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Tuesday, June 3, 2003


1.
Introductions (see sign-in sheet)
Chair Charlene Robey brought the meeting to order at 10:44 a.m.

2.
Regional Spring TDM Marketing Campaign - Sheila Lewin of Pathways Strategic Communications gave a presentation to recap Spring 2003 TDM Marketing, specifically promotion of the Found Time contest, GRH and Telework Seminars. 

a.
Found Time outreach promotion: The primary goal of the Found Time promotion was to encourage ridesharing through a reward program to capture commuters’ stories for PR purposes.
· Residential Postcard Mailing to 300,000 homes 

· Employer Posters to 4,500 employers 

· Radio Ads with 1,030 spots from 4/7 – 5/16 

· Re-tagged TV ad, 266 spots weeks of 4/14 & 5/12

· Web Flash page, Contest Rules, and Registration page 

on Commuter Connections Web site

b.
GRH Campaign-

Radio

· Radio: April 7 through June 27, 2003

· 1,483 spots, net $138,252 reach 64%, 17 frequency

· PSA’s Value (with prizes):  $82,255

Television

· Weeks of April 14, May 12, June 9 

· 417 spots, net $113,345, reach 71%, 3.5 frequency

· PSAs Value: $15,750

Vinyl 

· On Metrobus from April 1-30, 2003

· 50 queen size vinyls, 

· PSA cost $1,000 plus printing, 

· value approximately $25,000

c. Telework Campaign – Radio: 

· Promote Employer Seminars in region 

· Radio 414 :60 spots, net $67,334, reach = 51%, frequency = 7.5

· April 16 - May 13, 2003

· PSAs value: $34,110

Chairperson Robey implored committee members to consider new ways to market teleworking.

3.
Regional Mass Marketing TERM Briefing - Members of a team from Dudnyk Advertising came to brief committee members on recent research conducted as well as to present their proposed Integrated Marketing Plan for the Mass Marketing TERM:

a. 
Past Research -  Dudnyk reviewed an extensive number of previous research studies conducted by COG and various transportation agencies in the Washington metropolitan region.  These existing documents gave an insight into commuters’ rationale for alternative mode choices.  The team saw a need to supplement this knowledge with information that would help analyze deeper consumer motivations.

These research materials were carefully reviewed and analyzed to gather inferences for the development of the mass marketing strategy. While these projects contained a wealth of valuable information, and reiterated the importance of factors such as time, cost, and convenience, there was little in the way of information on the emotional aspect of the commuters’ decision-making processes which lead to recommendation of further research from a qualitative stand point. 

b.
New Qualitative Research - Methodology for Stakeholder research included one on one interviews, round tables and some written responses.   According to the gathered feedback, Commuter Connections’ brand identity created by the marketing campaign should provide the impression of mobility and transportation choices, congestion mitigation, and improvement of economic viability and quality of life.  Stakeholders wanted a unified seamless integrated approach—compatibility between alternative commute modes.  The general consensus of opinion is that trains attract a more upscale audience, and that vanpooling has an opportunity for growth.  A hub and spokes approach to mass transit has been taken so far, but now those spokes need to be fed by buses, vanpools, carpools, shuttles, etc.  Up until recent, transit was owned by government as a social service function, but now the focus is on attracting the “rider of choice” due to environmental concerns pertaining to the use of land and air quality. Mass transit only works for some people: those who are near a pickup point, work near a drop-off point, and the intervening time can’t have too many transfers or take too long.  Mass transit serves well for those within the main transit corridors, but a focus on alternatives is needed for outer lying areas.  Other issues that surfaced included the environmental impact and safety aspects of mass transit.

c.
According to employer surveys, the top three modes of alternative transportation on initial impression were Metro, carpool, and bus, followed by light or other rail, bike/walk, telework, vanpool and HOV.  The question was unaided and open-ended.  Employers surveyed expressed overwhelming support for telework.  Employers felt it fulfilled interests in reducing both traffic and demand for office space; 29 out of 30 surveyed were in favor.

