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● Encourage  alte rnatives to SOV 
commuting

● Reduce  vehicle  trips and miles 
trave led

● Reduce  traffic congestion and 
improve  air quality

COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES



FY22 MARKETING ACTIVITIES
SUMMER/FALL SCHEDULE

Regional TDM Recovery Marketing Campaign
Newsletters Summer/Fall
Car Free Day 2021
Employer Recognition Awards Brochure (call for 
nominations)



REGIONAL TDM RECOVERY 
MARKETING CAMPAIGN



Regional TDM Recovery CampaignOBJECTIVES & STRATEGY

● Maximum Campaign Budge t: $550 ,000
○ Transit-Dependent Campaign  - $385,000
○ General Audience  Campaign - $165,000

● Increase  transit ride rship with emphasis on bus; raise  
awareness around safe ty protocols

● Secondary objective : focus on encouraging Metrorail, 
commute r rail, as we ll as carpool and vanpool use  with 
familiar partne rs



MARKETING COMPONENTS Regional TDM Recovery Campaign

Transit-Dependent Campaign
● Streaming & Traditional Radio
● Hispanic Radio
● Transit Ads
● Text Messages
● Streaming TV 
● Direct Mail
● YouTube
● Social/Digital/Influence rs
● Key Influence rs
● Earned Media

General Audience Campaign
● Streaming & Traditional Radio
● Broadcast TV
● Social/Digital/Influence rs
● Text Messages
● YouTube
● Earned Media



EARNED MEDIA STRATEGY Regional TDM Recovery Campaign

● Social media posts
● Pitch and establish re lationships with transit journalists
● Press re lease
● Outreach to transit-dependent community organizations
● Earned media placements
● Thought leade rship pieces (including Washington Post Op-Ed)
● Deve loped compe lling infographic content



Regional TDM Recovery CampaignMEDIA SPEND 
Transit-Dependent
Streaming Radio

Broadcast Radio

Spanish Radio

Transit Ads

YouTube

Blogs

Social Media

Streaming TV

Text Messages

Total 

$111,385

$76,789

$14,692.25

$27,035

$740

$600

$500

$50,689.75

$800

$283,231



Regional TDM Recovery CampaignMEDIA SPEND 
General Audience

Streaming Radio

Broadcast Radio

Broadcast TV

YouTube

Digital/Influencers

Social Media

Text Messages

Total

$79,000

$20,736.60

$31,798.50

$740

$6,550

$500

$400

$139,725.10



ADDED VALUE SUMMARY Regional TDM Recovery Campaign

Media Partner
NBC4
Pandora
Spotify
WTOP
WLZL
WHUR
WPGC
Audacy
Total

Added Value
30 spots (:30 length)
Banners 300x250
Banners 640x640
47 spots (:30 length)
60 spots (:30 length)
30 spots (:30 length)
60 spots (:30 length)
Social media campaign

Estimated value
$18,525 
$36,000
$28,000 
$15,935 
$4,860 
$5,625 
$6,000 
$15,000
$129,945



Hip Hop/Urban Hits 
Weekly Listene rs: 486.2K
Ethnic Composition: 

66% African American
14% Hispanic
20% Othe r

Urban Contemporary
Weekly Listene rs: 556.4K
Ethnic Composition: 

87% African American
3% Hispanic
4% Caucasian
6% Othe r

All News
Weekly Listene rs: 810 ,000
Ethnic Composition:

34% Black
8% Hispanic
58% Othe r

Spanish Contemporary
Weekly Listene rs: 142K
Diverse , affluent and 
bilingual.

Reaches 1 out of 3 Hispanic 
households in DC weekly
Over half of listene rs are  
from Central America

RADIO ADS 
Diversity

Regional TDM Recovery Campaign



Targeted audio spots focused on zip codes 
within the  Equity Emphasis Areas.

