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Campaign Summary 
As of October 15, 2003 

DRAFT 
 

Overview: 
 
Dudnyk was awarded the contract for the Mass Marketing TERM in July 2003. The Mass Marketing TERM 
calls for the development of an integrated communications plan aimed at residents in the Washington region 
to induce a change in their travel behavior from driving alone to alternative commute modes including 
ridesharing, public transit, telecommuting, bicycling or walking. The thrust of this initiative is to unify the 
various marketing approaches of Commuter Connections and its partners in the region, under one umbrella 
concept – to create a “brand promise” for Commuter Connections as the one point solution for commuters 
seeking alternative commuting options. 
 
Along with the Mass Marketing TERM, Dudnyk is now also responsible for the TERMs for Guaranteed Ride 
Home, Telework and Telework Centers. The following note outlines the progress to date on the four TERMs. 

 
Mass Marketing TERM 

 
Through an extensive overview of existing research as well as primary research conducted through the 
months of May and June, among state funders, stake holders, employers and commuters, Dudnyk arrived at a 
communications strategy that would help position Commuter Connections in a relevant position in the lives 
of commuters. This insight came from research that focused on commuters’ cognitive constructs, the way 
they file and associate experiences and points of view within their own minds. 
 
 Most commuters, regardless of how they commute, have very similar attitudes and use the same 

language to express their positive and negative experiences. 
 The most compelling emotional association with commuting is frustration.  Commuters appear to be 

in a common state of anxiety that is often directed at whoever is in their proximity. 
o Drivers express anger at other drivers. 
o Mass transit riders express it at other riders. 

 This level of frustration is much more associated with the commute to work than the commute home. 
 
In accordance with these findings, work was created following the message strategy:   
  

“Commuter Connections is the solution to the frustration of commuting.” 
 
Creative development: Six creative concepts were developed to the above strategy, which were further fine-
tuned to three that were then screened through various levels of research – including stakeholders, 
commuters as well as the TPB. The “testimonial concept” was unanimously selected as the most compelling 
creative approach, which was further validated through a quantitative on-line survey involving 300 
commuters in the Washington area. This research also tested alternative taglines, of which “Flexible 
solutions for a better commute” emerged as a clear winner. 
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Creative units: Radio was selected as the primary medium for this campaign, since it is the most efficient 
way to target SOV commuters, specifically during “drive times.” Television will play a secondary role in this 
campaign. Strategically, television sets the stage for reinforcing and communicating the Commuter 
Connections message to a broad audience. 
 
Five :60 second radio spots in English and one in Spanish were created to support the intensive radio 
schedule. The scripts portray a cross-section of commuters across age groups, ethnic backgrounds and 
genders with a variety of “commuting frustrations”. In each spot, Commuter Connections is positioned as the 
one point solution with a variety of alternative commuting options for commuters that improved the quality 
of their commute and eventually the quality of their lives. The :30 second TV spot too, is based on the 
testimonial approach with the protagonist turning to Commuter Connections as the answer to her commuting 
frustrations. 
 
Each of these creative elements is consistent with the strategy that was developed based on extensive 
commuter research. The campaign takes into account the fact that while our target audience may be diverse 
in terms of demographics, their “attitude towards commuting (frustration)” is what unifies them, and forms 
the corner stone of the campaign’s creative treatment. The titles of the six :60 second radio spots are: 
 
Emilio 
Jack and Diane 
Bill and Carol 
Mike 
Jan 
Ana and Maria  (Hispanic spot) 
 
Media schedule: The campaign will have two media flights – one in fall and one in spring. The total media 
outlay is $1.05MM. Of this budget, radio accounts for about 49% (about $515,000), TV accounts for 36% 
(about $380,000), Hispanic media accounts for 10% (about $100,000) and the Internet plan accounts for the 
remaining 5% ($50,000) of the total media expenditure. The fall flight extends from the last week in 
September to the third week in October. It picks up again in January and is flighted on a three-week basis till 
the middle of June. To attain cost efficiencies, the media was negotiated and bought for the fall and the 
spring flights all at once. This also helps us evaluate the overall media impact of the campaign. 
 
