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Item #3



 Encourage alternatives to SOV commuting

 Reduce vehicle trips and miles

 Reduce traffic congestion and improve air 
quality

COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES



 Ridesharing

 Guaranteed Ride Home

 ‘Pool Rewards

 Bike to Work Day

 Employer Recognition Awards

 Car Free Day

INITIATIVES



Spring Umbrella Campaign



Radio $228,863 

Podcast $  12,000 

Google $    3,600

Online/Mobile in-app $  62,500

Social Media $    5,000

Out Of Home $  22,400

Total Paid Media: $334,363

Added Value: $  48,060

rideshare

SPRING FY17 MEDIA BUDGET (NET)



rideshareSPRING PAID MEDIA

Out of Home (OOH)



rideshare

SPRING RIDESHARE RADIO & PODCASTS
Flight dates: 2/20, 3/6, 3/20, 4/3, 4/17, 5/22, 6/5, 6/26
Podcast Dates: 3/6, 3/20, 4/3, 4/17, 5/22, 6/5 

<- PODCASTS ->






SPRING RIDESHARE SOCIAL & DIGITAL
rideshare

Flight dates: 2/20, 3/6, 3/20, 4/3, 4/17, 5/22, 6/5, 6/26
WTOP: 2/20 – 6/30 (every other week)

Facebook Google Text Ads                                             

Web/Mobile/Tablet, Newsletters & Mobile in-app



SPRING RIDESHARE 
OUT OF HOME ADVERTISING

rideshare

Flight dates: March 6th – June 30th

Table tents appeared in front 
of food court crowds, and 
replenished as needed. 

Ad Panels were in high traffic 
locations, in front of:

• Tourneau and Swatch
• Apple Store

Ad Panels
Table Tents



SPRING RIDESHARE CREATIVE
rideshare



SPRING RIDESHARE RADIO ADS
rideshare

 :30 English radio spots (2) 

 :30 Spanish radio spots (2)

A Couple Clicks to Share A Couple Clicks to Save

A Couple Clicks to Share A Couple Clicks to Save
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44.251114
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2017

Blues

31.869648
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Blues

33.567585
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COMCAST AD TAKEOVER
rideshare



SPRING RIDESHARE VALUE AD
rideshare

 :30 Radio reads 
 Banner ads 

Added value to Promote SafeTrack and CarpoolNow App :



RIDESHARE VALUE AD: COMCAST
rideshare



RESULTS TO DATE: WTOP.COM ADS
rideshare

Industry Average .05%



RESULTS TO DATE: COMCAST PODCAST
rideshare



Guaranteed Ride Home 20th Anniversary



GUARANTEED RIDE HOME MEDIA
guaranteed ride home

Washington DC Market
 Radio (anchor)
 YouTube
 Online/Digital
 Mobile in-app
 Social Media

Baltimore Market
 Radio
 YouTube 
 Social Media



SPRING MEDIA BUDGET (NET)
guaranteed ride home

Radio $  188,406

Online/Digital $    23,600

YouTube $      4,000

Mobile in-app $      3,000

Social Media $      4,000

Total Paid Media: $ 223,006

Added Value: $    24,420

Radio – GRH Baltimore $    29,495

Digital – GRH Baltimore $      4,000

Social Media – GRH Balt $      4,000

Total Paid Media: $    37,495

Added Value: $      5,120



GRH SPRING CREATIVE
guaranteed ride home



guaranteed ride home

SPRING CREATIVE RADIO
Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/29, 6/12, 6/19

Problem Solved - Emergency

Problem Solved – Work Late

Baltimore Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/8, 6/12, 6/19





Blues

36.83272




Blues

32.470478





GRH YOUTUBE
guaranteed ride home



GRH BANNER ADS
guaranteed ride home



guaranteed ride home

GRH SPRING SOCIAL & DIGITAL
Flight dates: 2/27, 3/13, 3/27, 4/10, 4/24, 5/29, 6/12, 6/19

Facebook

Google Text Ads

YouTube

Mobile In-app

Web/Mobile/Tablet

Facebook Boosted Post



GRH BALTIMORE SPRING SOCIAL & DIGITAL
guaranteed ride home- baltimore

Flight dates: 2/27, 3/6, 3/20, 4/3, 4/17, 5/1, 5/22, 6/5

Facebook YouTube



guaranteed ride home

SPRING GRH VALUE ADD

 :30 SafeTrack/CarpoolNow
App bonus messages

 Banner ads 



RESULTS TO DATE: WTOP.COM ADS
guaranteed ride home

Industry Average .05%



guaranteed ride home

DONATED TRANSIT PLACEMENT



guaranteed ride home

EARNED MEDIA

OBJECTIVES
• Increase impressions
• Build Trust

STRATEGY
• Position as key resource & Innovator
• Promote economical, environmental, and social benefits



Spring ’Pool Rewards



Maximize impressions

Engage audience

STRATEGY
’pool rewards



SPRING  FY17 MEDIA BUDGET
’pool rewards

Print $    7,800

Digital $    10,800

LinkedIn $    3,288

Facebook $    3,300

Total Paid Media $  25,188

Campaign Live: 
February 20 – April 23, 2017



’pool rewards

CREATIVE

The Washington Post - print ads

Realtor.com – banner ads



’pool rewards

SOCIAL MEDIA

Facebook Ads LinkedIn Ads



’pool rewards

Banner Ads

REALTOR.COM

Carousel Ads



RESULTS: REALTOR.COM
’pool rewards

Banner Ads

Photo Carousel

Avg. Click Thru Rate 
for realtor.com .03%

3X–4X BETTER 
PERFORMANCE



RESULTS: LINKEDIN
’pool rewards

493,851 Impressions
33 Clicks
$204.76 total spend



RESULTS TO DATE: FACEBOOK
’pool rewards



bike to work day



bike to work day

BIKE TO WORK DAY Friday May 19, 2017

STRATEGY

Promote bicycling as a viable 
alternative commute mode

Build regional participation

Engage employers and 
organizations



ESPN Radio $    13,451

Digital: WTOP $     9,348

Radio $     34,199

Facebook $    1,500

Twitter $    1,500

Total Paid Media $    59,998

BIKE TO WORK DAY MEDIA BUDGET (NET)
bike to work day



PROCLAMATION
bike to work day

Signed April 19th, 2017. Nicholas Ramfos Transportation Operations 
Program Director, and Bridget Newton, Mayor City of Rockville



