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Second Half FY2011 Marketing ActivitiesSecond Half FY2011 Marketing Activities

‘Pool RewardsPool Rewards
Winter Newsletter
Spring Umbrella CampaignSpring Umbrella Campaign
Bike to Work Day
Employer Recognition AwardsEmployer Recognition Awards



‘Pool RewardsPool Rewards

Campaign extended through March 2011Campaign extended through March 2011

Spots ran on WTOP’s traffic sponsorship package Spots ran on WTOP s traffic sponsorship package 
weeks of February 14 and 21.

Message was READ LIVE and aired directly between 
Traffic and Weather Reports on WTOP!p

Total of 35 :10s reads per weekTotal of 35 :10s reads per week



‘Pool RewardsPool Rewards

Included on direct Included on direct 
mailers



‘Pool RewardsPool Rewards

Included in newsletterIncluded in newsletter

Ad placed on craigslist in Ad placed on craigslist in 
Rideshare section

Notices placed on 
Commuter Connections 
bulletin boards



‘Pool RewardsPool Rewards

Spring radio value add promotions in March used to Spring radio value add promotions in March used to 
promote ‘Pool Rewards

• :10s on WRQX, WVRX, WTOP through March
• :15s on WASH, WBIG weeks of March 7 and 21
• Interview taped for WRQX Sunday Spectrum show



FY11 Winter NewsletterFY11 Winter Newsletter



FY11 Creative Development ScheduleFY11 Creative Development Schedule

Review research and results from recent campaigns                      June 2010
Develop Marketing Communications Plan July 2010
Feedback on Plan from Regional TDM Marketing Group (Extranet) Aug 2010 
Present conceptual approaches to Regional TDM Marketing Grp Sept 2010
Refine and develop approach based on Workgroup feedback Oct 2010
Finalize creative Nov 2010
Produce creative Dec 2010 
Distribute creative to media vendors Jan 2011
Campaign launch Feb 2011
Campaign live                                                                             Feb-June 2011p g J



Spring Umbrella Campaign DemographicsSpring Umbrella Campaign Demographics
Rideshare 
• 25-54 years old (82%), 35-54 years old 

(63%)

GRH
• 35-54 years old, secondarily 25-54

(63%)
• Caucasian (64%) and African-American 

(20%)
• $80,0000+ annual household income 

(68%)

• Caucasian (65%) and African-
American (21%)

• $60,000+ annual household income
• Commutes more than 30 miles / 45 (68%)

• Commutes more than 20 miles/30 
minutes

• Primarily lives in Virginia (65%) or 
Maryland (33%); and works in D C  (49%) 

Commutes more than 30 miles / 45 
minutes

• Primarily lives in Virginia (64%) or 
Maryland (34%)
P i il  k  i  D C (60%) d Maryland (33%); and works in D.C. (49%) 

or Virginia (34%)
• Works for employers with 100+ 

employees (71%),  work for employers 
with 1 000 or more employees (41%)

• Primarily works in D.C (60%) and 
Virginia (30%)

Source:  Commuter Connections 2007 GRH Survey Reportwith 1,000 or more employees (41%)
• Works for federal agencies (50%) and 

private sector (31%)
• Professional (37%), Executive/managerial 

(30%)  and administrative (16%)

Source:  Commuter Connections 2007 GRH Survey Report

(30%), and administrative (16%)
Source:  FY09 Applicant Database Annual Placement Survey Report



Spring Umbrella CampaignSpring Umbrella Campaign



Spring Umbrella Rideshare CampaignSpring Umbrella Rideshare Campaign

New creativeNew creative

Campaign live February – June 2011

Media

• Radio (anchor)

• Gas pump toppers

• Internet banner adsInternet banner ads



Rideshare RadioRideshare Radio

6 radio stations airing Rideshare spots6 radio stations airing Rideshare spots



Rideshare Radio SpotsRideshare Radio Spots

Save Half – Woman Save Half Woman 
A commuter requests a rideshare partner to save half the 
gas, half the money, and half the stress with her.

Save Half – Man 
A commuter likens ridesharing to half time, providing a 
personal half-time with half the driving, half the stress, and 
half the costshalf the costs.



Gas Pump ToppersGas Pump Toppers

Gas pump toppers to be displayed at 125 stationsGas pump toppers to be displayed at 125 stations
• 15 stations in DC
• 56 stations in MD56 stations in MD
• 54 stations in VA



Gas Pump ToppersGas Pump Toppers

Value add provided by vendorValue add provided by vendor
• Toppers at 8 stations provided as bonus
• Window clings provided at stations as value addWindow clings provided at stations as value add



Gas Pump TopperGas Pump Topper



Gas Pump TopperGas Pump Topper



Gas Pump TopperGas Pump Topper



Gas Pump TopperGas Pump Topper



Gas Pump TopperGas Pump Topper



Rideshare Banner Ads

15 DC
56‐MD
54‐ VA
125 total

Rideshare Banner Ads

 High performance job, weather, and news High performance job, weather, and news 
sites from past campaigns 

 Included Realtorcom more likely to  Included Realtor.com, more likely to 
reconsider commute when moving house.



Rideshare Banner Ads



Rideshare Banner AdsRideshare Banner Ads



Rideshare Banner AdsRideshare Banner Ads



Rideshare Banner AdsRideshare Banner Ads



Spring Umbrella GRH CampaignSpring Umbrella GRH Campaign

New creativeNew creative

Campaign live February – June 2011

Media

 Radio (anchor)

 Television

 Internet banner adsInternet banner ads



GRH RadioGRH Radio

6 radio stations airing GRH spots6 radio stations airing GRH spots



GRH RadioGRH Radio

Flip Out – Daycare Flip Out Daycare 
A neurotic father worries about the germs his son may be exposed to at 
daycare and, should his son get sick, how he’ll pick him up since he 
carpools.  A level-headed colleague reassures him he has no need to “flip carpools.  A level headed colleague reassures him he has no need to flip 
out” since he has a Guaranteed Ride Home with Commuter 
Connections.

