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Executive Summary  
  
Overview 
This document summarizes Commuter Connections marketing activity occurring between July 
and December 2018. Through the regional TDM Mass Marketing effort, Commuter Connections 
delivers a brand promise as the regional solution for commuters seeking alternative 
transportation options within the Washington D.C. region. Through the use of media and other 
forms of communication at high reach and frequency levels, the marketing campaign aims to 
persuade SOV commuters to switch to alternative modes of travel, and current alternative 
mode users to maintain and increase usage. 
 
The marketing initiative was built on TDM research (demographic, behavioral, and attitudinal 
aspects of commuters in the Washington region), past campaign experience, network member 
feedback, and economic conditions. The overall objective of the regional TDM Mass Marketing 
project is to meet congestion and air quality impact goals.  
 
The regional TDM Mass Marketing initiative promotes Commuter Connections’ Ridematching 
services and Guaranteed Ride Home (GRH) programs.  
 
Other campaigns for the first half of FY19 include the promotion of ‘Pool Rewards and Car Free 
Days. Car Free Days was held on Friday and Saturday, September 21-22, 2018 and served as an 
opportunity to promote alternative modes for both commute and non-commute 
transportation, and encouraged commuters and the general public to take the pledge to use car 
free or car-lite transportation. The ‘Pool Rewards program was geared toward encouraging SOV 
commuters to carpool or vanpool through monetary incentives. 
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Mass Marketing Campaign  
The FY2019 first half media campaign, promoting Ridesharing and GRH, uses advertising 
developed for spring FY 2018, in both audio and visual forms. Campaign creative were themed, 
“Belonging has its Benefits” for Rideshare, and “Don’t Get Stuck” for GRH. Four radio ads, two 
Rideshare and two GRH, were produced in January 2018. The Rideshare campaign kicked off 
the last week of September, while the GRH campaign kicked off the first week of October. The 
campaigns ran for a total of fourteen weeks, alternating weeks between Rideshare and GRH. 
The total cost of the Rideshare media buy was $276,365.25, and the total cost of the GRH 
media buy was $281,381.  
 
The FY2019 first half media campaign also includes promoting GRH in the Baltimore region, 
using the same advertising developed for spring FY2018 radio and social media for the DC 
region. Two GRH radio ads ran for a total of eight weeks, starting at the beginning of October 
and running through the last week of December. The total cost of the GRH Baltimore media buy 
was $24,994.50. 
 
Value Add Promotions 
Based on paid media spending, value add was negotiated in the form of additional media 
exposure. Value add varies from no-charge radio ads, brief promotional messages, radio 
personality social media posts, email blasts, and banner ads on station web sites.  
 
Messaging Strategy 
Rideshare’s “Belonging has its Benefits” campaign informs commuters that once they register 
with Commuter Connections for free, they gain access to ridematch options and a host of 
commuting benefits and programs. Quality of life is improved, stress is reduced, and the 
overall effort to reduce congestion is positively impacted. Rideshare advertising was heard on a 
mix of music and news radio stations. Other marketing and advertising included podcasts, 
digital, and social media. 
 
The FY18 messaging for GRH is “Don’t Get Stuck”. This concept offers the scenario of being 
stuck at work without a way to get home but does so in a humorous manner. By creating a 
lighthearted situation, commuters are reminded that GRH can solve the "got stuck" feeling 
with a free ride home. By registering or re-registering ahead of time, commuters who use 
alternative transportation can rest assured that when unexpected issues arise, they can get 
home - guaranteed. GRH registration is positioned as an easy step that will pay off when the 
audience finds themselves confronted with late nights, illness, or unexpected emergencies. A 
reminder to register or renew is included in the messaging. GRH advertising was placed on a 
mix of music, and news radio stations, podcasts, digital, social media, transit signage, and 
direct mail. 
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Car Free Days 
Radio, posters, social media, text messages, donated transit space, and earned media were 
used to promote Car Free Days 2018.  Pledges reached nearly 2,800 which included the college 
pledges raised during the Car Free Days College Campus Challenge. The total cost of the Car 
Free Days media buy was $44,998.65.   
 
‘Pool Rewards  
Facebook advertisements through radio partners were used to promote ‘Pool Rewards during 
the first half of FY19. The campaign started in the middle of November 2018 and ran through 
the end of December. The campaign promoted the benefits and cost savings of the ‘Pool 
Rewards program for carpools and vanpools. The total cost of the ‘Pool Rewards media buy was 
$15,000 for the first half of FY19. 
 
Employer Recognition Awards 
Winners will be honored at an awards ceremony in June 2019. A nomination brochure and  
application form was created and mailed early December, and also made available online.  
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Introduction 
The FY2019 Marketing Communications Plan and Schedule, distributed to Commuter 
Connections’ network members in September 2018, served as a tool to outline marketing plans 
for FY2019. The strategy behind the FY2019 campaign reflects the state of events for the 
regions’ commuters, and builds upon findings from the following reports: 
 

• 2016 State of the Commute Survey Report 
• 2016 Commuter Connections Guaranteed Ride Home (GRH) Program Washington DC 

Region Survey Report 
• 2016 Commuter Connections Guaranteed Ride Home (GRH) Program Baltimore 

Region Survey Report 
• FY 2015 Commuter Connections Applicant Database Annual Placement Survey 

Report 
• FY2015-FY 2017 Commuter Connections Transportation Emission Reduction (TERM) 

Analysis Report 
• 2016 Bike to Work Survey TERM Analysis Report 

 
The first half of FY2019 includes the following actions: 
 

• The continuation of the spring FY 2018 Rideshare marketing campaign which 
emphasizes the benefits of Commuter Connections free membership and the safety net 
of GRH.   

• The promotion of Car Free Days 2018 to remind commuters to explore alternative 
transportation options to work, school, or anywhere they need to go. 