Methodology: Thirty telephone interviews conducted with five federal D.C. establishments, five non-federal, and ten private-sector establishments each in Maryland and Virginia.  Also factored into the sample was an even apportioning across company size as well as an even distribution of the level of transportation benefits offered by the companies.

d.
Consumer Research was conducted in May 2003 by Dudnyk and included four focus groups with a grand total of approximately forty participants; plus 30 in-depth telephone interviews.  The participants included a balance of separate groups made up of SOV and non-SOV commuters.  Research revealed that both the SOV and non-SOV groups were incredibly alike.  When asked to describe their commute, both had similar answers, both groups viewed commuting as a “necessary burden,” and both groups viewed their choice of commute as the best possible option. As a general rule, behavior is difficult to change; the more strongly opposed to the beliefs, the harder it is to change.  SOV and alternative commuters, have only marginally different opinions.  This is both good and bad as those likely to switch from SOV to non-SOV is offset by those who could just as easily switch from non-SOV to SOV.  This underscores the importance of the campaign to not only influence a switch by SOV commuters but the need to reinforce to the current non-SOV group, to continue to remain as alternative mode commuters.
e.
In a “laddering exercise,” both the focus groups and interviewees were asked to use the words that first came to their minds to describe their existing commutes.  

SOV drivers stated the following: 


Traffic

(
Congestion
(
Pile-up

Traffic

(
wasted time
(
home & kids

Convenient
(
Close

(
Easy


Non-SOV commuters stated the following: 


Free Time
(
Read

(
Relax

Congested
(
Pushing
(
Bad escalators

Easy

(
Free Time
(
Convenient

Crowded
(
Rudeness
(
Unhappy

This suggests SOV and alternative commuters like and dislike the same things about their commute (convenience / ease of use),  (congestion / crowds / traffic / pile up),  (free time / home & kids) Lesson: traffic problems set up the desirability for changing commute mode. 

f.
Emotional nerve: Ask people to describe their commute, and both groups talk about it the same way: in terms of time, cost, convenience, and (unmentioned in previous stakeholder research) comfort.  Ask people “What’s the biggest problem?” and the answer is always other people —“those idiots” who are bad drivers or, on Metro, stand to the left on escalators or wear loud headphones.  Ask them what they do to solve their problem, and they shrug their shoulders (commuting is a necessary burden).

g.
Additional learnings: commonly held perception of a “better” commute is with Metro rail and carpooling; for some reason buses are negatively perceived.  Commuters want “an easy commute.”  Our message (not actual tagline): “we can show you how to make your terrible commute more tolerable.”  Behavior-changing trigger is frustration, setting of a chain of events that should end with credit to the brand—in this case, Commuter Connections (and ultimately local transit members once the “connection” is made).

Higher SOV frustration levels center more around the commute to work.  This was valuable data and will allow us to focus on this opportunity by bulking up on morning drive radio spots.    Note:  this may change from time to time as was brought up in previous discussions due to the fact that this phenomenon may correlate with the job market.  For example, the higher the unemployment rate, the more likely commuters are more stressed about being punctual getting to work.  

“Mass transit works for some people and not for all”—also applies to alternative transit.  For those that it could potentially work for, it becomes our role to show them how, by providing options that will allow them to make an informed decision.  The most significant insight beyond being about time, convenience and cost is that it’s also about relieving frustrations and making the system “work” for commuters.  Commuter Connections can be the answer to their frustrations.   

On a side note, if buses are negatively perceived can this perception be changed?  Rich Solli, MTA: “this will not happen overnight but eventually can happen” by running buses that are clean and on-time.  Momentary consideration was given to luxury and express buses with higher fares.  Another point raised was about those who never took a bus, buses tend to take on the perception of a “mystery bus” feeling in that people know a bus goes through their neighborhood but generally don’t know anything about when it leaves or where it goes.  Brand awareness needs to be increased toward this end, so that mass media can be more about individual empowerment.

h.  Proposed Integrated Marketing Communications (IMC) plan discussion.  

· Mass media objective: increase awareness of the Commuter Connections brand and ultimately get 8,525 cars off the road (17,050 Vehicle Trips) by June 2005 based on TERM goals.  A broad media reach will blanket the Washington, D.C., metro area, with media vehicles selected with target audience media usage habits in mind.  Media schedule will allow for higher-concentration over shorter periods, at approximately three-to-four week intervals, with a primary target of adults 35-65 and secondary target of persons 25-54 of age.   Timing is scheduled for FY04 in the fall, with broadcast media units consisting mainly of radio with some TV spots as well.  

