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Executive Summary
Overview

This document summarizes Commuter Connections marketing activity occurring between July
and December 2016. Through the regional TDM Mass Marketing effort, Commuter Connections
delivers a brand promise as the regional solution for commuters seeking alternative
transportation options within the Washington D.C. region. The use of media and other forms of
communication at high reach and frequency levels are used to influence commuters most likely
to shift away from single occupant vehicle (SOV) travel. The regional marketing campaign also
aims to encourage continued use of non-SOV modes of commuting.

The marketing initiative was built on TDM research (demographic, behavioral, and attitudinal
aspects of commuters in the Washington region), past campaign experience, network member
feedback, and economic conditions. The overall objective of the regional TDM Mass Marketing
project is to meet Transportation Emission Reduction Measure (TERM) impact goals.

The regional TDM Mass Marketing initiative promotes Commuter Connections’ Ridematching
services and Guaranteed Ride Home (GRH) programs. Through effective outreach, the
marketing campaign aims to persuade SOV commuters to switch to alternative modes of travel,
and current alternative mode users to maintain and increase usage.

Other campaigns include the promotion of Car Free Day, and ‘Pool Rewards. Car Free Day,
held on September 22, serves as an opportunity to promote alternative modes for both
commute and non-commute transportation, and encourages commuters and the general
public to take the pledge to use car free or car-lite transportation. ‘Pool Rewards is a program
geared toward encouraging SOV commuters to carpool or vanpool through monetary
incentives.
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Mass Marketing Campaign

The FY 2017 first half media campaign to promote Ridesharing and GRH used advertising
developed for spring FY 2016, in both audio and visual forms. Radio ads, two Rideshare and two
GRH, ran for a total of seven weeks, alternating weeks between Rideshare and GRH. The GRH
and RS campaigns kicked-off the last week of September and first week of October,
respectively, and continued through December. The total cost of the Rideshare media buy was
$335,754.05, and the total cost of the GRH media buy was $222,976.25. Total impressions
netted by the first half FY 2017 Fall Umbrella campaign reached over 156 million.

The FY 2017 first half media campaign also included promoting GRH in the Baltimore region
using advertising developed for spring FY 2016 radio. Two GRH radio ads ran for a total of eight
weeks, started mid-October and ran through mid-December. The total cost of the GRH
Baltimore media buy was $37,500.00, and netted 3.7 million impressions.

Value Add Promotions

Based on paid media, $158,636.00 in value add was negotiated in the form of additional
Rideshare and GRH exposure. Value add varies from no-charge radio ads, promotional
messages, and digital ads on station web properties.

Messaging Strategy

The TDM Mass Marketing campaign promoted Ridesharing with a focus on quality of life - “it’s
never too early to form good habits.” Every day offers the opportunity to make an impression
on our younger generation by setting an example of good habits, and allows them to see the
good that comes from starting early. While shifting driving responsibility, commuters can
spend more time napping, reading, working, talking, or relaxing. Quality of life is improved,
stress is reduced, and the overall effort to reduce congestion is positively impacted. Rideshare
advertising was placed on network and cable TV, with a mix of music, news, and Hispanic reach
on radio stations, as well as social media.

The messaging for GRH was “for life’s little emergencies.” Simply by registering ahead of time,
commuters who use alternative transportation can rest assured that when unexpected issues
arise, they can get home - guaranteed. By addressing the worry that using transportation
alternatives will leave one stranded in an emergency, Commuter Connections positively
overcomes an area of concern and opens the possibility of alternatives to SOV commuting to
such an audience. GRH advertising was placed on a mix of music and news radio stations, on
social media, and digital media.
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Car Free Day

Radio, posters, social media, text messages, donated transit space, and earned media were
used to promote Car Free Day 2016. An additional $25,945 was negotiated in the form of value
added media and promotions. In part, this year’s event targeted SafeTrack-impacted
commuters and employers. Pledges reached 4,497 which included the 952 college pledges
raised during the Car Free Day College Campus Challenge. The total cost of the Car Free Day
media buy was $42,745.65, and total impressions reached over 5.9 million.