• The continuation of the Ridesharing incentive program ‘Pool Rewards. 
• Summer and fall newsletters that provide articles on transportation updates and 

changes that benefit employers, including infographics for quick glances at commuter 
statistics. 

• A “Call for Nominations” brochure and form for the 2019 Employer Recognition Awards. 
• The kick-off of the Bike to Work Day 2019 sponsor drive and development of poster 

concepts. 
• The development of a new umbrella campaign to launch in February 2019. 
• Deployment of a new website for Commuter Connections.  
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About Commuter Connections 
Commuter Connections is a regional network of transportation organizations coordinated 
through the National Capital Region Transportation Planning Board at the Metropolitan 
Washington Council of Governments. Commuter Connections offers free commuter services to 
those who work in the Washington metropolitan area. Major services include Ridematching for 
carpools and vanpools, and administration of the Guaranteed Ride Home (GRH) program in both 
Washington and Baltimore. Through its Employer Outreach Representatives, Commuter 
Connections also assists employers establish commuter benefit programs for their employees, 
including teleworking. 
 

 
Organizations represented in the Commuter Connections Regional TDM Marketing  
Group include: 
 
• Arlington County Commuter Services 
• Bethesda Transportation Solutions  
• City of Alexandria Local Motion 
• District Department of Transportation  
• Dulles Area Transportation Association    
• Enterprise Rideshare 
• Fairfax City 
• Fairfax Connector 
• Fairfax County Commuter Services  
• General Services Administration  
• GW Ride Connect 
• LINK 
• Loudoun County Commuter Services 
• Maryland Department of Transportation  
• Maryland State Highway Administration  
• Maryland Transit Administration  
• Montgomery County Commuter Services 
• Montgomery County Ride On 
• National Institutes of Health  
• North Bethesda Transportation Center 

 

• Northern Neck Rideshare/PDC 
• Northern Virginia Transportation 

Commission  
• OmniRide (PRTC) 
• Prince George’s County Department of 

Transportation 
• Rappahannock Area Development 

Commission  
• Rappahannock-Rapidan Regional 

Commission 
• TransIT Services of Frederick County 
• Tri-County Council for Southern Maryland 
• Tysons Partnership Transportation 

Council  
• Virginia Department of Rail and Public 

Transportation  
• Virginia Department of Transportation  
• Virginia Railway Express  
• Washington Area Bicyclist Association 
• Washington Metropolitan Area Transit 

Authority
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Cornerstones of the Marketing Campaign 
The primary services featured in the marketing campaign are GRH and Ridematching. Both are 
integral to growing the regional database and making it easier for commuters to find and 
maintain shared ride arrangements. Other areas included in marketing outreach include transit, 
bicycling, and teleworking.  
 
The objectives of the marketing campaign are to: 

• Emphasize the benefits of ridesharing, through simple, direct messages. 
• Emphasize the time saving benefits of using HOV and Express Lanes. 
• Capitalize on the Commuter Connections mobile Ridematching and real-time ridesharing 

capabilities.  
• Position Commuter Connections as the trusted, convenient regional provider of 

commuter services for over forty years. 
• Draw on the additional savings of ‘Pool Rewards as further incentive. 
• Encourage commuters who use transportation alternatives to register for Guaranteed 

Ride Home. 
• Position Guaranteed Ride Home as a safety net, available to commuters in case of 

unscheduled overtime, or an unexpected personal or family illness or emergency. 
• Promote Guaranteed Ride Home to alternative commute mode users in both the 

Washington and Baltimore metropolitan regions, plus St. Mary’s County. 
• Increase the number of participants in Bike to Work Day, based on set committee goals. 
• Promote employer efforts to ease regional commuting issues through earned media 

placements, Employer Recognition Awards, and the employer newsletter.  
• Incorporate human interest stories of commuters using alternate commute modes 

and/or employers offering outstanding commuter benefits. 
• Increase reach to younger, Spanish, and African American audiences. 
• Reduce vehicle miles traveled and work trips. 
• Promote CarpoolNow, the real-time on demand Ridematching app. 
• Encourage Flextime Rewards participants to log trips.  

  



 
 

FY2019 1st Half Regional TDM Marketing Campaign Summary Draft Report December 18, 2018 Page 7 

Brand Character 
Commuter Connections is a network of organizations working to improve commutes. Through 
Commuter Connections’ online Ridematching system, commuters registering for the service will 
be given direct access to others who are looking to carpool and vanpool, along with an access 
to commute routes and other alternative mode options such as transit, bicycling, and 
teleworking. As more people share the ride to work, they positively affect air quality and 
mobility for the region. 
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Car Free Days 2018 
 
Car Free Days was celebrated on Friday and Saturday, September 21-22, 2018. The event 
promoted alternative travel modes for both commute and non-commute purposes, by 
encouraging commuters and the general public to take the pledge to use car free or car-lite 
transportation.  The total number of CAR FREE DAYS pledges reached nearly 2,800. 
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Media Objectives 
The Car Free Days campaign promoted more sustainable modes of transportation and raised 
public awareness. Car Free Days challenged drivers to leave their cars home for the day and go 
car free or car-lite by joining a team that fit their mobility best.  
 
In addition to paid media of radio and text messaging, radio promotions, posters, bus kings and 
shelters, banner ads on radio station websites, social media, and an earned media effort were 
created to bring attention to this event and drive the public to www.carfreemetrodc.org to take 
the pledge. 
 
 
 
 
 
 
Target market: 

• All drivers. 
 