· Ethnic and urban markets strategy, more than just translation, will target needs and motivations of limited English speaking and urban audiences (Hispanics and African-Americans) in their environment.   Dudnyk has brought aboard the expertise of MAYA, an advertising agency specializing in urban and ethnic marketing.  This will include appeals from their influencers, opinion-makers, and community leaders that would spur them to consider solutions offered by Commuter Connections.  This needs to be integrated with the larger creative campaign, with effective allocation of limited budgets for maximum reach in each segment; Hispanics demonstrate a larger percentage of TV usage than the general market, and two to three times the radio usage.  African-Americans will be reached through advertising on stations popular with black audiences who fit our target customer.  Collateral materials and culturally sensitive brochures with a media kit for the Hispanic press will be provided in a consistent manner with the larger campaign to follow the media messages, slogans, themes, key message points, branding and images.  Direct mail will be sent to Hispanic households in Arlington and Montgomery Counties and to African-Americans in Prince George’s county.  Direct mail would complement other marketing and give the campaign a personal approach.

· Public relations strategy includes resource efficiency, communications value, and opportunity to create preference—“endorsement.”  By affiliations and partnerships with favorably regarded organizations, Commuter Connections can benefit from an implied endorsement, solid credibility and be more persuasive with a third-party source.  COG members and chambers of commerce will be points of contact.  Communications value: current media focus is great opportunity to persuade commuters to alternative transportation at a relatively low cost.  Some of the ideas include relationship-building with news bureaus to provide background information, events (campaign launch press conference, “Not the Great Road Race”—between SOV and alternative commuters), materials.  This will include an array of spokespersons to help build Commuter Connections’ image as an informative source of frustration relief from traffic congestion.

· Direct & Interactive Marketing: Data-driven assignment can spur conversations with individuals most agreeable to commute-mode switch, converting them to advocates of Commuter Connections to build word-of-mouth.   Tactics to get smart about our target include identifying customers and best prospects, locating the areas where they live, knowing who they are and what they like, and reaching them cost-effectively.  The best customers are existing customers who have expressed interest but have not yet acted on switching commute modes.  This target group is considered to be “low-hanging fruit” since they have a predisposition by virtue of previously contacting Commuter Connections for information.  

 Potential direct tactics other than mail include teaming up with employers to insert Commuter Connections literature into paychecks, point-of-purchase displays in offices and at gas stations.  Next steps: integrate offline tactics with online initiatives by building a relational database with greater abilities.  Provide “cross-selling” opportunities (e.g. GRH to someone who requested ride matching information) 

· Interactive plan objectives: increase site traffic and online registrations for ride matching and GRH by 40% to average 2,100 per month; have Webinars for HR directors on various COG programs; post links, Commuter Connections content on companies’ intranets. Test online advertising, e-mail marketing program for lapsed users, and corporate HR directors. Quarterly online newsletter: create a sense of community and cachet among current users; test online advertising in conjunction with mass media plan.  

i. Group Discussion

· Dottie Cousineau of Fairfax County brought up the need to have a better understanding regarding local branding and the regional Commuter Connections identity.   To what extent should regional ridesharing agencies merge their identity with Commuter Connections?  It will be important for local members to retain their identity when dealing with customers but to acknowledge the Commuter Connections brand as a feeder system and one that consumers can identify with as a means to get information about alternative forms of transportation for the entire Washington metropolitan area.  

· The chair also suggested that local ridesharing agencies synchronize their marketing efforts to go in between the three-to-four week intervals planned for the regional campaign with information to have been e-mailed to COG Marketing Specialist Douglas Franklin (dfranklin@mwcog.org) by June 20th.  The idea is to create synergy between the campaigns.

· Ann King, VRE, raised parking concerns, to which the chair suggested that local jurisdictions limit marketing to those stations where capacity is not yet reached, or to encourage carpooling to capacity stations.  

·    The chair raised the issue of possible coordination with the Clean Air Partners campaign since air quality was an issue involved with ridesharing, to which Sheila Lewin responded that the Partners’ campaign begins June 9th with a Comcast cable buy, about 1,000 spots in the D.C. market.  The PSAs will be serious, focusing on children’s health, instead of cute and upbeat as in the past.  Dottie Cousineau expressed the desire to use these marketing efforts on cable.

The meeting was adjourned at 12:17 p.m.

Reminder:
The next Regional TDM Marketing Group Meeting will be held on Tuesday August 5th at 10:00 a.m.
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