‘Pool Rewards

TV, Facebook, and LinkedIn ads were used to promote ‘Pool Rewards during the fall campaign.
The campaign started October 3™ and ran through December 25™, alternating on Rideshare
weeks only. The campaign promoted the benefits and cost savings of the ‘Pool Rewards
program for carpools and vanpools. Communications were created to simplify the steps and
help explain how commuters can register for the program. The total cost of the ‘Pool Rewards
media buy was $25,000. The Fall FY 2017 campaign netted a total of 31.1 impressions.

Bike to Work Day
An updated logo was created for Bike to Work Day 2017. Sponsorship letters and outreach to
previous sponsors and new prospects began in November. The color scheme selected for 2017

is lavender, and poster concepts were developed for Steering Committee review, and the
registration goal for Bike to Work Day 2017 was set at 18,600

Employer Recognition Awards

An application brochure to solicit nominees was created, mailed early December, and also
made available online.
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Introduction

The FY 2017 Marketing Communications Plan and Schedule, distributed to network members in
September 2016, served as a tool to outline marketing plans for FY 2017. The strategy behind
the FY 2017 campaign reflects the state of events for the regions’ commuters and built upon
findings from the following reports:

e 2013 State of the Commute Survey Report.

e 2013 Commuter Connections GRH program Survey Report.

e FY 2015 Commuter Connections Applicant Database Annual Placement
Survey Report.

e FY 2012-FY 2014 Commuter Connections TERM Analysis Report.

e 2013 Bike to Work Survey TERM Analysis Report.

The first half of FY 2017 includes the following:

e The continuation of the spring FY 2016 marketing campaign that emphasizes money-
savings of commuting by Ridesharing and the added free benefit of GRH in case of an
unexpected emergency.

e The promotion of Car Free Day 2016 to remind commuters to explore alternative
transportation options to work, school, or anywhere they need to go.

e The continuation of the ‘Pool Rewards program through a TV and paid social media
campaign.

e Newsletters that provide a number of articles on transportation updates and changes
that benefit employers, including infographics for quick glances at commuter statistics.

e The CarpoolNow App introduction.

e SafeTrack e-notification alerts.

e A nomination brochure for the Employer Recognition Awards.

e The kick-off of the Bike to Work Day 2017 sponsor drive and development of poster
concepts.

e The development of a new umbrella campaign to launch in February 2017.
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About Commuter Connections

Commuter Connections is a regional network of transportation organizations coordinated
through the National Capital Region Transportation Planning Board at the Metropolitan
Washington Council of Governments (MWCOG). Commuter Connections offers free commuter
services to those who work in the Washington metropolitan area. Major services include
ridematching for carpools and vanpools, and administration of the GRH program in both
Washington and Baltimore. Through its Employer Outreach Representatives, Commuter
Connections also helps employers establish commuter benefit programs for their employees,
including teleworking.

Organizations represented in the Commuter Connections Regional TDM Marketing

Group include:
Arlington County Commuter Services Northern Neck Rideshare/PDC
Bethesda Transportation Solutions Northern Virginia Transportation
City of Alexandria GO Alex Commission
District Department of Transportation Potomac and Rappahannock
Dulles Area Transportation Transportation Commission

Association Prince George’s County Department
Fairfax City of Transportation

Fairfax Connector Rappahannock Area Development
Fairfax County Office of Commission

Transportation Rappahannock-Rapidan Regional

General Services Administration GW
Ride Connect

LINK

Loudoun County Office of
Transportation Services
Maryland Department of
Transportation

Maryland Transit Administration
Montgomery County Commuter
Services

Montgomery County Ride On
National Institutes of Health
North Bethesda Transportation
Center
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Commission

TransIT Services of Frederick County
Tri-County Council for Southern
Maryland

Tysons Partnership Transportation
Council

Virginia Department of Rail and Public
Transportation

Virginia Department of Transportation
Virginia Railway Express

vRide

Washington Area Bicyclist Association
Washington Metropolitan Area
Transit Authority
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Cornerstones of the Marketing Campaign

The primary services featured in the marketing campaign are the GRH and Ridematching
programs. Both are integral to growing the regional database and making it easier for
commuters to find and maintain shared ride arrangements. Other areas included in marketing
outreach include transit, bicycling and teleworking.

The objectives of the marketing campaign are to:

Emphasize the cost savings benefits of ridesharing, specifically through the use of
simple, direct messages that communicate how sharing a ride saves money.