Geographic Targeting 
 
Washington D.C. DMA 
 
Car Free Days Budget  MWCOG  Gross   
    Cost   Dollars   
 
Radio    $ 23,362.00  $27,484.70  
Pandora   $ 12,326.00  $14,395.30        
Social Media   $   6,000.00  $. 6,000.00      
Key Influencer   $   3,000.00  $  3,529.00          
Text Messaging  $      400.00  $     471.00          
 
Total Budget   $44,998.65  $52,939.00  
 
 
 
 
 
 
 
 
 
  

Radio
52%

Social
13%

Text 
Msg
1%

Key 
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7%

Pandora
27%

Car Free Days Spend

http://www.carfreemetrodc.org/
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Car Free Days Poster 
Messaging requested drivers to “Drop it For a Day” with a call to action to take the free pledge 
to use transportation alternatives.  The poster was distributed to employers and stakeholders. 
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Radio 
Radio informed the single occupant vehicle driving public of Car Free Days on WIAD (94.7 
Fresh), WTOP (103.5 WTOP News) as well as WJFK (103.5 The Fan). All three stations provided a 
combined value of $23,362, 52% of the total Car Free Days budget.  Stations also provided DJ 
personal endorsements that were recorded by the DJs inviting listeners to participate.  
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Car Free Days Social Media 
Social Media was used to keep friends of the event up to date on activities prior to and after 
the event. Car Free Days was “liked” by over 4,300 Facebook fans.  
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Paid Social Media Facebook Boosted Posts Ads                                                                                   
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Pandora 
An estimated 3,500,000 impressions were delivered using Pandora’s unique geo-targeting and 
effective advertisement delivery system. For Car Free Days, a :30 radio spot was utilized that 
ran concurrently with display advertisements.  
 
 
Pandora Display Ads 
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Key Influencers 
Paid partnerships with local popular bloggers Meg Biram and Courtney Dredden were utilized to 
help reach unique audiences.  
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Text Messages 
When event registrants took the Car Free Days pledge on carfreemetrodc.org, they could opt-in 
to receive text messages about the event.   Messages asked them to encourage their friends, 
family, and co-workers to also take the pledge. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Thanks for dropping your 
keys for a day! Ask your 
co-workers, family & 
friends to take the free 
pledge 
www.carfreemetrodc.org 
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Transit Signage 
Complimentary transit ad space was donated by Arlington, Prince George’s, Montgomery, and 
Metrobus.  

• Arlington Interior Bus Cards 
• Fairfax County Connector Bus Tails 
• Prince George’s County Bus Shelters 
• Montgomery County Bus Queens 
• Metrobus Interior Bus Cards 
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Earned Media 
Working closely with MWCOG’s Communications Office, outreach was conducted that included 
targeted press releases that raised awareness and focused on the benefits of going car free or 
car-lite for Car Free Days 2018. The following press releases and calendar listings were 
developed, distributed, and pitched to media outlets, and posted to social media:  
 
Earned media support for the Car Free Days campaign: 
 

• Promotional “kits” were designed to encourage event sponsorships in the form of 
discounts, coupons and prizes. The kits were distributed electronically to various 
associations, business improvement districts (BIDs), and chambers of commerce. As a 
result, a co-promotional opportunity was established with Cultural Tourism DC for their 
Walking Town DC 2018 event. The team promoted both events through a press release 
with a quote provided by Commuter Connections. The release was distributed by the 
group and placed on their website, along with the release of promotional social media 
content for placement on all platforms. Cultural Tourism DC also donated a prize for the 
regional raffle. 
 

• A College Campus Challenge promotional tool kit included an email template, website 
content, social media recommendations, a Car Free Days flyer and logo which was 
distributed to colleges and universities through the Consortium of Universities of the 
Washington Metropolitan Area.  Over 250 pledges (9.27% of all Car Free Day pledges) 
were made through .edu email domains. The top three institutions in order were 
Georgetown University, American University, and University of Maryland.  
 

• In tandem with MWCOG’s Office of Communications, outreach was conducted that 
included targeted press releases that raised awareness and focused on the benefits of 
going car free or car-lite during Car Free Days. 

 
• For the second consecutive year, Commuter Connections partnered with the American 

Lung Association to support CAR FREE DAYS ‘s initiative of improving the region’s air 
quality and health. The American Lung Association provided a quote for the Car Free 
Day press release and shared CAR FREE DAYS promotional posts and articles on their 
social media pages. a new partnership was established with the American Heart 
Association to amplify the CAR FREE DAYS message about health and air quality. In 
addition to providing a quote for the Car Free Day press release, the American Heart 
Association distributed the release and information about CAR FREE DAYS to its media 
list and stakeholders; created, posted, and distributed a blog post about CAR FREE DAYS; 
and promoted the event and its materials through its social media accounts.  
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Prizes 
Each event registrant who pledged to go car free or car-lite was entered into a raffle for a 
chance to win any of the following sponsor donated prizes. Social media posts also mentioned 
businesses who donated prizes. Car Free Days 2018 was also sponsored by District Taco who 
offered a promo code discount for online orders to all participants who pledged.  
 
 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 
 Pair of single ride tickets, courtesy VRE 
 Annual memberships, courtesy Washington Area Bicyclist Association 
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Ridematching Campaign 
 
Messaging Strategy 
The first half of the FY2019 Rideshare new campaign “Belong has its Benefits” informed 
commuters that once they register for free with Commuter Connections, they gain access to a 
host of commuting benefits and programs. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Media Objectives: Rideshare 

The fall FY2019 media campaign promoted the Ridematching program using a mix of traditional 
and non-traditional approaches to increase awareness of shared ride modes, retain current 
ridership, and gain new riders and new applicants to the regional database. Ridesharing is as an 
ideal commute alternative for longer distance commutes, especially along HOV/Express Lanes 
corridors, due to highway congestion and fewer transit options.  
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Target Market  
FY2018 Commuter Connections Applicant Database Annual Placement Survey Report): 

• 35-64 years old (84%) 
• Caucasian (57%) and African-American (22%) 
• $80,000+ annual household income. 
• Commute of more than 20 miles (81%) / 30 minutes (90%) 
• Live in Virginia (57%) or Maryland (40%); work in D.C. (50%) or Virginia (25%) 
• Work for employers with 100+ employees (79%), work for employers with 1000 or more 

employees (48%) 
• Work for federal agencies (66%) and private sector (21%) 

 
 

 
 
 

Geographic Targeting 

Washington D.C. DMA 
 
 
 
 
 
 
 
 

Rideshare Spring 
Budget 

MWCOG Cost Gross Cost Estimated 
Impressions 

Radio  $  140,395.25   $  165,170.88   
Podcasts  $     33,240.00   $     39,105.88   
Pandora  $     38,780.00   $     45,623.53   
Digital  $        5,600.00   $        6,588.24   

Social Media  $     46,950.00   $     55,235.29   

Key Influencers  $     11,400.00   $     13,411.76   
Totals $276,365.25  $  325,135.59   

 
  

Radio
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Radio & Podcasts 
Radio was the anchor media for the Rideshare campaign, with a mix of station formats 
including music and news. A new media added to the mix for this campaign were podcasts on 
news and sports stations. 
 