The target audience for the media buy is: 
 
Primary: Adults 35-56 years 
Secondary: Adults 25-55 years 
(all in the Washington DMA) 
 
The radio spots will run across 14 radio stations effectively covering a spectrum of target groups. The radio 
plan reaches 92.2% people in our target base a total of 30.7 times. The flight is skewed for morning drive 
time. The :30 second TV spot will air over six TV stations (network affiliate stations and cable) and is 
scheduled for early morning, evening and late news. The TV plan reaches 90.8% people in our target a total 
of 14.4 times. The TV plan creates a larger brand presence for Commuter Connections complimenting the 
radio testimonial campaign that focuses on a strong call to action. 
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Radio buy and schedule for Mass Marketing Campaign Fall 2003 and Spring 2004  
                   

 9/22 9/29 10/6 10/13  1/5 1/12 1/19 2/16 2/23 3/1 4/26 5/3 5/10  5/31 6/7 6/14 NET COST

WARW-FM                    $28,687.50

WASH-FM                   $23,651.25

WBIG-FM                   $46,622.50

WGMS-FM                       $23,205.00

WHUR-FM                       $33,787.50

WJFK-FM                   $33,490.00

WJZW-FM                   $25,478.75

WMAL-AM                   $57,120.00

WMMJ-FM                       $28,305.00

WMZQ-FM                       $26,127.30

WPGC-A+F                   $43,732.50

WRQX-FM                   $51,552.50

WTEM-AM                   $19,596.75

WTOP-A+F                   $73,312.50

                   $514,669.05

                    

                   TOTAL 
GRP 184.9 181.4 179.9 180.1  191.5 179.2 179.4 187 179.5 179.5 171.3 168.6 168.8  168.1 168.3 168.1 2,835.6 
                    
Spots 257 283 263 263  243 230 230 257 246 246 251 226 226  219 219 219 3,878 
                    

REACH 47.4% 42.2% 41.8% 41.9%  47.9% 47.2% 47.2% 46.8% 46.0% 46.0% 45.1% 44.4% 44.4%  45.4% 45.5%
45.4
% 92.4% 

 60.0% 49.3%  59.8% 58.1% 56.5%  57.3%  

 67.9%                            
                    

FREQ 3.9 4.3 4.3 4.3  4.0 3.8 3.8 4.0 3.9 3.9 3.8 3.8 3.8  3.7 3.7 3.7 30.7 

 6.1 7.3  9.2 9.4 9.0  8.8  

 10.7                           

                   

Stations 7 7 7 7  7 7 7 7 7 7 7 7 7  7 7 7 14 
 
 
The five radio spots are being rotated among the above stations based on synergies with the characters 
depicted in the spot and the station’s listenership profile. An average of two spots per station will be rotated 
during the duration of the flight. During any given week throughout the campaign flights, the spot can be 
heard on seven of the fourteen stations.
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Media added value opportunities:  Added-value opportunities worth $ 136,504.00 have been negotiated with 
the following radio stations: 
 

WARW-FM  94.7 FM    Classic Rock 
WASH-FM  97.1 FM    Adult Contemporary 
WBIG-FM   100.0 FM    Oldies 
WGMS-FM  103.5 FM    Classical 
WHUR-FM  96.3 FM             Urban Adult Contemporary 
WJFK-FM   106.7 FM    Talk/Personality 
WJZW-FM  106.9 FM    Smooth Jazz 
WMAL-FM  630 AM    News/Talk/Information 
WMMJ-FM  102.3 FM    Urban Adult Contemporary 
WMZQ-FM  98.7 FM    Country 
WPGC-AM/FM  95.5 Urban Contemporary / 1580  Gospel 
WRQX-FM  107.3 FM    Adult Contemporary 
WTEM-AM  980 AM    All Sports 

 
The added-value opportunities comprise a variety of initiatives including ninety-seven :60 second PSAs,  
fifty-two :30 second PSAs, eight :15 second PSAs, thirty-six :10 second PSAs and sixty-four billboard 
adjacencies. In addition, Dudnyk has also negotiated links to the websites of a number of radio stations and the 
opportunity to distribute brochures at their events. In addition to the above, the stations have also offered the 
following customized opportunities: 
 
 WBIG-FM:    

 
o Theme Weekend Sponsorship: Two weekends TBD during flight weeks. Feature includes 25 

theme liners Wednesday-Friday 6am-6am sponsorships and twenty five:10 second Wednesday  
Sunday 6am-6am sponsorships.  