Flip Out – Work Late  
A stressed out commuter moans about the commute but feels resigned 
to driving alone for fear of not being able to get home should the boss 
need her to work late.  A colleague reassures her that if she rideshares, 
there’s no need to “flip out” since Commuter Connections guarantees 
h   id  h  if h  b  i  h   k lher a ride home if her boss requires her to work late.



GRH TV CommercialGRH TV Commercial

New commercial being produced using GRH “Don’t New commercial being produced using GRH Don t 
Flip Out” concept

Commercial to run on Mid-Atlantic Sports Network 
(MASN)( )



GRH TV CommercialGRH TV Commercial



GRH TV CommercialGRH TV Commercial



GRH TV CommercialGRH TV Commercial



GRH TV PlacementGRH TV Placement

Nationals Baseball, April– June (Washington, D.C. DMA)Nationals Baseball, April June (Washington, D.C. DMA)
• (55) :30s Nationals in-game commercials (one per game)
• (55) :30s Nats Xtra pre-game show commercials (one per 

show)
• (55) :30s Nats Xtra post-game show commercials (one 

per show)per show)
• (55) :30s encore game commercials (encore is game 

rebroadcast)



GRH TV PlacementGRH TV Placement

Billboards, April– JuneBillboards, April June
• (55) billboards to air in Nats Xtra pre-game show in 

conjunction with :30s commercial (includes live read and 
l   )logo on screen)

Nationals In-Game Feature, April– June
• (26) in ame feat re s ns rshi s (2 times er eek  13 • (26) in-game feature sponsorships (2 times per week x 13 

weeks on MASN) – “Nationals Upcoming Schedule, 
presented by Commuter Connections.”



GRH TV PlacementGRH TV Placement

Nationals Pre-Game Show InterviewNationals Pre Game Show Interview
• A Commuter Connections representative will be 

interviewed on the Nats Xtra pre-game show on MASN 
prior to one game.

MASN Ad ti i  A il JMASN Advertising, April- June
• (180) :30 commercials to air in MASN programming such 

as ESPN News, Nationals Classic Games, Orioles Classic , ,
Games, sports talk shows, etc. (60 commercials per 
month x 3 months)



GRH TV Placement GRH TV Placement 

MASNSPORTS.COM Web Advertising , April - JuneMASNSPORTS.COM Web Advertising , April June
Commuter Connections will be a high-profile sponsor on 
masnsports.com through a variety of web banners and ads. As a 

 C  C  ll sponsor, Commuter Connections will receive:
• A minimum of 450,000 guaranteed impressions (150,000 x 

3 months)3 months)
• Ads to rotate across all sections of the website
• Ad sizes to vary



GRH Banner AdsGRH Banner Ads

 High performance job, weather, and news High performance job, weather, and news 
sites from past campaigns 



GRH Banner AdsGRH Banner Ads
QUITTING 

TIME



GRH Banner AdGRH Banner Ad



GRH Banner AdGRH Banner Ad



GRH Flip Out PromotionGRH Flip Out Promotion

“Don’t Flip Out” co-promotion with Don t Flip Out  co-promotion with 
Flippin’ Pizza

Flippin’ Pizza locations
• D C : Dupont CircleD.C.: Dupont Circle
• MD: Arundel Mills, Bethesda, Silver 

Springp g
• VA: Annandale, Chantilly, Falls Church, 

Reston



GRH Flip Out PromotionGRH Flip Out Promotion

Post-it notes on pizza boxesPost it notes on pizza boxes

10% discount with GRH card10% discount with GRH card

Approximately 15 000 boxes go out per monthApproximately 15,000 boxes go out per month

L ki  f  2 th  di t ib ti  A il d JLooking for 2 months distribution, April and June



GRH Flip Out Post-It NoteGRH Flip Out Post It Note



GRH Flip Out PromotionGRH Flip Out Promotion

Flippin’ Pizza to provide coupons for free pizza for Flippin  Pizza to provide coupons for free pizza for 
GRH Rewards program

Radio promotion as part of value add with Flippin’ Pizza 
to provide the contest prizesp p



Bike to Work Day 2011Bike to Work Day 2011

Marketing and Promotional Materials include:
• Radio
• Poster and rack card
• T-shirt
• Pit stop banners

Ci l t  b  d• Circulator bus cards
• Facebook and Twitter
• Considering print adsConsidering print ads



BTWD 2011 Poster and Rack CardBTWD 2011 Poster and Rack Card



BTWD 2011 T-ShirtBTWD 2011 T Shirt



BTWD 2011 Banner



BTWD 2011 Facebook



BTWD 2011 Twitter



Employer Recognition Awards Employer Recognition Awards 

Selection committee meets March 23
Marketing collateral in development includes:  

 Invitation
 Awards brochure
 Podium signage
 Winner print ad

Employer Recognition Awards ceremony June 2011



2011 Employer Recognition Awards Creative2011 Employer Recognition Awards Creative



Comprint Military Relocation GuideComprint Military Relocation Guide



Telework Exchange’s Spring Town Hall Program Telework Exchange s Spring Town Hall Program 



Questions & AnswersQuestions & Answers

Any questions or comments?Any questions or comments?


