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Newsletter
COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES

§ Encourage alternatives to SOV commuting

§ Reduce vehicle trips and miles

§ Reduce traffic congestion and improve 
air quality



Newsletter

FY20 INITIATIVES

§ Car Free Day
§ incenTrip
§ Ridesharing
§ Guaranteed Ride Home
§ ‘Pool Rewards
§ Bike to Work Day
§ CarpoolNow Mobile App
§ Flextime Rewards
§ Employer Recognition Awards
§ Newsletters



Newsletter

FY20 FALL SCHEDULE

SEPT Newsletters & E-Newsletters Distributed

SEPT Car Free Day Promotion

SEPT incenTrip Campaign Launch

SEPT GRH Campaign Launch

OCT Rideshare Campaign Launch

DEC Employer Recognition Rewards Nomination Brochure 

DEC Direct Mail



CAR FREE DAY 2019 EVENT



Car Free Day

STRATEGY

§ Promote alternative modes of transportation 
for both commute and lifestyle

§ Encourage taking the pledge to go car free or 
car-lite

§ Generate in-kind sponsorships
§ Offer prizes and promotions as incentives
§ Engage employers, general public and area 

universities
§ Introduce incenTrip app during Car Free Days
§ Promote Car Free Days as a re-introduction to 

using Metrorail again (post-platform 
construction)



Car Free Day

PROCLAMATION

Car Free Day Proclamation Signing  July 24, 2019



Car Free Day

MARKETING EFFORTS FOR CAR FREE DAY

§ Website
§ Posters
§ Social Media
§ Traditional and Internet Radio
§ Radio Endorsements
§ Text Messaging
§ Earned Media Placements
§ Donated Transit Space
§ Jurisdiction Special Events
§ Key Influencer Blog
§ College & Corporate Promotions



Car Free Day

POSTER



Car Free Day

WEBSITE



Car Free Day



Car Free Day



Car Free Day

CAR FREE DAY MEDIA BUDGET (NET)



Car Free Day

PAID MEDIA: RADIO



Car Free Day

RADIO SPOTS

Car Free Day Generic Car Free Day Family



Car Free Day

NATIVE CONTENT ARTICLE AND BANNER ADS



Car Free Day

PAID MEDIA:

RADIO & BANNER AD

Car Free Day Generic
(same as radio)

Car Free Day Family
(same as radio)



Car Free Day

PAID MEDIA: KEY INFLUENCERS

§ PoPville is a Washington, DC regional blog reporting local happenings 
§ Heavily engaged, Millennial and Gen X-focused audience of 300,000 

unique monthly visitors with 2.3 million pageviews per month
§ 117,000 Twitter Followers
§ 26,072 Facebook Followers
§ 17,200 Instagram Followers 



Car Free Day

PAID MEDIA:
GO CAR FREE






Car Free Day

PAID MEDIA:
TELEWORK






Car Free Day

PAID MEDIA:
WAYS TO COMMUTE






Car Free Day

PAID MEDIA: SOCIAL MEDIA



Car Free Day

PAID MEDIA: TEXT MESSAGES

Thanks for taking the Car 
Free Day pledge; tell 
family, friends & 
colleagues to take the 
free pledge too! More 
raffle prizes added at 
www.carfreemetrodc.org 



Car Free Day

SPONSORSHIP RAFFLE PRIZES

§ D.C. United Pair of Tickets, courtesy D.C. United
§ Newseum Pair of Tickets, courtesy Freedom Forum Institute
§ Capital Bikeshare annual memberships, courtesy goDCgo
§ Samsung Galaxy Tab A, courtesy Tri-County Council for Southern Maryland
§ KIND Healthy Snacks gift bag, courtesy KIND, #bekindtoyourself
§ SmarTrip cards with $25 in fare, courtesy Washington Metropolitan Area Transit 

Authority
§ Free T-shirt and annual membership, courtesy East Coast Greenway Alliance
§ Grocery Store gift cards of $25 value, courtesy Giant Food
§ Pair of single ride tickets, courtesy VRE
§ Annual memberships, courtesy Washington Area Bicyclist Association
§ A free crepe of your choice, courtesy Crepeaway
§ Tickets for four to George Washington’s Mount Vernon, courtesy The Mount Vernon 

Ladies’ Association of the Union
§ Pair of tickets to the International Spy Museum, courtesy the International Spy Museum

https://www.dcunited.com/
https://www.newseum.org/
http://www.godcgo.com/
http://tccsmd.org/
http://www.kindsnacks.com/
http://www.wmata.com/
https://www.greenway.org/
https://giantfood.com/
http://www.vre.org/
http://www.waba.org/
http://www.crepeaway.com/
https://www.mountvernon.org/


Car Free Day

EARNED MEDIA STRATEGY

§ Find local sponsors to offer prizes, coupons, etc. 
§ Develop and distribute a promotional digital toolkit for colleges and 

employers to use
§ Encourage friendly competition between colleges/organizations to get 

the highest number of pledges to win a party with additional prizes 
§ Renew partnership with American Lung and Heart Associations
§ Use incenTrip to find travel options (after launch in late August) 
§ Use Car Free Days as a way to win back Metrorail ridership after 

platform shutdown
§ Press releases/media advisories
§ Implement grassroots influencers campaign
§ Calendar listings
§ Digital social media toolkits
§ Radio/TV interview placements



Car Free Day

DONATED SPACE

Transit space donated by:

§ Arlington Transit (ART)

§ Prince George’s TheBus

§ Fairfax Connector

§ Metrobus

§ Montgomery County Ride On



Car Free Day

COLLEGE CAMPUS CHALLENGE

§ Digital toolkit to promote Car Free Days 
on college campuses and among 
sustainability groups 



RIDESHARING



Rideshare

FY20 FALL STRATEGY

§ Increased focus on GRH as a benefit to those who Rideshare
§ Promote the use of incenTrip and CarpoolNow mobile 

applications
§ Continue creative developed in spring FY19



Rideshare

RIDESHARE FY20 MEDIA BUDGET

§ $55,000 net budget 



FALL RIDESHARE CREATIVE

Rideshare

Why Rideshare? Why Not?



