Stay healthy.
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Our signage in-system is
primarily enforcing
actions riders should take
to keep each other safe.

We also include some
signhage focusing on
Metro’s safety measures
to reinforce our
commitment.

Signage is displayed
across our house
inventory, from two-
sheets, to dioramas, to
bus and rail cards.



Long-term Campaign Vision

Evolution of Recovery Marketing Campaign

Plan Awareness
(July ‘20 — Sept

20)

* Raising
awareness of
the Pandemic

Response Plan.

» Ensuring riders
know about our
plans around
navigating the
pandemic

Current Phase
(Nov. 20 — Q1 21)

* Reducing anxiety
through clear, direct
advertising that
showcases specific
actions riders can
take, as well as

what Metro is doing:

* Employee
Spotlights

» Enforced Actions

» Tying mobile pay
into campaign as
one of Metro’s
safety measures

J
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Campaign Refresh

(Q2 21 — Start of
“‘Recovery” Phase)

» Keeping content
fresh through new
executions and
additional
information:

» Additional
employee
spotlights,
continued
emphasis on
cleaning

* Further actions to
ensure safety of
riders

\_

J

Return to “Normal”

(TBD 2021/ 2022,
Recovery Phase of
Pandemic
Response Plan)

* Maintain safety
measure awareness
as riders return to
the system for the
first time.

* As ridership returns,
new brand initiatives
to align commitment
to safety with overall
brand positioning

Ridership Return
(TBD 2022/ 2023)

* Transitioned into
brand-building and
ridership-driving
advertising

» Safety messaging
continuing to be
displayed, based on
expected societal
shifts as part of
“‘new normal”




Next Steps

Creative Evolution of the Campaign

Short-term Updates Long-Term Evolution
(Through Q1 2021) (Into FY2022 and Beyond)

* Include Mobile Pay- » Adjust messaging based
related executions to tie- on the evolving concerns
In as a contactless way to of riders once a vaccine
ride IS widely available

= |dentify other employees = Shift from reducing
and/or processes that are anxiety to enticing riders
crucial to preventing the to return
spread of Covid-19 within
the system
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Resources

M Appendix
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Media Plan

“Doing Our Part” Media Plan Overview

Broadcast/ Cable OTT Display Ads
40% of spend 20% of spend 20% of spend

= Broadcast to include = Includes all of = Verizon Media
local stations such

as WTTG, WDCA. the major = Teads (in-article
WUSA, etc. players, such as: content)

= Cable across Hulu » YouTube
popular channels Roku

across = Adobe Network
demographic, such ESPN

as CNN, Comedy Adobe

Central, ESPN, network

Food Network, etc.
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Media Plan

“Doing Our Part” Media Plan Overview (continued)

Digital Radio Social Media Owned Media
10% of spend 10% of spend

= Spotify: audio = Facebook: In- » System Sighage
and overlay feed advertising = Owned Social

» Pandora: audio LinkedIn: channels
and overlay sponsored

» Podcast content for DC

(Audiology): pre- professionals
roll and mid-roll
with streaming
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Marketing Mix

Campaign Weights in Owned Channels vs. Major Milestones
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Lead with recovery

messaging as riders

cautiously return to
system

November - January '21

Drive acquisition and
usage of Mobile
product via
commercial launch__.

as well as positioning
as safety measure

Mobile Full-Launch

W Recovery Campaigns

m Mobile

Maintain recovery
messaging when
vaccine widely
available, as more
riders retumn to

system for first time.

"Recovery" Pandemic Phase

B Other Campaigns
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Introduce back new
brand-building
campaigns. ..

...while continuing
fo drive mobile
acquisition and

usage.

Safety messaging to
accommodate for
“new norm”

Ridership Return ~75%