Emphasize the time saving benefits of using HOV and Express Lanes.

Capitalize on the Commuter Connections mobile ridematching and real-time ridesharing
capabilities to position Commuter Connections as the trusted, convenient regional
provider of ridematching services for over forty years.

Draw on the additional savings of ‘Pool Rewards as another incentive within Rideshare
ads.

Encourage commuters who use public transportation, bicycling, or walking to register
for GRH.

Leverage carpooling and vanpooling by positioning GRH as a safety net for ridesharing
and public transportation use, available to commuters in case of unscheduled overtime
or an unexpected personal or family emergency or illness.

Promote Guaranteed Ride Home to alternative commute mode users in both the
Washington and Baltimore metropolitan regions, plus St. Mary’s County.

Increase the number of participants in special events such as Car Free Day and Bike to
Work Day, based on set committee goals.

Promote employer efforts to ease regional commuting issues through earned media
placements and highlight the Employer Recognition Awards; incorporate human interest
stories of commuters using alternative commute modes and/or employers offering
outstanding commuter benefits.

Increase reach to younger demographic, Spanish, and African American.

Focus more on ‘Pool Rewards through realtors and direct mail resources.

Explore opportunities to advertise with transit and/or bus wraps.

Reduce work trips.

Leverage umbrella campaign value add to support SafeTrack messaging.

Promote CarpoolNow, the real-time on demand Ridematching app.
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Brand Character

Commuter Connections is a network of organizations working to improve commutes. Through
Commuter Connections’ online ridematching system, commuters registering for the service will
be given direct access to others who are looking to carpool, along with access to commute
routes and other alternative mode options such as transit, bicycling and teleworking. As more
people share the ride to work, they collectively affect the commute in a positive manner for the
region through less traffic congestion and cleaner air.
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Car Free Day 2016

Car Free Day was held on September 22" and promoted alternative travel modes for both
commute and non-commute purposes, by encouraging commuters and the general public to
take the pledge to use car free or car-lite transportation. The total number of CFD pledges
reached nearly 4,500, a 30% increase above 2015. Some of the outreach targeted SafeTrack-
impacted commuters and employers.

CAR
FREE

DAY

METRO DC

@.22.16
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Media Objectives

The Car Free Day campaign raised public awareness of more sustainable modes of

transportation, and challenged drivers to leave their cars home for the day and go car free or

car-lite..

In addition to paid media of radio and text messaging, other outreach included radio station

promotions, posters, stickers, bus kings and shelters, online banner ads (both radio and Metro

websites), and social media. These and an earned media effort were created to bring attention

to this event and drive the public to www.carfreemetrodc.org to take the pledge.

Target market:
e All drivers.

Geographic Targeting
Washington D.C. DMA

Car Free Day Budget

Radio

Social Media
TV-Social Takeover
Online

Text Messaging

Total Budget

MWCOG
Cost

$31,709.65
S 2,636.00
$ 5,000.00
$ 3,000.00
S 400.00

$ 42,745.65

Car Free Day Spend

Online
7%
TV-5ocial
Takeover
11%

Text Msg
1% .

Gross
Dollars

$37,305.48
$ 5,294.25
$ 5,882.50
$ 3,529.00
S 471.00

$52,482.23

Impressions

2,220988
1,678,800
180,000
352,900
10,000

5,942,865

FY2017 1** Half Regional TDM Marketing Campaign Summary Final Report March 21, 2017

Page 9


http://www.carfreemetrodc.org/

Car Free Days Poster

The poster displayed alternate commute modes available and gave a call to action to visit
carfreemetrodc.org to take the free pledge.

CAR FREE DAY

SEPTEMBER 22,2016

TAKE THE FREE PLEDGE
WWW.CARFREEMETRODC.ORG

Change things up, ge
car free ar ga car-ite

by ridesharing on

‘ﬁlumﬂnﬁgrﬂtp::iz FREE
Take the free pledge,
H ewen if you're already DAY

'i car free or car=lite.
% ME[E{:‘Dﬂ
Choose the “beam” that fits
¥ your mobility best and get sacial “mm
] E #CarFreeDay @CarFresMetraDC BODJASRIDE @ .22 .16
e
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The poster was modified to reference the College Campus Challenge to help grow the friendly
competition and increase visibility and participation amongst area colleges.

