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Second Half FY2012 Marketing ActivitiesSecond Half FY2012 Marketing Activities

•NewslettersNewsletters
•Spring Umbrella Campaign
•‘Pool RewardsPool Rewards
•Bike to Work Day
•Employer Recognition Awards•Employer Recognition Awards



FY12 Winter Newsletter 
and Federal ETC Insert 



FY12 Creative Development ScheduleFY12 Creative Development Schedule

Review research and results from recent campaigns June 2011p g J
Develop Marketing Communications Plan July 2011
Extranet Feedback from Regional TDM Marketing Group   Aug 2011 
Present conceptual approaches at Reg TDM Marketing Grp Mtg Sept 2011Present conceptual approaches at Reg TDM Marketing Grp Mtg Sept 2011
Refine and develop approach based on Workgroup feedback Oct 2011
Finalize creative Nov 2011
Produce creative Dec 2011 
Distribute creative to media vendors Jan 2012
Campaign launch Feb 2012p g
Rideshare TV launched Mar 2012



DemographicsDemographics

Rideshare 
25 54  ld (82%)  35 54 (63%)

GRH
• 25-54 years old (82%), 35-54 (63%)
• Caucasian (64%) African-American (20%)
• $80,000+ annual HH income (68%)
• Commutes >20 miles/30 minutes

• 35-54 years old (63%)
• Caucasian (68%) and African-

American (20%)
• $80,000+ annual household incomeCommutes >20 miles/30 minutes

• Primarily lives in VA (65%), MD (33%); works 
in DC (49%), VA (34%)

• Works for employers with100+ employees 
(71%)  1 000  (41%)

$80,000  annual household income
• Commutes >30 miles / 45 minutes
• Primarily lives in Virginia (65%) or 

Maryland (32%)
P i il  k  i  D C  (63%) d (71%), 1,000 + (41%)

• Works for federal agencies (50%) and private 
sector (31%)

• Professional (37%), Executive/managerial 

• Primarily works in D.C. (63%) and 
Virginia (26%)

Source:  2010 Commuter Connections Guaranteed Ride Home 
Program Survey Report( ), g

(30%), and administrative (16%)

Source:  FY09 Applicant Database Annual Placement Survey Report



Spring Umbrella Campaign Media Spring Umbrella Campaign Media 

MEDIA
FEB MAR APR MAY JUN NET 

TOTAL1
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RADIO
Rideshare $149,851
GRH $134,511
Total Radio $284,362

TELEVISION $125,247,

ONLINE $39,950

DONATED 
Signage*
Tyson’sTyson s 
Corner
Fairfax 
Connector

TOTAL $449,559

Rideshare
GRH
Rideshare & 
GRH
*Printing 
expenses onlyexpenses only



Spring Umbrella GRH CampaignSpring Umbrella GRH Campaign

New creativeNew creative

Campaign live February – June 2012

Media

• Radio

• Donated transit signage



GRH SignageGRH Signage



GRH SignageGRH Signage



GRH RadioGRH Radio

Radio stations airing GRH spots (plus Total Traffic Network)Radio stations airing GRH spots (plus Total Traffic Network)

WFRE/WFMD WAFY/WWEG

WNEW WILC WBQB WFLS

Total Traffic Network on select Clear Channel stations



GRH RadioGRH Radio

Why Risk ItWhy Risk It
A worker inventories his good luck charms he has amassed in order to 
avoid having to work overtime and miss his carpool. His co-worker 
reminds him there’s no need to rely on good luck charms when he has reminds him there s no need to rely on good luck charms when he has 
GRH.

Wh  Ch  ItWhy Chance It
A worker surveys the survival gear he has prepared in case he needs to 
work late and misses his carpool. His co-worker reminds him there’s no 
need to rely on survival gear when he has GRH.



