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FY13 SCHEDULE

2012

June Review research and results from recent campaigns

July Develop Marketing Communications Plan July Develop Marketing Communications Plan 

Aug Feedback on Plan from Regional TDM Marketing Group (Extranet)

Sep Present conceptual approaches to Regional TDM Marketing Group

O R fi  d d l  h b d  W k  f db kOct Refine and develop approach based on Workgroup feedback

Nov Finalize creative

Dec Produce creative

2013

Jan Distribute creative to media vendors

Feb Spring Umbrella Campaign launch



OVERALL PROGRAM OBJECTIVES
Convert single occupant vehicle (SOV) commuters to 

alternate modes of transportation

Encourage continued use of alternate modes of transportEncourage continued use of alternate modes of transport

Reduce vehicle trips

Reduce vehicle miles of travel

Reduce vehicle emissions associated with commuting



STRATEGY



PAID MEDIA



VALUE ADD MEDIA

F A L L  U M B R E L L A  C A M P A I G N
 Paid media: $439,718
 Added value: $116,700, additional 26.5%

C A R  F R E E  D A Y
 Paid media: $44,600
 Added value: $39,400, additional 88.3%



EARNED MEDIA

6 3 M E D I A  P L A C E M E N T S  F O R  C A R F R E E  D A Y

A D D I T I O N A L  M E D I A  P L A C E M E N T S :
 Sep No Escape: Terrible Traffic Tuesday Approaches

September traffic: Worst ever?

 Nov Vanpools starting, riders neededNov Vanpools starting, riders needed

 Oct Working from home grows in popularity



FALL RIDESHARE CAMPAIGN

M E S S A G E (FY2012 SPRING UMBRELLA CAMPAIGN):   

R I D E S H A R E  I S  A N  E A S Y  W A Y  T O  S A V E  M O N E Y  

G E O G R A P H I C  E M P H A S I S  O N  M I D D L E  A N D  O U T E R  

R I N G  C O M M U T E S

• Longer commutes, distance and time
• Fewer public transit options

M E D I A :

• Radio (anchor)• Radio (anchor)
• TV
• Online banner ads



FALL RIDESHARE CAMPAIGN CREATIVE



FALL RIDESHARE CAMPAIGN RADIO  

12 radio stations promote ridesharing, October 1-December 9



FALL RIDESHARE RADIO – COMMUTER INFO

C O M M U T E R  I N F O  R E P O R T

 “Commuter Info Report” on WTOP and Federal News Radio, Wed‐Fri, 10 
k l i kl d b i b i d iweeks, alternating weekly and by station between morning and evening 

drive time.

 :60s Commuter Connections‐sponsored report
 :30s WTOP‐produced topical commute report
 :30s Commuter Connections spot

Li 10 d T ffi S hi P k WTOP f 10 k Live 10 second Traffic Sponsorship Package on WTOP for 10 weeks.  

 Banner ads on WTOP.com and FederalNewsRadio.com for 10 weeks .



FALL RIDESHARE RADIO –
COMMUTER INFO COMMUTER INFO 

C O M M U T E R  I N F O  R E P O R T

P R E S E N T E D  B Y  D A V E  D I L D I N E

S A M P L E  C O M M U T E R  I N F O  R E P O R T  T O P I C S

Teleworking increases

Company efforts to improve employee commutes

DDOT’s development of L Street bike track, 
support biking as a viable commute option

Superstorm Sandy reminder of need to plan Superstorm Sandy reminder of need to plan 
commute alternatives



FALL RIDESHARE – COMMUTER INFO 
BANNER ADS



FALL RIDESHARE CAMPAIGN TV

Television on Comcast, Oct 29 - Dec 24

Stations airing spot included CNBC  NFL Network  Stations airing spot included CNBC, NFL Network, 
ESPN2, Comcast Sportsnet, Animal Planet, 
Lifetime, Lifetime Movie Network, Style, Travel, 
TV Land



FALL RIDESHARE CAMPAIGN 
BANNER ADS

O N L I N E  B A N N E R  A D S  D U R I N G  N O V - D E C

• Run-Of-Site (ROS) on 
WashingtonTimes comWashingtonTimes.com

• Home, weather, traffic, and business 
pages on WJLA.com

• News, weather, traffic pages on 
NBC4.com



FALL RIDESHARE CAMPAIGN BANNER ADS



FALL RIDESHARE CAMPAIGN FALL RIDESHARE CAMPAIGN 
VALUE ADDS

 Bonus weeks, no charge, reduced rates on WAFY, 
WWEG, WSMD, WFLS, WJMA, WTOP, WILC, 
Comcast

 Interview with Jose Diaz on WILC

 35,000 bonus impressions on NBC4.com

 150,000 bonus impressions on Washington Times 
e-newsletter



FALL GRH CAMPAIGN

M E S S A G E (FY2012 SPRING UMBRELLA CAMPAIGN):   

G R H  O F F E R S  A  S A F E T Y  N E T  F O R  T H O S E  W H O  R I D E S H A R E .

