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COMMUTER CONNECTIONS 

REGIONAL TDM MARKETING GROUP 
F Y 2 0 1 5  M A R K E T I N G  A C T I V I T Y  

Item #5 



 Convert single occupant vehicle commuters 

to alternate modes 

 

 Encourage continued use of alternative 

modes 

 

 Reduce vehicle trips and miles 

 

 Reduce traffic congestion and improve      

air quality 

 

PROGRAM OBJECTIVES 



 Ridesharing 

 Guaranteed Ride Home 

 ‘Pool Rewards  

 Bike to Work Day 

 Employer Recognition Awards 

 Newsletter  

 Stakeholder Interviews 

 Car Free Day 

 

INITIATIVES 



SPRING SCHEDULE 

JAN Art Production and Media Placement 

FEB   Rideshare Campaign Launches  

FEB   Winter Newsletter Distributed 

MAR  GRH Campaign Launches 

APR   Bike to Work Day Promotion 

MAY  ’Pool Rewards Promotion 

JUN   Employer Recognition Awards Event 

 

 

 

 



Ridesharing 



TRENDS & ENVIRONMENT 

rideshare 

 Gas prices down 

 Natural resistance to change 

 Paid ridesharing apps 

 Perceived depersonalization of “ridesharing” 

 

 

 

 

 

 

CREATIVE STRATEGIES 

 Focus on quality of life 

 Differentiate as trusted, reliable 

 Differentiate as public benefit vs. for profit 

 Make it relatable 

 

 

 

 

 

 



SPRING CREATIVE 

rideshare 



MEDIA CONSUMPTION 

 

rideshare 

Radio is the best drive-time media 
 

 Every week, Radio reaches 91% of adults 

who engage in 10 or more eco-friendly 

activities on a regular basis. 1  

1 Scarborough USA+ 2013 Release 2 (August 2012-September 2013) 



MEDIA STRATEGIES 

rideshare 

 Drive time radio – talk to them while they’re traveling to work 

  Awareness building through promotions & partnerships 

  Snipes and Squeezebacks 

  Live reads and celebrity endorsements – trusted  personalities 

  Leverage partners social media and continue to build our own 

  Streaming audio 

 



PROMOTIONS 

rideshare 

 Celebrity promotion  

 Positive commuting story radio promotion 

 Carpool Reward giveaway promotion 

 English & Spanish radio roundtable discussions 

 

 

 

 



Radio   $136,000 

Network TV   $  90,000 

Cable TV   $  50,000 

Digital   $  10,000 

Total Paid Media:   $286,000 

 

Added Value:     $ (36,000) 

Direct Mail:   $ (45,000)* 

 

* Estimate 

rideshare 

FY15 SPRING MEDIA BUDGET RIDESHARE 



SPRING RIDESHARE RADIO 

Flight dates: 2.23 – 6.15 

 

 

 

 

rideshare 

 :30 English radio spots (2) 

 

 

 

 :30 Spanish radio spots (2) 

 
103.5 



SPRING RIDESHARE TV 

Flight dates: 2.23 – 6.15 

 

 

 

 

 

rideshare 

WJLA Squeezeback 

Comcast Snipe 



SPRING RIDESHARE DIGITAL ADS 

Division D  Dynamic ad units served across smart phones, tablets, and 

desktops. 

   Popunder, geotargeting to VA,MD, & DC 

 

Baltimore Sun & Daily Press 

   Web & mobile leaderboards and cubes 

 

Washington Times 

   Web leaderboards and cubes 

 

 

 

 

 

 

 

 

 

rideshare 

Flight dates: 3.1 – 5.31 



SPRING RIDESHARE VALUE ADD 

Added value from the media 

outlets including: 

rideshare 

 :05 & :10 radio reads 

 Homepage takeover 

 Banner ads 

 E-newsletter promotion 

 Snipes, billboards & ticker 

messaging 

on Comcast SportsNet 

Baltimore feed  

 

Billboard & ticker messages during Caps & 

Wizards games  



Guaranteed Ride Home 



 Be clear and concise 

 

 Focus on benefit of registering 

 

 Integrate with promotions where possible 

 

 

 

 

 

 

 

STRATEGIES 

guaranteed ride home 



 “Just in case” so it’s there when you need it 

 

 Bring forward what it is - not when you use it 

 

 Prominent call to action   

 

 

 

 

 

 

CREATIVE STRATEGIES 

guaranteed ride home 



SPRING CREATIVE 

guaranteed ride home 



 :30 radio spots (2) 

 

 

 

 :15 live reads 

 

 

 

 

 

Flight dates: 3.2 – 6.22 

guaranteed ride home 

SPRING GRH MEDIA 

103.5 



FY15 SPRING MEDIA BUDGET NET $ 

guaranteed ride home 

Radio   $190,302 

 

Added Value:    $ (14,900) 

 

Direct Mail:   $ (45,000)* 

 

* Estimate 

 

 



guaranteed ride home 

SPRING GRH PROMOTIONS 

Promotion: What do you do “Just In Case” 

 

iHeart Group will promote GRH through the mobile iHeart App.   

