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FY11 ResultsFY11 Results

65% increase in GRH applications over FY10
52% increase in Rideshare applications over FY1052% increase in Rideshare applications over FY10

We believe great results are a combination of:We believe great results are a combination of:
– Increased gas prices 
– Strength of marketing/direct mail campaigns Strength of marketing/direct mail campaigns 
– Effectiveness and support of the Commuter Connections 

network members



First Half FY12 Marketing ProgramFirst Half FY12 Marketing Program

Car Free Day, September 22

Fall Umbrella Campaign

Resource Guide and Strategic Marketing Plan updatesResource Guide and Strategic Marketing Plan updates

Commuter Connections Summer and Fall Newsletters

Comprint Military Relocation Guide

Employer Recognition Awards Nomination Brochure

Campaign Direct Mail Piece



Car Free Day CampaignCar Free Day Campaign

Website hosted by COGy
Print Collateral
Media campaignMedia campaign
Earned media outreach
Email blastsEmail blasts
Text messaging
University challengeUniversity challenge
Prizes and promotions



Car Free Day Media & MarketingCar Free Day Media & Marketing
Radio

• WTOP Bus ExteriorsWTOP
• WMAL
• WPGC

• Fairfax, Frederick and 
Montgomery Counties 

Bus Shelters
• Hot 99.5 (WIHT)
• DC101 (WWDC)

Bus Shelters

• Montgomery County

B  I iPoster

Text Messaging

Bus Interiors

• Arlington and Metro

Social Media
• Twitter

F b k

Banner Ad

• Metro
• Facebook



Car Free Day 2011 ProclamationCar Free Day 2011 Proclamation



Car Free Day Pledge PerformanceCar Free Day Pledge Performance

Significant increase in Car Free Day pledges to dateSignificant increase in Car Free Day pledges to date
9/13/10 – 1,470 pledges
9/13/11 – over 7,000 pledges

Pledge increase result of:
– Prizes identified on posters and promoted early in campaign
– Strong involvement of partner jurisdictions– Strong involvement of partner jurisdictions
– Email blasts

Still time for more pledges, continue to get the word p g g
out!



Car Free Day WebsiteCar Free Day Website



Car Free Day FlyerCar Free Day Flyer



Car Free Day Bus SideCar Free Day Bus Side



Car Free Day Radio SpotCar Free Day Radio Spot

WMAL    WTOP    WPGC    HOT 99.5    DC101



Car Free Day Radio PromotionsCar Free Day Radio Promotions

Value add promos provided by radio stations:Value add promos provided by radio stations:

– Additional :05 and :10 reads on HOT 99.5, DC 101, WPGC
– No charge spots and :30 on WTOPg p
– WPGC distribution of Car Free Day flyer during pedestrian 

survey
– WPGC Guy Lambert interview with Nick Ramfos
– WMAL “US Congress Handbook” giveaway with :10 and :30 

promos

Total Value Add: $21,350



Car Free Day Text MessagingCar Free Day Text Messaging

To opt-in pledgers from To opt in pledgers from 
carfreemetrodc.com Thanks for pledging 

to go Car Free on 
Sept 22.  You may 
win an iPad 

Text messages sent on 9/8, 
9/14, 9/19

courtesy of Base 
Technologies! Get a 
friend to pledge at 
http://www.carfreem
etrodc.com!,



Car Free Day TwitterCar Free Day Twitter



Car Free Day FacebookCar Free Day Facebook



CFD Earned MediaCFD Earned Media

Press releases:Press releases:
– August 10: Registration open
– August 24: Car free or car-lite, pledge. Included g p g

testimonial from 2011 CFD 
– September 9: Capital Car Free Campus Competition, 

Flippin’ Pizza promotion  Capital Bikeshare Birthday BashFlippin  Pizza promotion, Capital Bikeshare Birthday Bash
– September 13: With More Than a Week Still To Go,    

Car Free Day Breaks Pledge Recordy g



Email CampaignEmail Campaign

Email campaign to:Email campaign to:
– Stakeholders
– Universities
– Employers
– Past Car Free Day and Bike to Work Day participants



Prizes and PromotionsPrizes and Promotions

Sponsor Prizes:
– iPad (Base Technologies)
– Bicycle (BicycleSPACE)

Washington Nationals tickets– Washington Nationals tickets
– Capital Bikeshare annual memberships
– SmarTrip Cards w/ $25 farep $
– Segway Tours
– VRE passes

Food Retailer Promotions :
– Flippin’ Pizza Free lunch (2 slices & beverage )