CAR FREE DAY

SEPTEMBER 22,2016

FREg
o 0

© i
CAMPUS
CHALLENGE

TAKE THE FREE PLEDGE
WWW.CARFREEMETRODC.ORG

CAR
FREE

> DAY

METRO,DC

£ ) College Campus Challenge! commuTER (pCoNnEcTIoNs - A
BO074SRIDE 9.22.16

O Fowdd an i wd
("
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Radio

Radio informed the single occupant vehicle driving public of Car Free Day on iheart stations
WIHT (99.5 Top 40) and WWDC (DC101/Alternative Rock). Both stations provided a combined
value of $18,445. A total of 57 no-charge :30 second promotional spots over the 3-week
schedule netted 744,232 total gross impressions. Both stations also provided 728x90 and
300x250 banner ads on their websites, delivering 290,724 impressions. Value add (no charge)
:10 sponsorship mentions aired weekly on sister iheart station WMZQ, with Fall Fest concert
ticket giveaways. Car Free Day received a total of 1,042 mentions.

Car Free Day: :30 — A New Tune

Listeners were urged to take the free pledge using an alternate mode of travel. Try a new
routine, something different with a light message and upbeat and fun sound effects. Listeners
were reminded how free and easy it is to make the pledge to go car free or car-lite on
September 22.

Radio Script

“A New Tune” :30 seconds

SFX: Sound of a train. Sound of a bus. Sound of bicycle. Sound of
walking/steps. [Sounds of modes made up a beat that was fun.]

Announcer: This September 22 press play on a new routine and try something
different! Go car free or rideshare. Take the free pledge today at
carfreemetrodc.org for a chance to a win a bicycle and other great prizes!

Car Free Day. Thursday, September 22. Visit carfreemetrodc.org.
Sponsored by Commuter Connections.
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Car Free Day Social Media

Social Media was used to keep friends of the event up to date on activities prior to and after
the event. Car Free Day was “liked” by over 4,100 Facebook fans. Twitter was used to follow Car
Free Day activities in the region as well as to promote Car Free Day activities and sponsors. Car

Free Day had over 700 followers on Twitter.

facebook.

CAR

FREE

DAY READY TO TAKE THE

METRO DC CAR FREE DAY
TEAM PLEDGE?

JOIN A TEAM THAT FITS YOUR MOBILITY BEST

Car Free Day & TAKE THE FREE PLEDGE!
@carfreemetrodc ATCARFREEMETREOC0NG

Home

About

Pledge

Likes Eﬁ Car Free Day Non-Profit Organization

August 9 at 11:47am - @
Events
X The Car Free Day web site for 2016 is now live at www.carfreemetrodc.org Search for posts on this Page
Videos Please take the pledge today to go car free or rideshare (car-lite) on
Bosts September 22, 2016. It's free and you could win some cool prizes!

3,981 people like this
@ Cesar Eduardo Garzon Medina and Jason
LaRosa

Invite friends to like this Page

ABOUT >

[7] Ask for Car Free Day's address
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Paid Social Media Facebook and Instagram Sponsored Ads

1 Liked = Message Save More =
%  CarFree Day
% September 19 at 1:10pm - @

Still not sure if you want to go #CarFree on September 22nd? Here are 6
reasons why you should...

6 Reasons You Should Pledge For Car Free Day

MNeed one more reasen to go car free or car-lite September 227 We've got 6! Check
them out and then pledge at www.CarFreeMetroDC.org
PLAYBUZZCOM

e Like Comment Share

O ‘You, Diana Picciallo DiBartolomeo and 26 others

22 shares

—
“ Write 8 comment...

28 Likes & 22 Shares

E&j Car Free Day ad

0 September & at

|vebhicles En;
globe. maRedt .
one less = CAR

for the day. BRAF\E

METRO DC
pledge for free at catfreemetrade.ongs TN
pledge for | f 01y SR bt
iy Like # Comment #~ Share
D D You, Ruth Baumann Lamy and 87 others Chronological -
34 shares

Wiew 1 more comment
i Scott Gourley I've made it one less for the last 13 years and 4 days.
Like - Reply - 2 - September 10 at 1:07am

“+ 2 Replies

89 Likes & 34 Shares!
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READY TO TAKE THE
CAR FREE DAY

TEAM PLEDGE?’