• WAMU (88.5 Public Radio)  
• WBQB (101.5 AC) 
• WFMD (930 AM News/Talk) 
• WFRE (99.9 Country) 
• WIAD (94.7 Fresh) 
• WJFK (103.7 The Fan) 
• WTOP (103.5 News/Talk) 
• WWEG (106.9 The Eagle) 

 
Podcasts  
The Rideshare podcasts alternated for eight weeks on NBC Sports podcasts for the Wizards and 
the Capitals.  
 
The following ads promoted the Ridematching program: 
 
Ridesharing :30 “Belonging has its Benefits” Male 

Belonging has its Benefits! When you sign up at Commuter Connections.org, you join 
trusted professionals just like yourself who want to share a ride to work. It’s free and 
you’ll find potential matches for your commute. Ridesharing saves on average $22 a 
day, that’s a trunk load of savings!  
 
Register today for this free service at Commuter Connections.org and start experiencing 
all the benefits of belonging! That’s Commuter Connections dot org or 800.745.RIDE. 
 

Ridesharing :30 “Belonging has its Benefits” Female 

Belonging has its Benefits! Commuting to work can be very stressful! Beat the stress of 
driving alone when you rideshare. Sign up for a free account at Commuter Connections 
dot org. You can find trusted professionals just like yourself who want to share a ride to 
work and start commuting stress free. 
 
Register today for this free service at Commuter Connections dot org and start 
experiencing all the benefits of belonging! That’s Commuter Connections dot org, or 
800.745.RIDE. 
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Social Media Advertising 
Social Media advertising on Facebook promoted the Ridematching program. Geo-targeting 
capabilities allow Ridematching messages to reach audiences throughout the region. Sponsored 
posts were placed for eight weeks. 
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Online & Digital Advertising 

Rideshare digital banner ads accompanied sponsored native articles on WTOP. A Pandora 
campaign alternated every other week from October through December. This included digital 
banner ads and produced radio spots. Streaming services, Hulu, and YouTube offered a unique 
audience.  
 
 
WTOP Banner Ads 
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WTOP Native Articles 
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Pandora Banner Ads 

 
 

 

 

 

 

 

 

 

 

 

Streaming Service Videos 
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Guaranteed Ride Home Campaign 
 
Messaging Strategy 
The second half of the FY2019 GRH campaign offered the concept of being stuck at work without 
a way to get home, and did so in a humorous manner. By creating a lighthearted situation, 
commuters were reminded that GRH can solve the "got stuck" feeling with a free ride home. 
By registering or re-registering ahead of time, commuters who used alternative transportation 
were rest assured that when unexpected issues arise, they can get home, guaranteed.  
 
 
 
 
 
 
 
 
 
 
  



 
 

FY2019 1st Half Regional TDM Marketing Campaign Summary Draft Report December 18, 2018 Page 28 

Media Objectives: Guaranteed Ride Home 
The campaign is focusing on raising awareness of the GRH program among commuters and 
increasing registration and re-registration. GRH leverages alternative transportation by 
removing one of the perceived barriers: how to get home in case of an unexpected emergency.  
 
 
Target market  

From 2016 Guaranteed Ride Home Washington, DC Region Program Survey Report:  
• 35-64 years old (87%) 
• Caucasian (70%), African-American (17%) 
• Male (53%), Female (47%) 
• $120,000+ annual household income (56%), $160,000+ (30%) 
• GRH registrants commute more than 30 miles (62%), 45 minutes (72%) 
• Lives in Virginia (55%), Maryland (40%), DC (2%) 
• Works in DC (64%), Maryland (15%), Virginia (21%) 

 
 
Geographic Targeting 

Washington D.C. DMA 
 
 
 
 
 
 
 
 

GRH Spring Budget MWCOG Cost Gross Cost Estimated Impressions 

Radio  $  145,780.00   $  171,505.88   
Transit  $     23,000.00   $     27,058.82   

Pandora  $     40,001.00   $     47,060.00   
Podcasts  $     14,000.00   $     16,470.59   

Social Media  $     33,500.00   $     39,411.76   

Key Influencer  $        7,100.00  
 $        

8,352.94   

Streaming TV  $     18,000.00   $     21,176.47   

Total $281,381.00  $  331,036.47   
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Radio 
Radio was the anchor media for the GRH campaign. Station formats included a mix of news and 
music:  
 

• WAMU (88.5 Public Radio)  
• WBQB (101.5 AC) 
• WFMD (930 AM News/Talk) 
• WFRE (99.9 Country) 
• WTOP (103.5 News/Talk) 
• WWEG (106.9 The Eagle) 

 
Podcasts  

The Rideshare podcasts alternated for eight weeks on WAMU’s Kojo Nnamdi Sho 
 
The following spots promoted GRH: 
 
Guaranteed Ride Home :30 “Don’t Get Stuck” Office Mail  

Don’t get stuck at work. When you rideshare, you can get a guaranteed ride 
home in the case of unexpected illness, emergencies or unscheduled overtime. 
Just register for free today! 
 