S  & H l h 7 d  – Sport & Health 7-day pass



Capital Car Free Campus CompetitionCapital Car Free Campus Competition

Friendly challenge between:Friendly challenge between:
– American University
– George Mason Universityg y
– Georgetown University
– University of District of Columbia
– University of Maryland



Capital Car Free Campus CompetitionCapital Car Free Campus Competition



FY12 Fall Rideshare Umbrella CampaignFY12 Fall Rideshare Umbrella Campaign

Continue Spring FY11 creative

Campaign live October – December 2011

Media:Media:

• Radio (anchor media)
• Exurb radio stations (WAFY/WWEG, WFMD/WFRE, ( , ,

WSMD, WBQB, WFLS, WJMA)
• DC news stations (WTOP, WMAL)
• ESPN, WILC (Romántica)

• Google search ads



Rideshare Radio SpotsRideshare Radio Spots

Save Half – Woman Save Half Woman 
A commuter requests a rideshare partner to save half the 
gas, half the money, and half the stress with her.

Save Half – Man 
A commuter likens ridesharing to half time, providing a 
personal half-time with half the driving, half the stress, and 
half the costshalf the costs.



FY12 Fall Rideshare Campaign VisualFY12 Fall Rideshare Campaign Visual



FY12 Fall GRH Umbrella CampaignFY12 Fall GRH Umbrella Campaign

Continue Spring FY11 creativeContinue Spring FY11 creative

Campaign live October – December 2011

Media

• WTTG Fox 5 early morning news

• Comcast cable early morning and night 



GRH TV CommercialGRH TV Commercial



Commuter Connections Summer NewsletterCommuter Connections Summer Newsletter



Comprint Military Relocation GuideComprint Military Relocation Guide



Marketing Campaign Creative ProcessMarketing Campaign Creative Process

Campaign inputp g p
• COG research
• Industry trends
• Current events• Current events
• Previous campaign results

Develop Marketing Communications Brief
Campaign Conceptual Development
Marketing workgroup feedback
ProductionProduction
Campaign Live
Results and analysis



FY12 Rideshare ConceptsFY12 Rideshare Concepts

ObjectivesObjectives
• Maintain and increase awareness of shared ride modes
• Retain current ridership on these modesp
• Gain new riders
• Gain new applicants to the regional database

Conceptual Approach for Creative Strategy
• Focus on the financial benefits of sharing a ride
• Keep messaging and imagery light and fun, to maximize 

integrated promotional effortsintegrated promotional efforts



FY12 GRH ConceptsFY12 GRH Concepts

ObjectiveObjective
• Increase the number of applicants in the GRH database by 

promoting GRH and eliminating a barrier to using transit, 
carpooling, vanpooling, bicycling, and walking to work.

Conceptual Approach for Creative Strategy
• Illustrate that registering for the program is easier than 

risking itrisking it
• Ask individuals to "sign up" now



FY12 Creative Development ScheduleFY12 Creative Development Schedule

Review research and results from recent campaigns June 2011
D l  M k ti  C i ti  Pl  J l  2011Develop Marketing Communications Plan July 2011
Feedback on Plan from Regional TDM Marketing Group (Extranet) Aug 2011 
Present conceptual approaches to Regional TDM Marketing Grp Sept 2011
Refine and develop approach based on Workgroup feedback Oct 2011
Finalize creative Nov 2011
Produce creative Dec 2011 o uce c eat ve ec 0  
Distribute creative to media vendors Jan 2012
Campaign launch Feb 2012



Media Selection ProcessMedia Selection Process

Review and analyze
M k  C  B f• Marketing Communications Brief

• Previous campaign results
• Third party media data from Strata, Scarborough, Arbitron

CalculateCalculate
• Reach & frequency of target demographics for each media option

Analyze
• Cost/value proposition of each media option

Reality check
• Does it make sense?

Negotiate
• Re evaluate best negotiated options• Re-evaluate best negotiated options

Media Purchase
Run campaign
Evaluate resultsEvaluate results



FY12 Marketing Campaign ScheduleFY12 Marketing Campaign Schedule

Car Free Day Aug – Sept 2011Car Free Day Aug Sept 2011

Fall Campaign (repeat FY11 creative) Oct – Dec 2011

Spring Campaign (new FY12 creative) Feb – June 2012

Bike to Work Day Apr – May 2012

E l  R iti  A d J  2012Employer Recognition Awards June 2012



Questions & AnswersQuestions & Answers

Any questions or comments?Any questions or comments?


