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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



INITIATIVES

 Ridesharing
 Guaranteed Ride Home
 CarpoolNow Mobile App
 Flextime Rewards
 Bike to Work Day
 Employer Recognition Awards
 Newsletter



Ridesharing



SPRING RIDESHARE CREATIVE STRATEGY

Rideshare

Media Strategy 

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

ads

Creative Strategy

 Use statistics in an infographic-like design to bring the benefits of 
alternative mode commutes forward in a fun way



SPRING RIDESHARE CREATIVE

Rideshare

Why Rideshare? Why Not?



MEDIA SELECTION PROCESS
Review and Analyze

 Marketing Communications Plan
 3rd party media data
 Reach and 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

Rideshare



RIDESHARE FY19 MEDIA 
BUDGET (NET)

DC Radio $190,906.60
Exurb Radio $31,249.40
Pandora $40,001.00
Digital/Social $19,315.00

Total Paid Media: $281,472.00

Rideshare



SPRING RIDESHARE DC RADIO
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

Rideshare



SPRING RIDESHARE EXURB RADIO
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

Rideshare



SPRING RIDESHARE RADIO ADS
:30 radio spots

Rideshare

Why Rideshare? Why Not?
Bob

Why Rideshare? Why Not?
Jane



SPRING RIDESHARE

Rideshare

Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17



SPRING RIDESHARE
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

Rideshare



SPRING RIDESHARE FACEBOOK
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

rideshare



SPRING RIDESHARE DIGITAL ADS WTOP.COM
Flight dates: 2/11, 2/25, 3/11, 3/25, 4/8, 4/22, 5/20, 6/3, 6/17

Rideshare



Guaranteed Ride Home



CREATIVE STRATEGY

Guaranteed Ride Home

Media Strategy 

 Radio and television as anchors supported by digital, pre-roll video, 
and social media

Creative Strategy

 Use visuals that are humorous and appeal to that inner anxiety we 
all feel in certain moments, like when we realize we cannot get home



GRH SPRING CREATIVE

Guaranteed Ride Home

Don’t Freak Out!



GRH FY19 MEDIA BUDGET (NET)

DC Radio $106,567.00

Exurb Radio $60,242.90

NBC4 (TV) $92,632.15

Digital/Social $21,764.70

Total Paid Media: $281,206.75

Guaranteed Ride Home



GRH BALTIMORE FY19 MEDIA 
BUDGET (NET)

Baltimore Radio $22,295.50

Facebook $1,350.00

YouTube $1,350.00

Total Paid Media: $24,995.50

Guaranteed Ride Home



SPRING GRH DC RADIO
Flight dates: 2/18, 3/4, 3/18, 4/1, 4/15, 4/29, 5/27, 6/10, 6/24

Guaranteed Ride Home



SPRING GRH EXURB RADIO
Flight dates: 2/18, 3/4, 3/18, 4/1, 4/15, 4/29, 5/27, 6/10, 6/24

Guaranteed Ride Home



SPRING GRH BALTIMORE RADIO
Flight dates: 2/18, 3/4, 3/18, 4/1, 4/15, 4/29, 5/27, 6/10, 6/24

Guaranteed Ride Home



SPRING GRH RADIO ADS
:30 English radio spots 

Guaranteed Ride Home

Don’t Freak Out!
Male

Don’t Freak Out!
Female



SPRING GRH VIDEO
Flight dates: 2/18, 3/4, 3/18, 4/1, 4/15, 4/29, 5/27, 6/10, 6/24

Guaranteed Ride Home



SPRING GRH
Flight dates: 2/18, 3/4, 3/18, 4/1, 4/15, 4/29, 5/27, 6/10, 6/24

Guaranteed Ride Home



SPRING GRH DIGITAL ADS WTOP.COM
Flight dates: 3/12, 3/26, 4/9, 4/23, 5/28, 6/11, 6/25

Guaranteed Ride Home



SPRING GRH FACEBOOK
Flight dates: 18-Feb 4-Mar 18-Mar 1-Apr 15-Apr 29-Apr 27-May 10-Jun 24-Jun

Guaranteed Ride Home



SPRING GRH TRANSIT ADS
Flight dates April through June 2019

Guaranteed Ride Home



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

Campaign live Spring 2019



Flextime Campaign



Newsletter

STRATEGY

 Promote benefits & encourage registration

 Use digital media platforms

 Creative and Media in development

Campaign Live: Spring 2019

Flextime Rewards



Bike to Work Day



BIKE TO WORK DAY

STRATEGY

• Promote bicycling as a viable 
alternative commute mode

• Build regional participation

• Engage employers and 
organizations

BUDGET

• Media plan in development

• $60,000

Bike to Work Day

Friday, May 17, 2019



BIKE TO WORK DAY 2019 SPONSORS

$50,700 in cash  26 Sponsors $21,450  in-kind

Bike to Work Day



BIKE TO WORK DAY POSTER

Bike to Work Day



BIKE TO WORK DAY RACK CARD

Bike to Work Day



BIKE TO WORK DAY BANNER

Bike to Work Day



BIKE TO WORK DAY T-SHIRT DESIGN

Bike to Work Day



Bike to Work Day

BIKE TO WORK DAY WEBSITE



Employer Recognition Awards



2019 EMPLOYER RECOGNITION AWARDS
STRATEGY

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

• Newsletter
• Website
• Print ad
• Earned media
• Social media

Help winners leverage recognition
• Employer winner kit

Employer Awards Strategy

• Allow for organizations who share brand values to align with 
Commuter Connections

Employer Recognition Awards 2019



SCHEDULE

JAN Email blast to level 3 & 4 employers in database
FEB Nomination period ends
MAR     Selection Committee meeting
APR Develop program brochure, invitations, video, and other materials
MAY Media coordination
JUN     Employer Recognition Awards ceremony: June 21st
JUN     Print Ad

20
19

Employer Recognition Awards Ceremony
The National Press Club

Employer Recognition Awards 2019



Newsletter



OBJECTIVES & STRATEGY

• Report on relevant TDM news

• Promote Commuter Connections services and special events

• Print Publication and E-Newsletter reaches

o Employer Transportation Coordinators

o Committee members

o Other TDM stakeholders

o Federal ETC’s (w/insert)

Newsletter



Winter Newsletter

additional marketing



Winter e-Newsletter

Newsletter



LOOKING AHEAD

Spring Campaign 

CarpoolNow

Bike to Work Day Campaign 

Spring Newsletter

Employer Recognition Awards Event

Thru June 2019

Mar – May 2019

Apr – May 2019

May 2019

June 2019



Q & A
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