Guaranteed Ride Home from Commuter Connections. We’ll get you home. 
Register or renew today at commuterconnections.org or 800.745.RIDE. That’s 
Commuter Connections dot org. Some restrictions apply. 
 

Guaranteed Ride Home: :30 “Don’t Get Stuck” Sick Female  

Moping at your desk with a miserable cold? Don’t get stuck if you rideshare, you 
can get a guaranteed ride home in the case of unexpected illness, emergencies 
or unscheduled overtime. Just register for free today! 

Guaranteed Ride Home from Commuter Connections. Free rides home if you 
rideshare. Register or renew today at Commuter Connections dot org or 
800.745.RIDE. That’s Commuter Connections dot org. Some restrictions apply. 
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Social Media Advertising 
Social Media advertising on Facebook promoted Guaranteed Ride Home. Geo-targeting 
capabilities allowed messaging to reach audiences throughout the region. Sponsored ads were 
posted for eight weeks. 
 

 
 
 
 
Online & Digital Advertising 

A Pandora campaign alternated every other week from October through December. This 
included digital banner ads and produced radio spots. Streaming services, Hulu, and YouTube 
offered a unique audience.  
 
 
Pandora Banner Ads 
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Streaming Service Videos 
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Paid Transit Placements 
To reach the large commuting population, paid transit ads were placed on VRE and MARC 
commuter rail.  
 
MARC Ads 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
VRE Ads 
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GRH Baltimore  
 
The GRH Baltimore campaign focused on raising awareness of the program among commuters in 
the Baltimore region, and increasing registrants. Radio, and Facebook ads increased awareness 
on how to get home in case of an unexpected emergency, illness, or unscheduled overtime.  
 
Target market for Baltimore Metropolitan Region: 
From 2016 Guaranteed Ride Home Baltimore Region Program Survey Report:  

• Ages 45-64 (62%) 
• Caucasian (61%), African-American (24%), Hispanic (7%) and Asian (6%). 
• Male (53%), Female (47%) 
• Annual household income $80,000+ (73%), $120,000+ (38%) 
• Commute 30+ miles (61%) / more than 45 minutes (58%) 
• Lives in Maryland (71%), VA (15%), PA (6%), NJ (6%), DC (1%), Delaware (1%). 
• Top six home jurisdictions are Hartford (19%), Baltimore City (15%), Baltimore County 

(10%), Fairfax County (67%), Howard County (5%), and Frederick County (5%). 
• Works in Maryland (98%), DC (1%), Virginia (1%).  

 
 

 
Geographic Targeting 

Baltimore, MD DMA 
 
 
 
 
 
 

 
GRH Baltimore        
Spring Budget MWCOG Cost Gross Cost 

Estimated 
Impressions 

Radio  $     17,994.50   $     21,170.00   
Social Media  $        7,000.00   $        8,235.29   

Total $     24,994.50  $     29,405.29  
 
 

 
 
 
  

72%

28%

GRH Baltimore FY17 

Radio Social Media
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Radio 
Radio served as the anchor media for the GRH Baltimore campaign. WBAL, Radio 1090 AM 
(News/Talk), See radio scripts on page 29. 
 
Facebook 
Facebook was used to engage and help drive registration and re-registration to the website. See 
social media ad on page 30. 
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Direct Mail   
 
This first element of the new FY 2019 campaign will be delivered to 500,000 households within 
the metropolitan Washington region in December in the form of self-mailers. The mailers 
promote Ridematching and GRH programs, the new dynamic Rideshare app CarpoolNow and 
remind residents that they may be eligible to participate in ‘Pool Rewards. Recipients are 
households within the MWCOG footprint, ages 25-54 with annual incomes $75,000 and above. 
Mailers included a postage paid reply mechanism containing a dual Ridematching and GRH 
application form. Commuters were also encouraged to go online to commuterconnections.org 
to apply.  Through the application form, additional information on other options such as transit, 
SmartCard, bicycling, telework, HOV Lanes etc. could be requested. Total Cost including 
printing, mailing list purchase and postage was $97,826. 
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Bike to Work Day 

Sponsorship Drive 
Commuter Connections began its annual sponsorship drive in November 2018 for the May 2019 
Bike to Work Day event. Letters were sent and phone calls were made to past and prospective 
sponsors. The Sponsorship Drive will remain open until the end of February 1, 2019. 
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Employer Recognition Awards 
 
The 2019 Employer Recognition Awards program recognizes employers who initiate 
outstanding worksite commute and/or telework programs to assist their employees. Winners 
and nominees will be honored at the annual awards ceremony in June 2019.  A nomination 
brochure and form for the 2019 awards were developed and distributed in early December 
2018. The materials were also made available online.  
 
Nomination Brochure 
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‘Pool Rewards 
 
Spring Campaign  
‘Pool Rewards is a program geared toward 
encouraging SOV commuters to carpool or 
vanpool through monetary incentives. A  
paid digital, print, and social media campaign  
ran in the fall to promote the benefits  
of the ‘Pool Rewards program.  
 
Message Strategy 
The ads ran on Rideshare weeks, November through December. The ads encouraged 
commuters to find a partner to start a new carpool/vanpool, mentioned the incentive offered, 
and encouraged commuters to contact Commuter Connections.   
  
Target Market 
See Rideshare demographics on page 21.  
 
 
Geographic Targeting 
Washington D.C. DMA  

 

 

 

 

Pool Rewards Fall  
MWCOG Cost Gross Cost Estimated Impressions 

iHeart $7,500  $        8,823.53  1,385,148 

NBC4 (social media sites) $,7500  $        8,823.53  500,000 

Total $15,000  $     17,647.06  3,804,650 
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‘Pool Rewards Radio Script 

Pool Rewards :30 “Ride. Reward. Repeat.”  