 
 WJZW-FM:  

 
o Lights out Washington Sponsorship: Commuter Connections was the sponsor of Lights Out 

Washington during 9/30 and 10/2. 
  

 WMMJ-FM: 
 

o Weekly Van Hit Sponsorships: GRH will be the weekly sponsor of van hits. This includes eight 
:15-second liners and one call-back during the appearance. 
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Hispanic media plan:  
 
 

2003 2004  
Sept Oct Nov Dec Jan Feb Mar Apr May June  

1 8 15 22 29 6 13 20 27 3 10 17 24 1 8 15 22 29 29 5 12 19 26 2 9 16 23 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14
Estimated     

GRPs / Cost  
      90                         60    120       120 180 $60,000.00  
      150                         156    148       127 127 $39,770.00  
      18                         12    24       24 36   
                                     

  :60 SPOTS in MEGA & Radio Capital                       

  :60 SPOTS in VIVA 900                      $99,770.00  

  :10 LIVE LINERS in MEGA & Radio Cap                        
 
 
 

 
Hispanic media added-value opportunities: Added-value opportunities worth $7,746.0 have been negotiated 
with the three radio stations mostly on the form of PSAs and sponsorships leading to a total of one hundred 
and fourteen :10second PSAs and ninety six sponsorship spots. 
   
Television Plan: Includes a combination of network affiliates, cable networks and local cable stations. 
 
Adults 35-54                     

                    

 9/29 10/6 10/13 10/20  1/12 1/19 2/16 2/23 3/15 3/22  4/26 5/3  5/17 5/24 TOTAL NET

WJLA-TV                                   $80,240.00

WRC-TV                                   $89,760.00

WTTG-TV                                   $84,405.00

WUSA-TV                                   $86,955.00

NWS8-TV                                   $18,742.50

Comcast-TV                                   $20,230.00

                  $380,332.50
                   

                   TOTAL
GRP 91.7 91.7 91.7 91.7  97.3 97.3 101.7 98.8 98.8 98.8  87 87  87 87 1307.5
                  

Spots 59 59 59 59  59 59 59 58 58 58  59 59  59 59 823
                  

REACH 48.3% 48.3% 48.3% 48.3%   51.2% 51.2% 53.5% 52.0%  52.0% 52.0%  45.8% 45.8%  45.8% 45.8% 90.8%

 81.5%   67.1% 69.1%  68.1%  62.1%  62.1% 

                  

                  

FREQ 1.9 1.9 1.9 1.9   1.9 1.9 1.9 1.9  1.9 1.9  1.9 1.9  1.9 1.9 14.4

 4.5   2.9 2.9  2.9  2.8  2.8 
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Internet Plan: The proposed media plan also includes a four-week Internet test comprising web banners as 
well as search word sponsorships. Here is a summary of the Internet plan: 
 
Timing: 4 Weeks, September 29 – October 27 
 
Total Budget:  $50,000 Expected Delivery 
 
 Overture                      $2,375 5,247 Clicks 
  Google $4,000   7,142 Clicks 
  Pay for Performance $6,375 
   
 Washingtonpost.com $17,000  1,200,000 Impressions/month  
  WTOPNews.com $6,000    700,000+ Impressions/month 
  NBC4.com $10,000  1,000,000 Impressions/month 
  Mapquest.com $10,000  1,250,000 Impressions/month 

“Banner/Site” Advertising  $43,000 
 
Creative: Banners, Skyscrapers, Big Boxes 
 
 
Integrated Communications Plan: The above media plan is supported by an integrated communications plan 
comprising of Public Relations and Interactive Marketing. The key PR initiatives planned for the course of the 
year include press releases; media outreach programs, Speakers’ Bureau, pro-active relationships with 
associations such as the Chambers of Commerce etc. The key interactive marketing initiatives suggest 
possible inclusion of E-newsletters, surveys on the Commuter Connections website, a proposed landing page 
on the website as a mechanism to collect visitor information as well as featuring testimonials on the website.  
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Guaranteed Ride Home TERM 