 

Participants will be sent to the CC Facebook page, a registration splash page, 

or back to an iHeart station page where the station will secure prizes for those 

who register to win by “filling in what you bring just in case of an emergency”. 

 

An additional digital campaign will be run at no additional charge 

 

 



GRH transit space is being solicited 

DONATED TRANSIT SPACE 

spring 2015 

              

         

     



VRE Newspaper Ad    

    

DONATED PRINT SPACE 

spring 2015 

GRH DATA Newspaper Ad   

      



OUTREACH  



EARNED MEDIA 

OBJECTIVES 

 Expand on paid media campaign 

 Increase messaging impressions through earned media 

STRATEGY 

 Position the network as key resource for commuter information 

 Promote economical, environmental, and social benefits 

 Affirm Commuter Connections as an innovator in transportation alternatives 

spring 2015 



Analyze research results 

Calculate reach & frequency 

Analyze cost/value proposition of each media option 

Reality check  

Negotiate 

Media purchase 

Launch 

Measure/Evaluate results 

MEDIA SELECTION PROCESS 

spring 2015 



African American Commuting Ranker – Adults 25-54  

 

Station   Format   % of Station 

WIHT-FM   Top 40   46.6% 

WTOP-FM  News Talk  33.1% 

WTEM-AM(ESPN)  Sports   29.5% 

WASH-FM  AC   26.6% 

WBIG-FM   Oldies/Classic Hits  20.6% 

 

 

 

 

Source: Washington, DC (Metro Survey Area); Scarborough RS 2014: Sept13-Aug14; Metro; M-Su 6a-12m; P 25-54 Black; Qualitative 

Criteria used: Spent 30 minutes or more traveling to work one way 

MEDIA SELECTION PROCESS 

spring 2015 



social media 



SOCIAL MEDIA 

OBJECTIVES 

Have a continued presence 

Connect activities with measurable outcomes 

 

 

 

 

 

 

social media 



KIRK COUSINS/CELEBRITY PROMOTION 

social media 

RESULTS 

 281,038 impressions on 

Facebook and Twitter 

(including Comcast 

SportsNet (CSN)              

Mid-Atlantic and              

CSN Redskins) 

 

 

 123% increase in 

Commuter Connections 

Facebook likes from 

beginning to end of 

promotion (302 to 674 

likes) 

 

 

 



BIKE TO WORK DAY  

RESULTS 

 237 social media mentions 

were counted on Facebook, 

Twitter, Flickr and YouTube, 

including a tweet from the US 

Secretary of Transportation 

Anthony Foxx  

 

 110% increase in social media 

mentions (2014 vs 2013)  

 

 72 blogs covered the 2014 

event 

 

 

 

social media 



LOOKING AHEAD 

Develop media interest by reaching out early to key bloggers  

 

 Send complimentary Bike to Work t-shirts and new reveals such as color 

and material choices to top bloggers to build momentum pre-event 

 

 Develop outreach package (email and fact sheet including sponsors, 

raffle prizes, posters, etc.)  

 

 

 

 

 

social media 



STAKEHOLDER RESEARCH FY2015 



QUANTITATIVE RESEARCH 

General population of men & women 18-65 living in the Commuter 

Connections service area. 

stakeholder research 

QUALITATIVE RESEARCH 

3 Sessions scheduled, one each in Virginia, Maryland, & DC. 

Audiences included Commuter Connections Network members and 

funding organizations in DC, Maryland, and Virginia. 