Ride. Reward. Repeat. That’s right, get rewarded to rideshare through ‘Pool Rewards. 
Just join or start a new carpool, and you can earn 130 dollars. Or, join a new vanpool 
and earn 200 dollars a month for your vanpool. It’s that easy to earn extra money. Ride. 
Reward. Repeat. Go to commuterconnections dot org to sign up for a free account, and 
select ‘Pool Rewards. That’s commuterconnections dot org. Some restrictions apply. 

 
‘Pool Rewards Visual 
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NBC4 Social Media  
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Flextime Rewards 
 
An email blast was sent to all Flextime Rewards participants to remind them to “Flex” their 
commute and login for a chance to win $100.  It showcased the first monthly winner.  
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Commuter Connections Newsletter and Federal ETC Insert 
 
The Summer and Fall editions of the Commuter Connections newsletter were produced during 
the first half of FY2019. The six page 4-color newsletters are produced and distributed quarterly 
to employers and stakeholders. It is also available in .pdf format on the Commuter Connections 
web site. Newsletters with a black & white Federal ETC insert are distributed in PDF form to 
Federal Employee Transportation Coordinators via GSA, and placed online at 
www.federaletc.org. 
     

Fall 2018 Newsletter and Federal ETC Insert 
 

 

 

 

 

  

http://www.federaletc.org/
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Commuter Connections E-Newsletter  

The Summer and Fall 2018 edition of the Commuter Connections e-newsletter were distributed 
via email blast to employers, and Committee Members. 
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Appendix A 
Performance Measures 

 
 
Web Visits 

Month    
FY 2018      

Web Visits
FY 2019       

Web Visits +/- +/- %
July            13,779            12,767 (1,012)       -7.34%

August            15,167            14,995 (172)           -1.13%
September            13,561            11,373 (2,188)       -16.13%

October            17,512            17,581 69               0.39%
November  
December  

60,019           56,716          (3,303)       -5.50%  
 

Phone Calls  

Month    
FY 2018         

Phone Calls
FY 2019       

Phone Calls +/- +/- %

July 892 883 (9)                -1.0%
August 942 925 (17)             -1.8%

September 847 841 (6)                -0.7%
October 948 984 36               3.8%

November

December

3,629              3,633              4                 0.1%  
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Rideshare Applications 

Month
 Rideshare       

FY 2018 
Applications 

 Rideshare         
FY 2019 

Applications 
Change %

July                   831                  1,377 546 65.7%

August               1,333                  1,002 -331 -24.8%

September                   813                  1,064 251 30.9%

October

November

December

              2,977                  3,443            466 15.7%  
 
 
GRH Applications 

Month
 GRH FY 2018 
Applications 

 GRH FY 2019 
Applications 

Change %

July 746 763 17 2.3%

August 736 685 -51 -6.9%

September 657 636 -21 -3.2%

October

November

December

              2,139                  2,084             (55) -2.6%  
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     Appendix B 
FY2019 Fall Media Schedules  

 

Media Outlet Campaign to Run 8/27 9/3 9/10 9/17 9/24 10/1 10/8 10/15 10/22 10/29 11/5 11/12 11/19 11/26 12/3 12/10 12/17 12/24
WAMU 9/24 - 12/23/18
WBQB 9/24 - 12/23/18
WFMD 9/24 - 12/23/18
WFRE 9/24 - 12/23/18
WJFK 9/24 - 12/23/18
WTOP 9/24 - 12/23/18
WWEG 9/24 - 12/23/18
WIAD 9/24 - 12/23/18

NBC Sports Washington 9/24 - 12/23/18
Waze 9/24 - 12/23/18

Eat Pray Run 9/24 - 12/23/18
MegBiram.com 9/24 - 12/23/18

PoPville 9/24 - 12/23/18

Facebook 9/24 - 12/23/18

Google 9/24 - 12/23/18

Youtube 9/24 - 12/23/18

:30 Audio 9/24 - 12/23/18

Banner/Tile Ads 9/24 - 12/23/18

 
Ra

di
o 

WBAL-AM/Baltimore 10/1 - 12/31/18

Facebook 10/1 - 12/31/18

Youtube 10/1 - 12/31/18
WAMU 10/1 - 12/31/18

WAMU Podcast 10/1 - 12/31/18
WBQB 10/1 - 12/31/18
WFMD 10/1 - 12/31/18
WFRE 10/1 - 12/31/18
WTOP 10/1 - 12/31/18

WWEG/WAFY 10/1 - 12/31/18

VRE 10/1 - 12/31/18

MARC 10/1 - 12/31/18

Eat Pray Run 10/1 - 12/31/18

MegBiram.com 10/1 - 12/31/18
PoPville 10/1 - 12/31/18

Facebook 10/1 - 12/31/18

Google 10/1 - 12/31/18

NBC4 Streaming 10/1 - 12/31/18

Youtube 10/1 - 12/31/18

:30 Audio 10/1 - 12/31/18

Banner/Tile Ads 10/1 - 12/31/18

Media Schedule: Specific Dates Spots Run (Week of)
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Media Outlet Campaign to Run 8/27 9/3 9/10 9/17 9/24 10/1 10/8 10/15 10/22 10/29 11/5 11/12 11/19 11/26 12/3 12/10 12/17 12/24

iHeart Nov - Dec

NBC4 Nov - Dec
WJFK 9/3 - 9/22
WTOP 9/3 - 9/22
WIAD 9/3 - 9/22

Eat Pray Run 9/3 - 9/22

Meg Biram 9/3 - 9/22
500x500 Tile 9/3 - 9/22

300x250 Banner 9/3 - 9/22
:30 Audio 9/3 - 9/22

Text to 221 cell #s 9/3 - 9/22
Youtube 9/3 - 9/22

Facebook 9/3 - 9/22

So
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Media Schedule: Specific Dates Spots Run (Week of)
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Appendix C 
FY2019 1st Half Paid Media Spend  
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Appendix D 
 

Car Free Days Earned Media Placements 
 

Car Free Days 2018 media placements, across print, internet, radio, and television outlets, along 
with a selection of social media placements.  
 