RADIO ADS 
Targeted

Regional TDM Recovery Campaign



EQUITY 
EMPHASIS 
AREAS
COVERAGE
MAP

Regional TDM 
Recovery Campaign



Traditional RadioStreaming Media

RADIO ADS 
Transit-Dependent

Regional TDM Recovery Campaign

:30 and :15 radio spots



RADIO ADS 
Transit-Dependent

Regional TDM Recovery Campaign

:30 Radio English :15 Radio English

:30 and :15 radio spots

Streaming Radio
Companion Image :30 Radio Spanish


Blues

30.048





Traditional Radio

RADIO ADS 
General Audience

Regional TDM Recovery Campaign

:30 and :15 radio spots

Streaming Media



RADIO ADS 
General Audience

Regional TDM Recovery Campaign

:30 Radio English :15 Radio English

:30 and :15 radio spots

Streaming Radio
Companion Image



Blog Article Regional TDM Recovery Campaign



DIGITAL BANNER ADS Regional TDM Recovery Campaign



VIDEO (YOUTUBE & STREAMING TV)
Transit-Dependent

Regional TDM Recovery Campaign



VIDEO (YOUTUBE & BROADCAST TV)
General Audience

Regional TDM Recovery Campaign



SOCIAL MEDIA Regional TDM Recovery Campaign



TRANSIT ADS (Paid) Regional TDM Recovery Campaign



TRANSIT ADS (Donated) Regional TDM Recovery Campaign

Transit space donated by:

● PRTC Omniride
● Fairfax County Connector
● Montgomery County Ride  On
● Prince  George ’s County TheBus



DONATED TRANSIT ADS Regional TDM Recovery Campaign



Regional TDM Recovery CampaignTEXT MESSAGES
Transit-Dependent

Message #1:
Look again! Your local transit is doing eve rything it can to keep you safe  and 
connected. Reconnect and ride , safe ly. commute rconnections.org 800 .745.RIDE

Message #2:
Take  anothe r look. Reconnect and ride  with us safe ly on your local bus, Metrobus 
or rail, or commute r bus or train. commute rconnections.org 800 .745.RIDE

Message #3: 
Look again—the  bus is clean and ready to roll. See  all that your local transit se rvice  
is doing to keep you safe  at commute rconnections.org 800 .745.RIDE.

Look again! Your local 
transit is doing everything 
it can to keep you safe 
and connected. 
Reconnect and ride, 
safely. 
commuterconnections.org 
800.745.RIDE



Regional TDM Recovery CampaignTEXT MESSAGES
General Audience

Reconnect with a 
carpool or vanpool and 
ride with people you 
know and trust—safely. 
commuterconnections.or
g 800.745.RIDE.

Message #1:
Reconnect with a carpool or vanpool and ride  with people  you know and trust—
safe ly. commute rconnections.org 800 .745.RIDE

Message #2:
Form a commute  circle  with your rideshare  group and follow current safe ty 
guide lines.  More  ways to enjoy your commute : commute rconnections.org 
800 .745.RIDE

Message #3: 
For ways to stay safe , healthy and happy while  you catch up with your rideshare  
group and commute , visit commute rconnections.org 800 .745.RIDE.



NEWSLETTERS Regional TDM Recovery Campaign

Petworth PatchAudacyWTOP



MILITARY GUIDE AD Regional TDM Recovery Campaign



INFOGRAPHICS Regional TDM Recovery Campaign



SELF-MAILER Regional TDM Recovery Campaign



GRH POSTCARD Regional TDM Recovery Campaign



GRH RENEWAL HTML EMAIL Regional TDM Recovery Campaign



CAR FREE DAY 2021 EVENT



Objectives
● Promote  alte rnative  modes of transportation for 

commute  and life style
● Encourage  taking the  pledge  to go car free  or  car-lite
● Reduce  auto emissions and traffic congestion
● Generate  in-kind sponsorships
● Offe r prizes and promotions as incentives
● Engage  employe rs, gene ral public and area 

unive rsitie s
● Raise  awareness of Commute r Connections as a 

re source  for trave l options
● Provide  information on safe  and healthy trave l options

