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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

INITIATIVES

 Car Free Day
 Ridesharing
 Guaranteed Ride Home
 ’Pool Rewards
 CarpoolNow Mobile App
 Flextime Rewards
 Bike to Work Day
 Employer Recognition Awards
 Newsletter
 New Commuter Connections Logo



Newsletter

FALL SCHEDULE

AUG Spring FY 2019 Concept Development Begins

AUG Summer Quarterly Newsletter & E-Newsletter Distributed

SEPT Car Free Day Promotion

OCT Fall 2018 GRH & Rideshare Campaign Launches

NOV ’Pool Rewards Campaign Launch

NOV Bike to Work Day 2019 Sponsor Drive

NOV Fall Quarterly Newsletter & E-Newsletter Distributed

DEC Employer Recognition Awards 2019 Nomination Brochure

DEC Direct Mailer



Car Free Day



Car Free Days

STRATEGY

 Promote alternative modes of transportation 
for both commute and lifestyle

 Encourage pledging to go car free or car-lite 
by telework, bicycling, walking, carpooling, 
vanpooling or taking transit

 Generate in-kind sponsorships
 Offer prizes and promotions as incentives



Car Free Days

PROCLAMATION

Car Free Day Proclamation Signing - July 2018



Car Free Days

MARKETING EFFORTS FOR CAR FREE DAY

 Website
 Poster
 Direct Mailer to Employers
 Social Media
 Traditional and Internet Radio
 Radio Endorsements
 Digital (all devices)
 Text Messaging
 Earned Media Placements
 Donated Transit Space
 Jurisdiction Special Events
 Key Influencer Blogs



Car Free Days

POSTER



Car Free Days

WEBSITE



Car Free Days

FACEBOOK



Car Free Days

TWITTER



Car Free Days

CAR FREE DAY MEDIA BUDGET (NET)

Text Message:
$400

Social:
$6,000

Digital Influencers: 
$3,000

Radio:
$23,363.65

Pandora: 
$12,236



Car Free Days

PAID MEDIA: RADIO



Car Free Days

PAID MEDIA: PANDORA



Car Free Days

PAID MEDIA: KEY INFLUENCERS



Car Free Days

PAID MEDIA: KEY INFLUENCERS



Car Free Days

PAID MEDIA: YOUTUBE






Car Free Days

PAID MEDIA: YOUTUBE






Car Free Days

PAID MEDIA: YOUTUBE






Car Free Days

PAID MEDIA: SOCIAL MEDIA



Car Free Days

PAID MEDIA: SOCIAL MEDIA



Car Free Days

PAID MEDIA: TEXT MESSAGES

Thanks for dropping your 
keys for a day! Ask your 
co-workers, family & 
friends to take the free
pledge 
www.carfreemetrodc.org



Car Free Days

SPONSORSHIP RAFFLE PRIZES

 Capital Bikeshare annual memberships, courtesy goDCgo
 Samsung Galaxy Tab A 32GB Wi-Fi, courtesy Tri-County Council for Southern 

Maryland
 KIND Healthy Snacks gift bag, courtesy KIND
 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
 Pairs of single ride tickets, courtesy VRE
 Annual memberships, courtesy Washington Area Bicyclist Association



Car Free Days

EARNED MEDIA

 Partnering with American Lung Association 
and American Heart Association

 Publication and outlet calendar listings
 Press releases/media advisories
 Content for association solicitation and 

communications
 Radio/TV interview placements
 College Campus Challenge kits
 Implement grassroots social media influencers 

campaign



Car Free Days

DONATED SPACE

Transit space donated by:
 Arlington Transit (ART) interiors
 Fairfax County Connector exteriors
 Metrobus interiors
 Montgomery Co Ride On exteriors 
 Prince George’s Co bus shelters



Car Free Days

COLLEGE CAMPUS CHALLENGE



Rideshare



Rideshare

FY19 FALL STRATEGY

 Geographic emphasis on middle and outer ring commutes
 Continue spring FY 2018 creative



Rideshare

FALL RIDESHARE CREATIVE



Rideshare

FALL FY19 RIDESHARE MEDIA BUDGET (NET)



Rideshare

FALL RIDESHARE RADIO



Rideshare

FALL RIDESHARE PODCAST



Rideshare

FALL RIDESHARE PANDORA



Rideshare

FALL RIDESHARE CREATIVE: AUDIO



Rideshare

FALL RIDESHARE DIGITAL



Rideshare

FALL RIDESHARE DIGITAL



Rideshare

FALL RIDESHARE SOCIAL



Rideshare

FALL RIDESHARE SOCIAL



Rideshare

FALL RIDESHARE SOCIAL



Rideshare

FALL RIDESHARE SOCIAL



Rideshare

FALL RIDESHARE SOCIAL






Rideshare

FALL RIDESHARE SOCIAL






Rideshare

FALL RIDESHARE: NATIVE CONTENT

• Each article is posted on 
WTOP.com and boosted 
on Facebook

• Page Views: 16,250
• Facebook Impressions: 

124,925
• Facebook Reach: 56,447
• Facebook Clicks: 2,937
• Facebook Reactions, 

Comments and Shares: 64



Rideshare

FALL RIDESHARE KEY INFLUENCERS



Rideshare

FALL RIDESHARE KEY INFLUENCERS



Guaranteed Ride Home



Guaranteed Ride Home

GRH FALL CREATIVE



Guaranteed Ride Home

FALL FY19 GRH MEDIA BUDGET (NET)