FINDINGS 

Benefits: 

 Regional coordination is valuable and beneficial 

 CC brand lends credibility to local efforts 

 

Recommendations: 

 Increase idea sharing between network members 

 More coordination & consistency between jurisdictions will help all 

areas 

stakeholder survey 



FINDINGS 

Guaranteed Ride Home and ‘Pool Rewards: 

 Seen as valuable benefits to attract people into the rideshare program 

 

Recommendations: 

 Create a rack card or simple fold-over business card with brief info 

 

 

 

stakeholder survey 



COMMUTER FINDINGS: PREVIOUS ADS OBSERVATIONS 

Reaction to Ridesharing ads: 

 Concept understanding 70+% 

 Highest understanding correlated to highest interest in learning more 

 

Reaction to Guaranteed Ride Home ads: 

 Concept understanding 80+% 

 Highest understanding correlated to highest interest in learning more 

 Liked ads that used plain English & had minimal cautionary language 

stakeholder research 



COMMUTER FINDINGS 

 Social media, web, radio, and TV are the preferred means of learning 

more about commuting. 

 They prefer to communicate with each other primarily through email, 

text, mobile phone, and social.  

 Meet audience where they are and make it easy for them to click 

and/or share. 

 The more the audience understands the message, the more likely they 

were to want to know more. 

 After reviewing the ads in the survey, over half were somewhat or very 

interested in learning more about the options.  

 It appears a large audience percentage teleworks at least part-time. 

How do we better engage this audience and get them to try other part-

time options. 

 

stakeholder research 



PARTICIPANTS – IN-PERSON INTERVIEWS 

Tiera Harris, Brand Marketing Specialist, goDCgo 

Michelle Golden, Senior Marketing Manager, Montgomery County 

Commuter Services 

Kathryn Nicholson, PRTC 

Nate Graham, goDCgo 

Maggie Awad, Marketing Manager, Arlington Transportation Partners 

Jesse Kafka, Marketing Specialist, vRide 

Adrienne Moretz, Community Relations Manager, TransIT Services of 

Frederick County 

Mark Sofman, Program Specialist II, Montgomery County Commuter 

Services 

Traci McPhail, Marketing Manager, North Bethesda Transportation Center 

Gabriel Ortiz, TDM Coordinator, City of Alexandria 

stakeholder research 



PARTICIPANTS - ONLINE 

All regions were represented,  

• Washington D.C. 13.04%,  

• Maryland 47.83% 

• Virginia 39.13%. 

Both men and women were represented with a skew towards women – 

reflective of our target 

All respondents were employed and commuted to work. 

Age groups were reflective or our target audience. 

 

stakeholder research 



’Pool Rewards 



OBJECTIVES 

Promote ‘Pool Rewards benefits/encourage registration 

Use new & traditional media to promote 

 

 

 

 

 

 

’POOL REWARDS – SPRING 

’pool rewards 



’POOL REWARDS – GWRIDECONNECT 

’pool rewards 



Proposed Media: 

Radio     

TV/Cable 

Facebook Ads 

 

 

 

 

 

 

 

 

 

’POOL REWARDS – PROPOSED MEDIA BUDGET 

’pool rewards 



Bike to Work Day 



BIKE TO WORK DAY 

btwd 

Friday May 15, 2015 

STRATEGY 

Promote bicycling as  

a viable alternate  

commute mode 

 

Build regional participation 

 

Engage employers and 

organizations 



2015 SPONSORS 



CONFIRMED SPONSORS 

Cash Sponsorship total  $47,100 

 

In-Kind Sponsorship total  $10,945 

 

Grand Total    $58,045 

 

 



POSTER 



T-SHIRT 



RACK CARD 



PIT STOP BANNER 



WEBSITE 



SOCIAL MEDIA 



SOCIAL MEDIA 



Employer Recognition Awards 



2015 EMPLOYER RECOGNITION AWARDS 

STRATEGY 

Recognize employers who deliver measurable commuter benefits 

 Newsletter Story 

 Email blast 

 Paid & Earned media 

 Social Media 

 

Help winners leverage recognition 

 Employer Winner Kit 



SCHEDULE 

JAN    Nomination period  

MAR    Selection Committee Meets 

APR   Marketing Material Development 

MAY    Media Coordination 

JUN     Ceremony & Print Ad 

 

 



additional marketing 



additional marketing 

NEWSLETTER 

STRATEGY 

• Leverage infographics from State of the Commute 

• Publish quarterly 

• New digital version being developed 

 

 



NEWSLETTER 

additional marketing 

Winter newsletter 

 

 

 

 



LOOKING AHEAD 

 Spring Campaign  Feb - June 2015 

 Bike to Work Day Campaign Apr – May 2015 

 ’Pool Rewards   May 2015 

 Spring newsletter  May 2015 

 Employer Recognition Awards June 2015  

 



Q&A 