bike to work day

BIKE TO WORK DAY 2017 SPONSORS

Sponsors

21 $54,550 cash

9 in-kind



bike to work day

BIKE TO WORK DAY POSTERS



bike to work day

BIKE TO WORK DAY T-SHIRT

Front Back



bike to work day

BIKE TO WORK DAY RACK CARDS



bike to work day

BIKE TO WORK DAY BANNER



bike to work day

BIKE TO WORK DAY WEBSITE



bike to work day

BIKE TO WORK DAY FACEBOOK



bike to work day

BIKE TO WORK DAY TWITTER



bike to work day

PAID MEDIA: BANNER ADS
Web & Mobile Ads



bike to work day

RESULTS: WTOP.COM BANNER ADS

Industry Average .05%



PAID MEDIA: RADIO

Scott Jackson :15 Read

Scott Jackson :60 Read Bob Marbourg :60 Read

BTWD 2017 :60 Spot


null

Other

13.45301




null

Other

57.93857




60.15886




Blues

58.826683





SNAPCHAT

$50 per day per location.

Pit stops:
• Adams Morgan
• Alexandria
• Ballston
• Bethesda
• Crystal City
• Downtown, D.C
• Georgetown
• NoMa
• Reston
• Rosslyn



FACEBOOK



bike to work day

EARNED MEDIA: INTERVIEWS

May 16th, 2017.
Nicholas Ramfos Interview with Bobby Gailes 
“Taking It To The Streets” Morning Segment.  

May 18th, 2017.
Mike Farrell Interview



VALUE ADD: WJFK FAN FEST
bike to work day

• On May 6th in Chantilly, VA. 

• attended by 2,000 people. 

• 240 magnets were given out



bike to work day

VALUE ADD: WJFK



bike to work day

VALUE ADD: ESPN RADIO

Scott Jackson :10 Read


null

Other

12.144





bike to work day

WOMEN & MINORITY OUTREACH

Media / Business

• El Pregonero (TMN) 
• El Tiempo Latino (TMN)
• Washington Hispanic (TMN)
• Telemundo (TMN)
• Univision (TMN)
• El Zol (TMN))
• La Nueva (TMN)
• Radio America (TMN)
• Radio La Mera Mera (TMN)
• World Journal
• Washington Chinese Daily News
• The Washington Informer
• The Washington Sun



bike to work day

WOMEN & MINORITY OUTREACH

Organizations/Associations

• Central American Resource Center (TMN)
• National Society of Hispanic MBAs: DC Chapter (TMN)
• NAACP: DC
• National Society of Hispanic MBAs: DC Chapter
• National Black MBA Association, Inc.
• Northern Virginia Black Chamber of Commerce
• U.S. Black Chamber
• DCBlack.com
• National Association of Women Business Owners: 

Greater DC
• EWomen Association of Women Business Owners: 

Greater DC
• Washington DC Women’s Business Center
• Greater Washington Women’s Network
• Alexandria Spokeswomen
• Black Women Bike DC



bike to work day

EARNED MEDIA: HISPANIC OUTREACH

Jose Diaz interview with El Zol. 


Blues

762.9205





bike to work day

EVENT: MAY 19TH, 2017



RESULTS

Presenter
Presentation Notes
NOTES: 
Year to be changed

SOCIAL MEDIA STATS: 
1,864 Reach
310 new followers
(up 152% from last year) 


Highlight 18,700 registrants 
It’s a new Event record. Also should be 183% increase





20th employer recognition awards



2017 EMPLOYER RECOGNITION AWARDS

STRATEGY

Recognize employers who deliver outstanding and 
measurable commuter benefits and/or telework programs

 Newsletter
 Website
 Print ad
 Earned media
 Social media

Help winners leverage recognition
 Employer winner kit

Employer Awards 20th Anniversary Strategy
 Recognize milestone through ceremony, and paid, earned, 

and social media

employer recognition awards 2017



INVITATION

employer recognition awards 2017



PROGRAM BOOKLET

employer recognition awards 2017



PODIUM SIGN

employer recognition awards 2017



newsletter



additional marketing

OBJECTIVES

 Build loyalty and brand awareness

 Report on relevant TDM news

 Promote Commuter Connections services and special events



additional marketing

STRATEGY

 Published quarterly and reaches

 Employer Transportation Coordinators

 Committee members

 Other TDM stakeholders

 Federal ETC’s (w/insert)

 E-Newsletter delivered quarterly to employer database



newsletter

PRINT

Spring 2017 Newsletter and Federal ETC Insert



newsletter

E-NEWSLETTER



Review Research, Trends, and Prior Campaign Results July 2017 

Write Marketing Communications Plan July 2017 

Reg TDM Marketing Committee Feedback Aug 2017 

Conceptual Approaches at Reg TDM Marketing Mtg Sep 2017 

Feedback from Marketing Workgroup Oct 2017 

Refine, Develop and Finalize Nov 2017 

Media Selection Dec 2017 

Production and Distribution to Media Jan 2018 

New FY18 Creative Campaign Goes Live Feb 2018

LOOKING AHEAD



Q&A
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