STRATEGY Car Free  Day



MARKETING COMPONENTS Car Free Day

● Website
● Poste rs
● Social Media
● Traditional and Inte rne t 

Radio
● Digital Banner Ads
● Native  Article s
● YouTube  Video

● Text Messaging
● Email Blast
● Earned Media 

Placements
● Donated Transit 

Space
● Key Influence r Blog
● College  Promotion



PROCLAMATION Car Free Day



POSTER Car Free Day



FACEBOOK Car Free Day



TWITTER Car Free Day



MEDIA BUDGET (NET) Car Free Day

Broadcast Radio

Spotify

Banner Ads

YouTube

Blogs

Text Messages

Total 

$33,050

$9,000

$1,200

$750

$600

$400

$45,000



RADIO STATIONS Car Free Day



RADIO SPOTS Car Free Day

Car Free Day
30 sec.

Car Free Day
10 sec.



SPOTIFY (RADIO & BANNER AD) Car Free Day

● 30  second radio audio 
(radio spot)

● Car Free  Day image  
accompanies audio



EL TIEMPO LATINO DIGITAL BANNER ADS Car Free Day



YOUTUBE VIDEO Car Free Day



FACEBOOK SOCIAL MEDIA POSTS Car Free Day



TEXT MESSAGES Car Free Day

Previous Year’s Registrants Text
September 1, 2021 

2021 Registrants “ Tell a Friend” Text
September 13, 2021

Last Chance to Pledge Text
September 20 , 2021 

Thanks for taking part in 
last year’s Car Free Day! 
It’s time to take the 2021 
Car Free Day pledge!  
Free prize raffle entry. 
Register at 
www.carfreemetrodc.org

http://www.carfreemetrodc.org/


SPONSORS Car Free Day

Promo Codes (given after taking the pledge)
● $30 Nift Gift, $30  credit toward local ne ighborhood businesses

Raffle Prizes
● Capital Bikeshare memberships , goDCgo
● Samsung Galaxy Tab A,Tri-County Council for Southe rn Maryland
● Monthly SmarTrip Card , Washington Metropolitan Area Transit Authority
● Free T-shirt and annual membership , East Coast Greenway Alliance
● Grocery Store gift cards of $25 value ,  Giant Food
● WABA annual memberships, Washington Area Bicyclist Association
● Nando’s PERi-PERi, Full Platte r, Nando’s PERi-PERi
● Commuter train passes, VirginiaRailwayExpress
● HipCityVeg $20 gift card, HipCityVeg
● Brewery Tasting for 2, Caboose Tavern
● $50 Gift card , George town Running Company 

https://godcgo.com/
https://tccsmd.org/
https://www.wmata.com/
https://www.greenway.org/
https://giantfood.com/
https://www.waba.org/
https://www.nandosperiperi.com/
https://www.vre.org/
https://hipcityveg.com/
https://caboosebrewing.com/vienna-va/
https://www.jackrabbit.com/stores/georgetown-running-co-dc.html


EMAIL BLAST Car Free Day



EARNED MEDIA STRATEGY Car Free Day

● In-kind sponsor drive
● College  Challenge  digital toolkit/on-air exposure
● Partne r with American Lung and Heart Associations
● Calendar listings
● Press re leases/media advisorie s
● Grassroots influence rs campaign
● Digital social media toolkits
● Earned media placements



TRANSIT SIGNAGE (DONATED SPACE) Car Free Day

Transit space donated by:

● Arlington Transit (ART)
● Fairfax Connector
● Metrobus
● Montgomery County 

Ride  On
● Prince  George ’s TheBus



TRANSIT SIGNAGE (DONATED SPACE) Car Free Day



COLLEGE CAMPUS CHALLENGE Car Free Day

● Digital toolkit to promote  
event

● College  with greatest 
number of pledges to 
rece ive  recognition. 



EMPLOYER NEWSLETTER



● Report on re levant TDM news

● Promote  Commute r Connections se rvices and special events

● Reaches

○ Employer Transportation Coordinators

○ Committee  members

○ Other TDM stakeholde rs

○ Federal ETC’s (w/inse rt)

OBJECTIVES & STRATEGY Newsle tte r



SUMMER NEWSLETTER Newsletter



SUMMER E-NEWSLETTER Newsletter



THANK YOU


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59