 
The campaign for the GRH TERM focuses on the logistics of the program, with the Mass Marketing campaign 
taking care of communicating the larger benefits of alternative commuting as well as the services of 
Commuter Connections. Given the need for a strong “retail-oriented”, call to action creative, radio was 
selected as the channel of delivery for the GRH message. The radio campaign is supported by three radio 
commercials that explore a variety of commonly quoted instances when commuters would need the assurance 
of a guaranteed ride home. The radio spots are anchored in the underlying “frustration” that would motivate 
commuters to explore alternative commuting modes. They also incorporate a slightly different rendition of the 
testimonial approach used in the Mass Marketing campaign. The media outlay for the TERM is $500,000.00. 

 
 
 

Radio buy and schedule for GRH campaign 
                
 10/20 10/27 11/3 11/10 11/17 1/26 2/2 3/15 3/22 3/29 4/5 4/12 4/19  NET COST 
WARW-FM                            $33,150.00
WASH-FM                             $19,337.50
WBIG-FM                             $31,025.00
WJFK-FM                             $33,320.00
WJZW-FM                             $37,400.00
WMMJ-FM                             $24,900.00
WMZQ-FM                             $36,910.40
WPGC-A+F                             $89,207.50
WRQX-FM                             $65,747.50
WTOP-A+F                             $69,997.50
WWDC-FM                             $25,606.25
WWZZ/                             $8,223.75
WWVZ-FM              $474,825.40
               
                Total 
GRP 200.4 191.3 183.5 190.3 204 178.9 176.3 225.6 190.2 190.4 192.1 192.3 192.1 2447.1 
               
Spots 300 257 255 259 245 256 255 335 253 253 290 290 290 3394 
               
REACH 48.9% 47.8% 45.9% 46.4% 52.3%  45.9% 45.2% 55.2% 50.0% 50.0% 49.9% 49.9% 49.9% 85.0% 
Among 25-54? 75.2%  53.0% 65.2% 61.8%  
        79.4%  
   
               
FREQ 4.1 4.0 4.0 4.1 3.9  3.9 3.9 4.1 3.8 3.8 3.8 3.8 3.8 28.8 
 12.9  6.7 9.3 9.2  
        14.8  
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Media added-value opportunities: Added-value opportunities worth $191,297.50 have been negotiated with 
the following radio stations: 
 
WARW-FM  94.7 FM  Classic Rock 
WASH-FM  97.1 FM  Adult Contemporary 
WBIG-FM  100.0  FM  Oldies 
WJFK-FM  106.7 FM  Talk/Personality 
WJZW-FM  106.9 FM  Smooth Jazz 
WMMJ-FM  102.3 FM  Urban AC 
WPGC-AM/FM 95.5  FM  Urban Contemporary / 1580 Gospel 
WMZQ-FM  98.7 FM  Country  
WWDC-FM  101.1 FM  Alternative   
WRQX-FM  107.3 FM  Adult Contemporary 
WTOP-AM/FM 1500 AM / 107.7 FM News/Information 
WWZZ-FM  104.1 FM  Hot Adult Contemporary 
 
 
The added-value opportunities comprise a variety of initiatives including one hundred and three :60 second 
PSAs, thirty-two :30 second PSAs, sixteen :15 second PSAs, ninety-eight :10 second PSAs and twenty-nine 
billboard adjacencies. A number of stations have also offered links on their website and the opportunity to 
distribute brochures at their events. In addition to the above, the stations have also offered the following 
customized opportunities: 

 
 WASH-FM:  

 
o Promotional Opportunity – “Win a Stress-Free Getaway”: Guaranteed Ride Home will be 

included on WASHFM.COM with sponsorship identity, promotional tag line encouraging 
listeners to sign up for GRH, along with the GRH logo and hyperlink to the GRH home page. 
Contest details will also be posted on website. 

o Community Affairs Show interview: A Guaranteed Ride Home spokesperson will have the 
opportunity to be interviewed on air with Jerry Phillips of “Community Line Report on Metro 
Talk”.  Tentative time to air is Sundays at 8:15am on up to 6 Clear Channel radio stations. 

o Guaranteed Ride Home brochures will be distributed at “Boo at the Zoo” on Oct 25 and “At      
Work” Work – Perk Appearances (every Monday) in October. 