JOIN ATEAM THAT FITS YOUR MOBILITY BEST

& TAKE THE FREE PLEDGE!
AT CARFREEMETRODC.ORG
FREE
skl o TWEETS FOLLOWING FOLLOWERS  LIKES o Fellar
* 239 a 653 &1 —
w22 &
Commuter Connections | TWeets  Toestsdragies  Meda New to Tvattar?
S FmaMpbOIG @8 Commutar Conneetions SCarFreabdatioDC - Aug § E::c“rz it your ovm
Car Free Day /s an Imematana B A1
evert Balakinsied s e Car Free Day 2016 carfreemetrode.org )
‘Washington DG metropolitan Take the pledge today 2 go car free/car-lite

ragon on Sept 23nd. The evant
encourages indviduals 1o uncar
that day.

Sept 22, it's free to do!

o, ‘You may slso lke - Rafresh
Joined Juiy 2069

[ 23 Photos and videos

T h L]
fed] !i DC:
; e 20050,
-
i -, BikeAriington
kot -_ 3 -~ Eﬂal\rngﬂw!l
ﬁ , e i
bettarDCregior

TWEETS FOLLOWING FOLLOWERS  LIKES
268 a0 o0 158

Teeats  Tweetsdregles Meda

Commuter Connections & CarfreehteroDd - Sap 23

B Thank you to more than 4,500 peaple who ¢ar  Commuter Connections @ CarFreeMeiroDC - Sep 19
took the Car Free Day 2016 pledge in the PEY Still not sure if you're going #CarFree on September 22nd? Here are 6
Washington D.C. region, up 30% from reasons why you should:
2015.

fis

i

o Onthiz #CarFreeDay, -ook-nnw much drive-alons commuting 6 Reasons You Should Pledge For Car Free Day

fas fallen in our region since 2001,

Share of Commuters Who Drive Alone

o8 TLan

%» playbuzz.com

Need one more reason to go car free or car-lite September 227 We’ve got 6!
Check them out and then pledge at www.CarFreeMetroDC.org
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NBC4 Mobile Social Referral Takeover

An estimated 90,000 impressions per day on NBC4’s Facebook, Twitter and Instagram social

media ran September 14™ and 215,

CAR FREE DAY

SEPTEMBER 22, 2016

L

kg/k)\/@;

TAKE THE FREE PLEDGE
WWW.CARFREEMETRODC.ORG

COMMUTER '@HHHIEII]IE

eeeco Verizon LTE  10:14 AM 7 .

£ nbewas..ton.com (O  Share

= 4 A1) WATCH LIVE TV

WASHINGTON

HOME NEWS  WEATHER «*75° IN

CAR FREE DAY & g

SEPTEMBER 22,2016 ecwrirectiecrioc =

THE-SCENE

By the Numbers: National
Museum of African
American History and
Culture

By Sara Moniuszko

oo
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:15 Pre-Roll

eee00 Verizon LTE  10:15 AM

£ nbcwas...ton.com

SEPTEMBER 22,2016
FREE PRIZE RAFFLE!

TAKE THE FREE PLEDGE R
WWW.CARFREEMETRODC.ORG FREE

AY
LEARN MORE e

WWW.CARFREEMETRODC.ORG
COMMUTER ' CONNECTIONS

#CarFreeDay @CarFreeMetroDC
E sl N T
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WTOP.com Digital Media

A minimum of 352,900 impressions were served run-of-site across all devices: desktop, mobile

and tablet, with banner ads in various sizes.

Take the FREE pledge at carfreemetrodc.org CEMMUTER iy CONWESTHNS
U -] LSTEN LSTIN &
wrtop | s 52 () i

TRAFFIC WEATHER

n F‘H‘I;l“w‘x;&miﬂhmml. EUROPE NEWS Uimwmlfmﬂnltﬂ;;- V;:I.
Bayer, Monsanto try to create b
glo al chemical an ag giant EVOLVED

o
S

L]

Crogtumen DY

Federally Insured by NCUA

WASHINGTON'S
TOP NEWS

NEWS ~ TRAFFIC WEATHER rch

tocAL Va_+ Md_+ DC. » Traffic « Weather » Election = Metro

I ()

214 pm, Sestember 14,2018

wtop 259, (@) @

isﬂlzlm 1035FM TRAFFIC

NEWS ~ TRAFFIC WEATHER Search

oca Va_+ M.+ D« Traffic « Wasther « Election - Matro

HEADUNES (3) GETALERTS (3)

MONEY NEWS

PREVIOUSSTORY NEXTSTORY
Dollar mixed Washington Capitals work the grills at Na...