G E O G R A P H I C  E M P H A S I S  O N  I N N E R  C O R E  C O M M U T E S

M E D I A :  R a d i o



FALL GRH CAMPAIGN CREATIVE



FALL GRH CAMPAIGN RADIO

4 radio stations promote ridesharing, October 8-December 16



FALL GRH CAMPAIGN VALUE ADDS

Win dinner for your carpool courtesy of  
Ledo Pizza 

 Contest on DC101 and WBIG

 6 giveaways: DC101 (10/22, 11/5, 
12/3) and WBIG (10/22, 11/12, 12/10)

Pushdown ads on WBIG and DC101 websites



FALL GRH CAMPAIGN VALUE ADD  

Ledo Pizza
promotion



FALL GRH CAMPAIGN VALUE ADD

Push down 
ad expands



FALL GRH CAMPAIGN VALUE ADD 

Banner
expansionp



‘POOL REWARDS CAMPAIGN

Promoted during Fall Campaign using value add media

• WBQB direct mail

• :10s promotional spots on WAFY  WWEG  WFMD  WFRE  WFLS• :10s promotional spots on WAFY, WWEG, WFMD, WFRE, WFLS

• Banner ads on station websites: WFMS, WFRE, WJMA, and tile on 
WMAL



‘POOL REWARDS AD

½ page ad in WBQB direct 
mail, delivered to 65,000 
homes in November



‘POOL REWARDS VALUE ADD BANNER AD



RESULTS: RIDESHARE APPLICATIONS (MONTHLY)



RESULTS: RIDESHARE APPLICATIONS (CUMULATIVE)



RESULTS: GRH APPLICATIONS (MONTHLY)



RESULTS: GRH APPLICATIONS (CUMULATIVE)



CAR FREE DAY CAMPAIGN

Promote Car Free Day as an opportunity to consider reliance on cars and 
introduce commuters/drivers to alternate commute modes

Opportunity to consider transportation choices on weekend

Emphasis placed on all drivers, not just commuters

Media
 Radio
 Text Messagesg
 Transit Signage

 Great participation at local events

 Growing contribution of prizes and giveaways

 Teaming with local businesses and organizations



CAR FREE DAY CAMPAIGN CREATIVE



CAR FREE DAY AREA EVENTS

F t i  th  St t Feet in the Street –
Ft. Dupont Park, SE



CAR FREE DAY AREA EVENTS

Bethesda



CAR FREE DAY AREA EVENTS

ArlingtonArlington



CAR FREE DAY AREA EVENTS

Farmer’s Market, Calvert County



CAR FREE DAY AREA EVENTS

WABA’s 50 States Bike RideWABA s 50 States Bike Ride



CAR FREE DAY PRIZES 
• Apple ® iPad™, courtesy Base Technologies

• Bicycle - with assembly and warranty, courtesy BicycleSPACE

• $500 in Groceries - locally sourced food delivered to your doorstep, courtesy of Relay

• Bike Rentals – free rentals on Car Free Day, courtesy Bike & Roll

• Capital Bikeshare - annual memberships, courtesy Capital Bikeshare

• CarSharing Memberships –one year membership fee waived, courtesy ZipCar

• CarSharing Rentals free one day car rental  courtesy car2go• CarSharing Rentals – free one day car rental, courtesy car2go

• Commuter Rail Passes - courtesy Maryland Transit Administration and Virginia Railways Express

• eReader - Amazon Kindle, courtesy goDCgo

• Health Club Passes – Free 7 day pass, courtesy Sport & Healthy p y p

• Major League Baseball - Pair of Tickets to a Nationals Games (2013 Season), courtesy Washington 
Nationals

• Maryland Renaissance Festival – pairs of tickets, courtesy of Clear Channel Media and 
Entertainment 

• Segway Tours – See the City Tours for Two, courtesy Capital Segway

• SmarTrip Cards - loaded with $20 of fare, courtesy WMATA (Metro) 

• 2-layer Buttercream Cake - whimsical cakes for all occasions courtesy of Sweet Themez



CAR FREE DAY COUPONS



CAR FREE DAY PRESS AND MEDIA

Press Releases
 August 15, 2012; Car Free Day Pledge Site Now Open!