 
 WJFK-FM:   

 
o Interview on public service programming. Interview on Washington Weekly with Buzz 

Burbank airing Sunday morning.   
 

 WJZW-FM: 
    

o    On Air Interview: A GRH representative is invited to be a guest on Spectrum. The program airs 
6am-7am and features informative discussions with guests from local government, business, 
non-profit organizations and the private sector about topics affecting the local community.  
This includes website exposure on the Spectrum web page. 
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 WMZQ-FM:   
 

o E-Newsletter Blast: GRH will be included in 2 newsletter blasts.  This feature targets 28,000 
listeners. GRH will receive logo and hyperlink included. 

 
 WPGC-AM/FM: 

 
o The WPGC Street Team travels to high-traffic, highly visible locations around DC and will 

distribute Guaranteed Ride Home literature at 10 of these events.  The station has giveaways, 
interactive games, the station vehicle and more to encourage listeners to come out. Two 
Guaranteed Ride Home mentions included in each event.   

 
 WRQX-FM: 

 
o Community Affairs Show interview: A Guaranteed Ride Home spokesperson will have the 

opportunity to be interviewed on “Sundays with Chilli Amar.”  Chilli Amar is the News 
Director for the Jack Diamond show.  The programming airs 5:30 am Sundays.   

 
 

 WWZZ-FM: 
 
o Community Affairs Show interview: A Guaranteed Ride Home spokesperson will have the 

opportunity to be interviewed on the Sunday morning show.   
 
 
Internet test: The above media plan will be supported by a three-week Internet test in November and April, 
along the same lines as the plan for the Mass Marketing campaign. The results of the October-November Mass 
Marketing Internet test flight, will help determine the selection of sites for the GRH Internet schedule.  
 
Integrated Communications Campaign: The above media campaign will be supported by a Direct Mailing 
initiative. As a first step towards a focused Direct Marketing program, Dudnyk recommended a PRIZM 
cluster analysis of the existing Commuter Connections’ GRH database, in order to identify potential 
commuters most likely to adopt alternative commuting options. Each record in the GRH database was 
assigned to one of PRIZM’s 62 existing cluster groups that characterize people based on demographics and 
lifestyle. The analysis revealed that GRH Commuters are predominately affluent, upper middle, and middle-
income town, second city, and suburban families and couples. The detailed report outlines the key zip codes 
with a high concentration of potential GRH customers. This data will now be overlaid with the Regional 
Activity Centers and zip codes with a high concentration of Single Occupancy Vehicles (SOVs) to give us the 
optimum target areas for the GRH mailing activity. Dudnyk plans on completing the mailing by the first week 
of November. The PRIZM analysis will help determine the mailing groups. Public Relations will also support 
the program by identifying stories of human interest and the positive experiences of people that have utilized 
the service. 
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Telework Centers TERM 

 
Dudnyk will support the TERM with a radio campaign in the fall and spring for a total of two weeks with a 
budget of $30,000.00. The creative promotes the concept of the 17 telework centers and encourages 
commuters to motivate their employers with information obtained through Commuter Connections regarding 
the program.  
 
Media buy and schedule: 

   

   
 11/3 1/5 TOTAL NET 
    
WBIG-FM     $8,500.00 
WJZW-FM     $10,051.25 
WRQX-FM    $5,227.50 
WTOP-A+F    $5,992.50 
   $29,771.25 
    
   Total 
GRP 80.5 82.9 163.4 
    
Spots 108 109 217 
    
REACH 22.4% 25.9% 35.5% 
    
    
FREQ 3.6 3.2 4.6 
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Telework TERM 
 
The Telework Seminars scheduled for 2004 will be supported by six weeks of radio from January to April to 
coincide with the schedule for the seminars. The media outlay for this effort is $100,000.00.  Public Relations 
will play an important support role through outreach programs aimed at the chambers of commerce, speakers’ 
bureau and by also promoting events such as the Employer Recognition Awards. 
 