Home » Latest News » Money News » Manassas company designing 2irplane.

Manassas company designing
airplane of the future

5 nManziszs werk onts NASA czntract (Coustesy
PANeweFato/Aurara Ficht Soences]

WASHINGTON — Boeing and Airbus have plenty of concepts for future
commercial aircraft on the drawing board, but so does a Manassas, Virginia,
company.

2050 Scotenber 142016

1035FM

LISTEN LISTEN
LIVE LATEST
TRAFFIC

W Tuse VION to deploy and manage # secure  ViON can help you

zone changes

flood

airplane of the future

chemical and ag giant

Green Line reopens after
man struck, killed by train

'"These are my
babies': Driver got

destination

kids off burning bus v g sctvisssucasie

Couric
When Reneita Smith's yellow school bus caught fire

with 20 students abo
fast. She likely saved children’s lives, and said thather 7 isno full recharge
actions weren't those of a hero. but a mom.

[T Investigators: Driver who
fatally struck baby deleted voicemail

= Pr. George's parent concerned over student safety
= More Maryland News
= More Prince George's County News

® More Local News MNSA from U.S. Cyber Command
TRAVELNEWS ENTERTAINMENT
8fall foliage adventures

Whether from a e Wn

—E
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[ 0 Metro to announce 24/7 work

[ Meeting will discuss ways to
avoid another Cleveland Park Metro

[ Manassas company designing
Bayer, Monsanto try to create global
@ Hidden enclave now a tourist

he had to think, and work, samsung's quick fix for Galaxy Note

& McCain rejects plan to divorce

Colin Mochrie, NSO to crack up Kennedy Center

AT CARFREEMETRODC.ORG
(pledging is free!)

COMMUTER { CONNECTIONS
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Text Messages

When event registrants took the Car Free Day pledge on carfreemetrodc.org, they could opt-in

to receive text messages about the event. Messages asked them to encourage their friends,

family, and co-workers to take the pledge.

odc.org

212 PM

Thu, 09/08/2016

Thx for taking
the Car Free Day
pledge; youre

in the running
for these prizes
www.carfreemet
rodc.org/prizes-
promotions, tell
your co-workers,

family, & friends
3:50 PM

2 Enter message

™

QRO AARA & TY.a7:8422PM
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Pokémon Go

The social media craze that captured imaginations around the world and generated pedestrians
in pursuit of fictional Pokémon creatures was combined with Car Free Day. Leading up to
September 229, a social media campaign by Commuter Connections challenged the general
public to find Pokémon near Car Free Day sponsors, Mellow Mushroom of Adams Morgan and
at select Capital Bikeshare stations around the region. Capital Bikeshare participating locations
were Dupont Circle, Old Town Alexandria, Ballston and Montgomery College. The whereabouts
of the Pokémon were revealed on Car Free Day and sponsors social media sites. Participants
were asked to take the pledge to go car free or car-lite at CarFreeMetroDC.org, then catch
Pokémon on Thursday, September 22" between 9:00 a.m. - 6:00 p.m.

#  commuter Connections 2+ Follow
% GCaFresMatroDC

Join us tomorrow in playing #pokemongodc with
@bikeshare! Sign up at carfreemetrode.org and
join us at the locations listed below:

#CarF(sPDay is Thursday. Take the pledge asmRnEerTs
at CarFreeMetroDC.org, telework with 35 L
small cheese pizzas & free wi-fi.
@CarFreeMetroDC

T:06 AM - 21 Sep 2016

% Commuter Connections ©CarFreeMeroDC « 39m
@bikeshare DG - Dupent Circle & Massachusetts Ave: Thers s

a Gym at Dupon: Circle and 2 Pokestop up the street
#gattacatchemall

‘Commuter Connections & CarfreaheroDC - 27m
@bikeshare Arlington - Baliston Metro / N Stuart & 0th St N:
There s & Pokestop that is in an apt bu'ding a bieck or so
over Fpokemonga