FALL RIDESHARE RADIO ADS
:30 radio spots

Rideshare

Why Rideshare? Why Not?
Bob

Why Rideshare? Why Not?
Jane



FALL RIDESHARE
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

Rideshare






FALL RIDESHARE DIGITAL ADS

Rideshare



GUARANTEED RIDE HOME



Guaranteed Ride Home

FY20 FALL STRATEGY

§ Increase focus on GRH as a unique benefit offered by 
Commuter Connections 
§ Continue creative developed in spring FY19



Guaranteed Ride Home

GRH FY20 MEDIA BUDGET

§ DC GRH $495,000 net budget 
§ GRH Baltimore $25,000 net budget 



Guaranteed Ride Home

GRH FALL CREATIVE
Don’t Freak Out!



Guaranteed Ride Home

FALL GRH RADIO ADS
:30 English radio spots 

Don’t Freak Out!
Male

Don’t Freak Out!
Female



Guaranteed Ride Home

FALL GRH VIDEO






Guaranteed Ride Home

FALL GRH VIDEO






Guaranteed Ride Home

FALL GRH DIGITAL ADS



Guaranteed Ride Home

FALL GRH TRANSIT ADS



FY20 SPRING UMBRELLA CAMPAIGN DEVELOPMENT



Spring Umbrella

FY20 CAMPAIGN DEVELOPMENT TIMELINE

§ Review Trends, Research, and Results from Previous Campaigns July 2019 

§ Conduct Reg TDM Marketing Group Creative Input Survey Aug 2019 

§ Develop and Post Marketing Communications Plan & Schedule Aug  2019

§ Present Spring Umbrella conceptual approach themes at Sept 2019                                             
Regional TDM Marketing Group Mtg

§ Concepts Presented to Funding Agencies Oct 2019

§ Concepts Presented to Marketing Work Group Oct 2019 

§ Refine, Develop and Finalize Creative Nov 2019 

§ Negotiate Media Buys Dec 2019

§ Produce and Distribute Creative Jan  2020

§ Campaign Goes Live Feb  2020 



SURVEY FEEDBACK - KEY RIDESHARE MESSAGES
§ Carpooling is easy, fun and saves money
§ It’s easier to use, “Download, Click and Ride”
§ There are many choices to rideshare
§ Carpooling and vanpooling is about teamwork: coordinating together
§ It’s free
§ Ridesharing is a positive choice, not forced by the obligation to save 

money but a choice to benefit from non-work related positives: allows 
more vacation:
§ "This year I'm going to do this. And this! And this!"  How am I going to pay 

for it?  That's the easy part!  Ridesharing.  The hard part is deciding where to 
go next!"

Reg TDM Marketing Group 
Creative Input Survey



SURVEY FEEDBACK - KEY GRH MESSAGES
§ Free to sign up, free to use
§ “We all have fears/insecurities/hang ups about leaving our car at home, 

let GRH help you alleviate them”
§ Free, only need to use transit 2x/week to qualify
§ GRH is not going to be a long wait, rides home arrive in about 15 minutes

Reg TDM Marketing Group 
Creative Input Survey



Spring Umbrella

RIDESHARE MARKETING



Spring Umbrella

COMMUTER CONNECTIONS BRAND

BALANCE INDIVIDUAL 
& COMMUNITY NEEDS

SECURE & PROTECTS 
PRIVACY

PROVEN, TRUSTED 
NETWORK

REDUCE SOVs SUPPORTS MULTI 
MODAL OPTIONS

EQUALITY & RESPECT 
FOR ALL

REGIONAL PRIORITIES 
CONSIDERED

SYSTEMS TO SUPPORT 
SAFETY RESULTS



Rideshare

RIDESHARE – CONCEPTUAL APPROACH THEMES

§ Inclusive program focused on providing a free ride home, no matter how 
you rideshare
§ Signing Up opens up opportunity to receive 4 free rides home
§ Dependable benefit that keeps you from feeling left behind or abandoned
§ Freedom and relief provided for those who sign up



Guaranteed Ride Home

GRH – CONCEPTUAL APPROACH THEMES

§ Getting “in” allows commuters to get a lot out in benefits
§ The total package is possible when you rideshare through Commuter 

Connections
§ Commuters who sign up with this easy program have access to 

sweet deals such as incenTrip
§ Be a part of a community of commuters



Guaranteed Ride Home

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

Purchase media
Run campaign
Evaluate results



NEWSLETTER



OBJECTIVES & STRATEGY

Newsletter

§ Report on relevant TDM news

§ Promote Commuter Connections services and special events

§ Print Publication and E-Newsletter reaches
§ Employer Transportation Coordinators
§ Committee members
§ Other TDM stakeholders
§ Federal ETC’s (w/insert)



SUMMER NEWSLETTER

additional marketing



THANK YOU 
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