Media buy and schedule: 
              

              

           Net Net 

  1/12  1/26  3/1 3/8 3/29 4/5 On Air Fees Promotion Fees TOTAL NET

             

WBIG-FM                $30,855.00 $0.00 $30,855.00 
WGMS-FM                $25,627.50 $5,600.00 $31,227.50 
WTOP-A+F                   $32,130.00 $5,600.00 $37,730.00 
        $88,612.50 $11,200.00 $99,812.50 
          

             Total 
GRP  85.6  85.6  85.6 85.6 85.6 85.6   513.6 

           

Spots  105  105  105 105 105 105   630 

           

REACH  25.9%  25.9%  25.9% 25.9% 25.9% 25.9%   37.5% 

           

           

FREQ  3.3  3.3  3.3 3.3 3.3 3.3   13.7 

             

  

   

  

  

  

  

 
Media added-value opportunities: Added-value opportunities have been negotiated with all three stations in 
the form of PSAs, billboards adjacencies and sponsorships. In addition, the customized promotions offered by 
the stations are: 

 
 WBIG-FM: 

 
o Telework Weekly Feature, BIG Brunch Tie-In: Every Thursday midday host Kathy 

Whiteside will select one lucky office to win a complete brunch for up to 25 employees 
from delectable Geppettos Catering.  Listeners can enter to win this delicious opportunity 
by e-mail and by fax.  Kathy will draw a winner and that office will receive their brunch the 
following Friday. As exclusive sponsor of this feature, Telework will receive :10-second 
promotional announcements (name & sell line), two per day, Monday-Friday, per week 
through Jan-April 2004. Literature may be distributed at the BIG brunch events as well. 
Following the BIG Brunch award every Thursday, in the 10am hour, will be the Telework 
report saluting one Teleworker each week and, highlighting their success with Telework.  
Further, the Telework report will encourage BIG 100 listeners to log onto BIG 100 for more 
information regarding Telework or to share their success stories, either as the employee 
and/or business owner, and to enter the BIG Brunch. Telework will receive a banner ad 
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with hyperlink on Kathy Whiteside’s web page, as well as a dedicated Telework splash 
page highlighting companies that Telework and providing an opportunity for area offices to 
enter to win the BIG Brunch 

 
 WGMS-FM: 

 
o “Commuter – Conscious Companies to Watch”: Beginning Jan 5, 2004 and continuing until 

April 11, 2004, WGMS and WTOP will present a new integrated feature series:  
“Commuter – Conscious Companies to Watch”.  This program will feature local companies 
and businesses that support the Teleworking and Guaranteed Ride Home concepts.  The 
goal of this campaign is to expand the concept of Teleworking in the Metro area, and to 
change the behavior of employees and employers. Each Monday, a dedicated reporter will 
highlight a local company or business on air on both WGMS and WTOP.  These reports 
will outline the company’s success with an established Teleworking program. The report 
will run between 10am-3pm, during the At-Work day-part on both stations. The on air 
features will be archived on WTOPnews.com and Classical103.5.com.  The Commuter 
Conscious Companies to Watch multimedia storyboard will launch from the homepage of 
both station websites.  Businesses will be showcased weekly online; companies will benefit 
further through prominent logo inclusion and hyperlink. Commuter Connections’ logo will 
be prominently displayed on this dedicated web page with hyperlink.  Complete details 
about Telework and Guaranteed Ride Home will be outlined on this web page. Companies 
will register on-line to be profiled. Both radio stations will promote this feature through 10 
promotional announcements running Monday-Sunday 5am-12am.  Total cost for this 
feature is $5,600 on each station, total of $11,200. 

 
 

 WTOP-AM/FM: 
 

o On-Air Interview: WTOP’s “Sprawl and Crawl” Transportation reporter will conduct an 
on-air interview and Q & A session.  
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