Media Placements:  
 

CFD 2018 Print /Online Coverage 
Date Outlet Topic linked to URL 

7/18/18 Washington Times D.C. officials to stretch 'Car Free Day' into two days 
8/29/18 issuu Car-Centric to Car Free 

9/01/18 CityScene Celebrate Try Transit 
Week and Car-Free Day 

9/05/18 Montgomery County Shop & Play the Easy Way 

9/07/18 Gallaudet University "Car Free Day" to take place Friday, September 21, 
2018 

9/07/18 Arlington Transit Free ART Bus Rides on September 20 

9/10/18 Potomac Local OmniRide encouraging participation in ‘Try Transit 
Week’ and ‘Car Free Day’ 

9/11/18 Bristow Beat ‘Try Transit Week,’ ‘Car Free Day’ Encourages Driving 
Alternatives 

9/12/18 Montgomery County MD MCDOT to Sponsor Special Car Free Day “Shop and 
Play” Celebration 

9/14/18 Prince William County Virginia Consider Going Car Free for a Day 

9/14/18 Fairfax County Fairfax Commuters Encouraged to Give Transit a Try 
During Try Transit Week and Go Car Free Sept. 21-22 

9/16/18 NIH Car Free Day 

9/17/18 WTOP Will a taco discount get you to go car-free this week? 

9/17/18 WTOP How to get a free bus ride in Arlington this week 

9/17/18 Potomac Local Leave the car at home on Car Free Day 

9/17/18 WFMD Car Free Days Taking Place Later This Week 

9/17/18 City of Frederick Car-Free Days, Free Ride on TransIT 

9/17/18 Greater Greater Washington Be carefree by being car-free 

9/18/18 American Heart Association American Heart Association Supports Car Free Day 
to Create Heart Healthy Habits in DC 

https://m.washingtontimes.com/news/2018/jul/18/dc-officials-to-stretch-car-free-day-into-two-days/
https://issuu.com/livemoreva/docs/livemore.sept_oct_2018
https://www.fairfaxva.gov/home/showdocument?id=11703
https://www.fairfaxva.gov/home/showdocument?id=11703
https://www.montgomerycountymd.gov/dot-dir/Resources/Files/commuter/Car-Free-Days/CarFree_PalmCard_v4.pdf
https://my.gallaudet.edu/intranet/announcements-archive/car-free-day-to-take-place-friday-september-21-2018
https://my.gallaudet.edu/intranet/announcements-archive/car-free-day-to-take-place-friday-september-21-2018
https://www.arlingtontransit.com/pages/news-events/arlington-transit-blog/free-art-bus-rides-on-september-20/
https://potomaclocal.com/2018/09/10/omniride-encouraging-participation-in-try-transit-week-and-car-free-day/
https://potomaclocal.com/2018/09/10/omniride-encouraging-participation-in-try-transit-week-and-car-free-day/
http://bristowbeat.com/business/try-transit-week-car-free-day-encourages-driving-alternatives/
http://bristowbeat.com/business/try-transit-week-car-free-day-encourages-driving-alternatives/
https://www2.montgomerycountymd.gov/mcgportalapps/Press_Detail.aspx?Item_ID=22401&Dept=50
https://www2.montgomerycountymd.gov/mcgportalapps/Press_Detail.aspx?Item_ID=22401&Dept=50
http://www.pwcgov.org/news/pages/Consider-Going-Car-Free-for-a-Day.aspx
https://www.fairfaxcounty.gov/transportation/news/t025_18
https://www.fairfaxcounty.gov/transportation/news/t025_18
https://www.ors.od.nih.gov/Pages/Car-Free-Day-%E2%80%93-September-21-and-22,-2018.aspx
https://wtop.com/local/2018/09/free-burrito-car-free-week/
https://wtop.com/arlington/2018/09/how-to-get-a-free-bus-ride-in-arlington-this-week/
https://potomaclocal.com/2018/09/17/leave-the-car-at-home-on-car-free-day/
http://www.wfmd.com/2018/09/17/car-free-days-taking-place-later-this-week/
http://www.cityoffrederick.com/CivicAlerts.aspx?AID=5369
https://ggwash.org/view/69108/events-be-carefree-by-being-car-free
https://midatlantic.heart.org/american-heart-association-supports-car-free-day-to-create-heart-healthy-habits-in-dc/
https://midatlantic.heart.org/american-heart-association-supports-car-free-day-to-create-heart-healthy-habits-in-dc/
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9/18/18 The Frederick News Post Car Free Days offer chance to try alternative to solo 
commute 

9/19/18 Potomac Almanac Car Free Days 2018 

9/19/18 Prince William Times Can you go car-free for a day? 

9/19/18 Urban Places and Spaces World Car Free Day: Saturday September 22nd 

9/19/18 Herald Mail Media TransIT encourages greener modes of travel Friday 
and Saturday 

9/20/18 Mass Transit Magazine MD: Car Free Days Offer Chance to Try Alternative 
to Solo Commute 

9/20/18 Cultural Tourism DC Pledge to Go Car Free and 
Join Us for Walking Town DC 

9/20/18 94.7 Fresh FM Watch Jen Try Scooters, Bikeshare & More Modes of 
Transport for Car Free Day 

9/23/18 Greater Greater Washington On Car-Free Day, residents yearn for the Purple Line 