Guaranteed Ride Home

FALL GRH RADIO



Guaranteed Ride Home

FALL GRH PODCAST



Guaranteed Ride Home

FALL GRH PANDORA



Guaranteed Ride Home

GRH FALL CREATIVE: AUDIO



Guaranteed Ride Home

FALL GRH TRANSIT



Guaranteed Ride Home

FALL GRH SOCIAL



Guaranteed Ride Home

FALL GRH SOCIAL



Guaranteed Ride Home

FALL GRH STREAMING



Guaranteed Ride Home

GRH FALL CREATIVE: VIDEO






Guaranteed Ride Home

GRH FALL CREATIVE: VIDEO






Guaranteed Ride Home

FALL GRH KEY INFLUENCERS



Guaranteed Ride Home

FALL GRH KEY INFLUENCERS



Guaranteed Ride Home

FALL GRH KEY INFLUENCERS



Guaranteed Ride Home

FALL FY19 GRH BALTIMORE MEDIA BUDGET (NET)



Guaranteed Ride Home

FALL GRH BALTIMORE



Spring Umbrella Campaign
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FY2018 CAMPAIGN DEVELOPMENT TIMELINE

 Review research and results from previous campaigns Jun-18

 Regional TDM Marketing Creative Input Survey Jul-18

 Develop Marketing Communications Plan                     Jul-18

 Feedback on Plan from Regional TDM Marketing Group (SharePoint) Aug-18

 Present written conceptual approaches at Reg TDM Marketing Group Mtg Sep-18

 Present visual creative concepts to Reg TDM Mktg & State TDM Wkgrps Oct-18

 Refine, Develop and Finalize Nov-18 

 Media Selection Dec-18

 Production and Distribution to Media Jan-18

 New FY18 Creative Campaign Goes Live Feb-18



Rideshare

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



FY19 Spring Rideshare



Rideshare

FY19 SPRING RIDESHARING CONCEPT

Media Strategy 

 Drive time radio supported by social media and pre-roll video ads

Creative Strategy

 Market Confusion (Uber/Lyft – Ridesharing)

 No other program has the breadth and depth of benefits for free

 Registration gets commuters instant access to other programs 

 Promote Commuter Connections as a community of commuters



Rideshare

Creative Concepts



Rideshare

Creative Concepts



Rideshare

Creative Concepts



Rideshare

Creative Concepts



Rideshare

SELECTED CONCEPT



FY19 Spring Guaranteed Ride Home



Guaranteed Ride Home

FY19 SPRING GRH CONCEPT

Media Strategy 

 Radio as anchor supported by digital video pre-roll video and social 
media

Creative Strategy

 A visual that is humorous/eye-catching to pull audiences in 

 Develop a visual representation of experiencing the stress of and 
how the brand can help consumers in those situations. 



Guaranteed Ride Home

Creative Concepts



Guaranteed Ride Home

Creative Concepts



Guaranteed Ride Home

Creative Concepts



Guaranteed Ride Home

Creative Concepts



Guaranteed Ride Home

SELECTED CONCEPT



‘Pool Rewards



‘Pool Rewards

STRATEGY

• Promote benefits & encourage registration

• Use Social Media

• Creative and Media in development

• Launched Mid-November



‘Pool Rewards

POOL REWARDS FY19 MEDIA BUDGET (NET)



‘Pool Rewards

CREATIVE LOOK



‘Pool Rewards

CREATIVE LOOK






‘Pool Rewards

POOL REWARDS SOCIAL (NBC4)



CarpoolNow Mobile App



CarpoolNow

STRATEGY

 Encourage download and usage of the new 
CarpoolNow mobile app throughout the 
Metro DC area.

 Focus on Driver messaging

 New driver incentive available now



Flextime Campaign



Flextime Rewards

STRATEGY

• Promote benefits & encourage registration

• Use digital media platforms

• Creative and Media in development

• Campaign Live: Spring 2019



Bike To Work Day



Bike to Work Day

Two cash sponsors secured to 
date: $3,450

Sponsorship drive to continue 
through February 1, 2019.

Poster concepts developed for 
Steering Committee review.

BIKE TO WORK DAY



2019 Employer Recognition Awards



Employer Recognition Awards

2019 EMPLOYER RECOGNITION AWARDS

STRATEGY

Recognize employers who deliver outstanding 
and  measurable commuter benefits and/or 
telework programs



Employer Recognition Awards

NOMINATION FORM SELF-MAILER



Employer Recognition Awards

SEP Form Awards Workgroup

OCT Develop concepts

OCT Selection by Workgroup

NOV Develop brochure and nomination form

DEC Mailing to level 3 & 4 employers in database

DEC Nomination period begins

20
18

JAN Email blast to level 3 & 4 employers in database

FEB Nomination period ends

MAR Selection Committee meets

APR Develop program brochure, invitations, video, and other materials

MAY Media coordination

JUN Employer Recognition Awards ceremony

JUN Print Ad

20
19

SCHEDULE



Newsletter



Newsletter

OBJECTIVES & STRATEGY

 Build loyalty and brand awareness

 Report on relevant TDM news

 Published quarterly and reaches:

 Employer Transportation Coordinators

 Committee members

 Other TDM stakeholders

 Federal ETC’s (w/insert)

 e-Newsletter delivered quarterly 



Newsletter

PRINT



Newsletter

Digital Newsletter



Bike to Work Day

FY19 LOOKING AHEAD

Flextime Rewards Jan 2019 – Mar 2019

CarpoolNow Jan 2019 – Mar 2019

Spring FY19 Campaign Live Feb 2019 - June 2019

Bike to Work Day Campaign Live Apr 2019 - May 2019

Employer Recognition Awards June 2019



THANK YOU
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