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Integrated print, digital and social media marketing to increase awareness of the 
Circulator’s key value proposition: the price - $1, the frequency - 10 minutes, and 
the ride; bringing access to high demand destinations.
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•



 Provided leads for retailer 

partnerships

 Promoted campaign on 

social media

 Provided input on winning 

contest entries 







1. Develop at least 10 strategic partnerships to communicate the “cool places you 
can go with Circulator.”

• 19 Partnerships established; three co-branded events

• New relationship established with Anacostia BID

2. Increase social media engagement by 5%.

• 8.5% total increase in social media following. (Exceeded by 3.5%)

3. Attract 5% more customers than Fall 2013 to two rutes with lowest ridership

• 20% October ridership increase on Union Station – Navy Yard route 

• 8.2% October ridership increase on Potomac Ave – Skyland Via Barracks 

Row route



 113 new Twitter followers totaling 4,855 

followers

 56 new Facebook page likes totaling 1,023

likes – (exceeded 1,000 page likes mid-

campaign)

 85 Contest entries across Twitter and 

Facebook

 More than 50,000 Twitter impressions

 20,856 Overall Facebook impressions

 More than 100 hashtag uses



National Mall Circulator Route 





Microsite 

http://circulator.ecendantdev.com/


Newsletter Content 

http://us7.campaign-archive2.com/?u=fcc29d3ad453087ecd25db40c&id=89000ae6b8&e=2aff3bd88c




Creative 



Visitor Services 
“Train the Trainer” 

Wednesday, January 14 
Freer and Sackler Galleries 

Wednesday, February 10 
Smithsonian Castle 
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