Spring Umbrella Rideshare CampaignSpring Umbrella Rideshare Campaign

New creativeNew creative

Campaign live February – June 2012

Media

• Radio 

• Television

• Internet banner adsInternet banner ads

• Donated signage



Rideshare SignageRideshare Signage



Rideshare Banner AdsRideshare Banner Ads

 High performance weather and news sites High performance weather and news sites 
from past campaigns 

• nbcwashington com• nbcwashington.com

• washingtontimes.com

• wjla.com

• wusa9 comwusa9.com

• RON/ROS popunders



Rideshare Banner AdsRideshare Banner Ads



Rideshare Banner AdsRideshare Banner Ads



Rideshare Banner AdsRideshare Banner Ads



Rideshare RadioRideshare Radio

Radio stations airing GRH spots (plus Total Traffic NetworkRadio stations airing GRH spots (plus Total Traffic Network

WFRE/WFMD WAFY/WWEG

WTOP WILC WBQB WFLS

Total Traffic Network on Select Clear Channel stationsTotal Traffic Network on Select Clear Channel stations



Rideshare Radio SpotsRideshare Radio Spots

E i  W   K  Y  M  1 Easier Ways to Keep Your Money 1 
A dry tone sets the stage for Ridesharing as an easier way to keep your 
money, as opposed to more extreme measures such as freezing it, 
placing it under the mattress, or hiding it under a litter box.

Easier Ways to Keep Your Money 2 Easier Ways to Keep Your Money 2 
A spirited announcer contrasts Ridesharing as the easier way to keep 
your money as opposed to radical ideas such as extreme couponing, 
discount dentistry  or reality show contestants  Over the top sound discount dentistry, or reality show contestants. Over-the-top sound 
effects catch the listeners’ attention and add humor to the spot.



Rideshare TV CommercialRideshare TV Commercial

New commercial produced for RideshareNew commercial produced for Rideshare

Commercial to run on WJLA and WTTG morning and Commercial to run on WJLA and WTTG morning and 
evening news



Rideshare TV CommercialRideshare TV Commercial



‘Pool RewardsPool Rewards

Program extended to include vanpoolsProgram extended to include vanpools

Financial incentive up to $200/month to newly Financial incentive up to $200/month to newly 
formed vanpools through authorized vanpool 
companiesp

Vanpools originating in D.C., Maryland with p g g , y
destinations anywhere in the Washington, D.C. MSA



‘Pool Rewards MarketingPool Rewards Marketing

Revised logo inclusive of carpools and vanpoolsRevised logo inclusive of carpools and vanpools

Collateral being developed:Collateral being developed:
• Vanpool decal or magnet
• 2-sided rack card
• Radio spot



‘Pool RewardsPool Rewards

Marketing campaign to begin with identification of Marketing campaign to begin with identification of 
authorized vanpool companies, end April/beginning May

Spring campaign value add promoting ‘Pool Rewards



Spring Campaign Value AddSpring Campaign Value Add

Total Value Add: $115,617$ ,

‘Pool Rewards promotions:Pool Rewards promotions:
• Banner ads on espn980.com, wfre.com, wfmd.com
• Half page ad in WBQB newsletterp g
• Interview on WILC
• Billboards or sponsorships on WAFY/WWEG, WBQB, 
WFLS  WILC  WNEWWFLS, WILC, WNEW



Spring Campaign Value AddSpring Campaign Value Add

Rideshare promotions:p
• Half page ad in WBQB newsletter promoting
• Interview on WILC
• No charge radio spots on WTOP, TV spots WJLA
• Reduced rates on WTTG 
• 40,000 additional popunder impressions on 3 Interactive 
RON/ROS



Bike to Work Day 2012Bike to Work Day 2012

Marketing and Promotional Materials include:g

• New dedicated web site

• Radio• Radio
• Posters and rack cards
• T-shirts
• Pit stop banners
• Booz Allen Hamilton plasma screen display
• Facebook and Twitter
• Considering print ads
• Earned Media



Bike to Work Day 2012Bike to Work Day 2012



BTWD 2012 PostersBTWD 2012 Posters



BTWD 2012 Rack CardBTWD 2012 Rack Card



BTWD 2012 T-ShirtBTWD 2012 T Shirt



BTWD 2012 Facebook



BTWD 2012 Twitter



Employer Recognition AwardsEmployer Recognition Awards

Strategies and Tactics for FY 2012:g
• Increase region-wide participation through calls to 

Employer Services Outreach representatives

• Provide year-round visibility of 
the achievement through a digital g g
brandmark for use by winners



Employer Recognition Awards Employer Recognition Awards 

Selection committee met March 14Selection committee met March 14
Marketing collateral in development includes:  

• InvitationInvitation
• Awards brochure
• Podium signage
• Winner print ad

Employer Recognition Awards ceremony June 2012



2012 Employer Recognition Awards Creative2012 Employer Recognition Awards Creative



Earned Media Earned Media 



Questions & AnswersQuestions & Answers

Any questions or comments?Any questions or comments?