 September 10, 2012; Beat the High Price of Gas by Going Car Free on September 22p , ; g y g p

 September 19, 2012; There is Still Time to Pledge to Go Car Free Sign up and Win Great 
Prizes!

Earned Media
 63 media placements

 6 interviews with Nick Ramfos

 New coverage: Restaurant Association of Metropolitan 
Washington, “Attract New Customers on Car Free Day”

 New sponsor: Mellow Mushroom Pizza Bakers, from 
RAMW l ttRAMW e-newsletter

Nick Ramfos Interview



CAR FREE DAY WEBSITE GOOGLE ANALYTICS

R di  f l   i   th  tRadio referrals come in near the top



CAR FREE DAY RESULTS

Car Free Day Pledges

11787 First time 
weekend 
C  F  D

5445
6211

6900 7165

Car Free Day

5445

2008 2009 2010 2011 2012



CAR FREE DAY RESULTS

Car Free Day 2012 Pledges
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CAR FREE DAY FUTURE OPPORTUNITIES 

Extend focus and reach to include similar-focused events, e.g., 

PARK(ing) Day, Try Transit Week

Appeal to local  environmental  health organizations and causesAppeal to local, environmental, health organizations and causes

Continue to grow business support and promotion



CURRENT CAMPAIGNS IN DEVELOPMENT

Spring Umbrella Campaign

‘Pool Rewards 

Bike to Work DayBike to Work Day

Employer Recognition Awards



SPRING RIDESHARE CAMPAIGN

S T R A T E G Y

 Capitalize on introduction of new ridesharing mobile and social apps

 Commuter Connections trusted, regional provider of ridematching
services for nearly 40 years

 Over 30,000 commuters in database
 Focus on long-term matches

 Save money resonates with commuters

S l ti  f  iddl  d t  i g t Solution for middle and outer ring commuters



SPRING RIDESHARE CAMPAIGN CREATIVE



SPRING RIDESHARE CAMPAIGN CREATIVE



SPRING RIDESHARE CAMPAIGN DIRECT MAIL



SPRING GRH CAMPAIGN

S T R AT E G Y

 Emphasize ridesharing: For those who rideshare, GRH is a safety net.
F   i   t Focus on inner core commuters



SPRING GRH CAMPAIGN CREATIVE



SPRING GRH CAMPAIGN CREATIVE



SPRING GRH CAMPAIGN DIRECT MAIL



‘POOL REWARDS CAMPAIGN

Continue to promote alongside Rideshare

f fTo increase likelihood of finding  a ridematch 
sharing a similar commute; promote to regional 
employers

• January launch: ETC contest with winning 
company receiving radio-hosted social event

 April (Earth Da )  Street teams promoting ‘Pool • April (Earth Day): Street teams promoting ‘Pool 
Rewards at employer fairs 



EMPLOYER RECOGNITION
AWARDS CAMPAIGN

Engage with regional employers who 
deliver measurable commuter benefits

Increase recognition level of award 
and event

• Winner seals provided to 2012 winners
• Press release 
• Commuter Connections newsletter coverage
• Subject of Commuter Info Report on WTOPSubject of Commuter Info Report on WTOP

Call for nominations is open!



EMPLOYER RECOGNITION AWARDS APPLICATION



BIKE TO WORK DAY 
FRIDAY MAY 13, 2013,

Promote Bike to Work Day as an opportunity to consider bicycling as a viable alternate 
commute mode

Continue to build regional participation Continue to build regional participation 

Encourage active engagement, participation, sponsorship by area employers and 
organizations

Sponsorship drive started in October

Sponsors secured to date: 
 Gold: ICF International Gold: ICF International
 Silver: Bike Arlington
 Bronze: Crystal City BID

Sponsorship drive continues through January



ADDITIONAL MARKETING 

Summer and
Fall NewslettersFall Newsletters



ADDITIONAL MARKETING 

Military Newspaper
Relocation GuideRelocation Guide



NEXT QUARTER 
LOOK AHEAD

• Winter newsletter

• Launch of ‘Pool Rewards campaign

• Launch of Spring Umbrella campaign

• Bike to Work Day sponsorship drive 
completed and marketing elementsp g
prepared

• Employer Recognition Awards   
Selection Committee Meetingg