CFD 2018 Television Coverage 

9/18/17 Prince George’s Community 
Television Car Free Day 

CFD 2018 Radio Coverage 

9/21/17 CFD WTOP Car Free Day 

9/21/17 Fresh FM Car Free Day 

CFD 2018 Paid Influencer Blog 

9/14/18 Eat Pray Run DC Top Ten Big Birdcamp Memories 

9/13/18 Meg Biram Change It Up 

CFD 2018 Calendar Listing 
Outlet Listing 
Maryland  
The Baltimore Sun Car Free Days 2018 
Bethesda Transportation Solutions Car Free Day 
Frederick News Post Car Free Days 2018 
Evensi Car Free Day 2018 
Bethesda Magazine Car Free Days 2018 
Carroll County Times Car Free Days 2018 
WMAR-TV (ABC – Baltimore) Channel 13 Car Free Days 2018 
Patch  
Across Maryland Car Free Days 2018 
Annapolis Car Free Days 2018 
Baltimore Car Free Days 2018 
Bowie Car Free Days 2018 
College Park Car Free Days 2018 

https://www.fredericknewspost.com/news/environment/car-free-days-offer-chance-to-try-alternative-to-solo/article_c153f996-b6a4-5196-a6a9-0b3f1df173bf.html
https://www.fredericknewspost.com/news/environment/car-free-days-offer-chance-to-try-alternative-to-solo/article_c153f996-b6a4-5196-a6a9-0b3f1df173bf.html
http://connectionarchives.com/PDF/2018/091918/Potomac.pdf
https://www.princewilliamtimes.com/news/can-you-go-car-free-for-a-day/article_fdfdf4e0-bc28-11e8-b31f-27789c57bc2d.html
http://urbanplacesandspaces.blogspot.com/2018/09/world-carfree-day-saturday-september.html
https://www.heraldmailmedia.com/life/community/transit-encourages-greener-modes-of-travel-friday-and-saturday/article_99256f40-8a0e-5e57-8d65-99e94ab0befe.html
https://www.heraldmailmedia.com/life/community/transit-encourages-greener-modes-of-travel-friday-and-saturday/article_99256f40-8a0e-5e57-8d65-99e94ab0befe.html
https://www.masstransitmag.com/news/12430768/car-free-days-offer-chance-to-try-alternative-to-solo-commute
https://www.masstransitmag.com/news/12430768/car-free-days-offer-chance-to-try-alternative-to-solo-commute
https://www.culturaltourismdc.org/portal/documents/701982/6a2f00e3-e5e8-44c0-bbfe-4380e7e02612
https://www.culturaltourismdc.org/portal/documents/701982/6a2f00e3-e5e8-44c0-bbfe-4380e7e02612
https://947freshfm.radio.com/blogs/tommy-show/jen-richer-goes-green-and-ditches-car-keys-car-free-day
https://947freshfm.radio.com/blogs/tommy-show/jen-richer-goes-green-and-ditches-car-keys-car-free-day
https://ggwash.org/view/36017/on-car-free-day-residents-yearn-for-the-purple-line
https://www.youtube.com/watch?v=snIyC9-Coos
http://wtop.com/dc-transit/2017/09/park-get-work-car-free/
http://wtop.com/dc-transit/2017/09/park-get-work-car-free/
http://eatprayrundc.com/top-ten-big-birdcamp-memories/
https://megbiram.com/change-it-up/
http://events.baltimoresun.com/events/car-free-days-2018-washington-20180813-event
https://www.bethesdatransit.org/bethesda/car-free-day
https://www.fredericknewspost.com/calendar/other/car-free-days/event_8aae4c46-9a4b-11e8-9fe8-5cb9017b8d1c.html
https://www.evensi.us/free-day-2018-frederick-md-1040-rocky-springs-maryland-21702/268212686?eid=268212686
https://bethesdamagazine.com/event/car-free-days-2018/
https://bethesdamagazine.com/event/car-free-days-2018/
http://events.carrollcountytimes.com/events/car-free-days-2018-1-washington-20180813-event
https://www.wmar2news.com/community-calendar#/?i=7
https://patch.com/maryland/baltimore/calendar/event/20180922/392259/car-free-days-2018
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Edgewater Car Free Days 2018 
Laurel Car Free Days 2018 
Sevema Park Car Free Days 2018 
Virginia   
Fairfax County Try Transit Week and Go Car Free September 17 - 22 
Arlington Transit Car Free Day 
Arlington Transportation Partners Car Free Day 
Try Transit Week Virginia's 2018 Try Transit Week September 17 - 21 
Bike Arlington Car Free Day 2018 
Alexandria Times Car Free Days 2018 
Neck Ride Car Free Days 
Patch  
Across Virginia Car Free Days 2018 
Arlington Car Free Days 2018 
Clarendon Car Free Days 2018 
Norfolk Car Free Days 2018 
Richmond Car Free Days 2018 
Roanoke Car Free Days 2018 
Tysons Corner Car Free Days 2018 
Washington, D.C.  
Patch  
Washington, D.C. Car Free Day 
Mix 107.3 Car Free Day 
WMAL Car Free Day 

 
 
 
 
 
 
 
  

https://www.fairfaxcounty.gov/mountvernon/try-transit-week-and-go-car-free-september-17-22
https://content.govdelivery.com/accounts/VAARLINGTON/bulletins/20dddc2
https://arlingtontransportationpartners.com/initiatives/car-free-day/
http://www.trytransitweek.org/
http://www.bikearlington.com/event/car-free-day-2018/
https://alextimes.com/event/car-free-days-2018/
http://www.neckride.org/car-free-days
https://patch.com/virginia/norfolk/calendar/event/20180921/392529/car-free-days-2018
https://patch.com/district-columbia/washingtondc/calendar/event/20180922/392273/car-free-days-2018
http://www.mix1073.com/2018/09/18/commute-to-a-healthier-lifestyle-on-car-free-days-september-21st-and-22nd/
http://www.wmal.com/2018/09/18/commute-to-a-healthier-lifestyle-on-car-free-days-september-21st-and-22nd/
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Appendix E 

 
Car Free Days Social Media Analytics 
 
Facebook 
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Appendix F 
 

Commuter Connections Fall FY 2019 Umbrella Social Media Analytics 
 

Facebook - GRH Washington 
 

 
 
Facebook - GRH Baltimore 
 

 
 
 
Facebook - Rideshare  
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