B ——— LB

Q% 54% @317 PM

Ballston Metro Station
Metro stop on the corner of Stuart St... Gommuter Gonnections BCarFreeMetrD
@bikeshare &Mellowhushroom — 2438 18th S real P‘W oG
Lures ‘o be placed at Pokesiop Madam's Organ
#gottacatchemall

B

(=% squirtmaster001

‘Commuter Connections & Carfreeleros - A5

Golkeshare Agxandr s~ King Stect e Gym o ha Marro
staton; Pokestop across the sireet at the Naty

Amphitheatrs #catchamal

B

Commuter Connections © CarFreahieinhs - 36m
@blkeshare Montgomery - Mammgomery Gollege / W Campus
Dr & Mannakee St: Po«asiop #pokestops

B

& Commuter Connections Retweeted

Capital Bikeshare @bikeshare - Sep 22
s Are you riding with us today? Be sure to take the #carfreeday pledge
and maybe catch that #pokemongo you've been looking for!

‘THIS POKESTOP IS TOO FAR AWAY.

()

Commuter Connections @CarFreeMetroDC

Join us tomorrow in playing #pokemongodc with
@bikeshare! Sign up at carfreemetrodc.org and join us at
the locations listed below:
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Facebook Pokémon Go Activity

Post Details

A

fae  Car Free Day
L R R

amber 16, 2016 - @

Are you still trying to #catchemall? Leave the car behind on September
22nd and play #PokemonGo on your way to work! Capital Bikeshare will be
hosting #Pokemon gyms and Pokestops at the following locations:

DC - Dupont Circle & Massachusetts Ave: There is a Gym at Dupont Circle
and a Pokestop up the street

Arlington - Ballston Metro / N Stuart & 9th 5t N: There is a Pokestop that is
in an apt building a block or so over... See More

catch
o =}
the spiirit
and some “Pokemon
carfreemetrodc.org

: ¢, View Results

Like B Comment < Share

112 Post Clicks

58

NEGATIVE FEEDBACK
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Transit Signage

Complimentary transit ad space was donated by Arlington, Prince George’s, Montgomery, and
Fairfax Counties, and Metrobus. The use of Quick Response (QR) codes were used on interior
cards to allow smartphone users to directly connect to the Car Free Day pledge page.

e Arlington Interior Bus Cards

e Fairfax Connector Bus Tails

e Prince George’s County Bus Shelters

e Montgomery County Bus Juniors and Tails
e Metrobus Interior Bus Cards

Montgomery County Ride On Bus Juniors and Tails

MCOOT  ZBetter Ways To works

SRIREE DAY
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Clean Air Partners

Commuter Connections provided a sponsorship toward the Clean Air
Partners marketing campaign for FY 2017*. Clean Air Partners
promoted Car Free Day on their web site and social media sites and
encouraged its membership to take the pledge to go Car Free or Car-
lite. Clean Air Partners also produced a video for the Car Free Day
web site about ways to go car free or car-lite.

*Commuter Connections dollars spent were from the previous fiscal year.

Clean Air Partners Home Page

PART NER S
DC-MDsVA

Sign Up for AirAlerts

F, o8 Air Quality information delivered
straight to your inbox

#BreatheEasy This Summer

Pvailable on the

L S ;f.\pp Store

Download the Air Quality App

Spotlight

What Do You Do For Clean Air?

We're looking for local residents and
businesses to share their stories on how
they contribute to clean air. Do you
telework or use electric lawn and garden L
equipment! How about taking public
transportation on Code Orange and Red
days! Send us an email to let . Read

Send us your stories!

|

News
Car Free Day 201 46!
Trying something new has never been so easy! Clean Air Partners

and Commuter Connections ask you to try a new routine and pledge CAR
to go Car Free on Car Free Day, September 22, 2016. FREE

DAY

METRO,DC

People spend 70+ hours a year waiting in traffic. Get out of your car

and try on a new transportation style for size — you can save money, oo 0 %
improve your health, improve air quality, and increase productivity!
Pledge to go Car Free on Car Fres Day!

Pledge for a chance to win prizes from Capital Bikeshare, Crunch
Fitness, Giant Food, and more!

e.22.18

r ra VAR S

Metro Washington .y
e Mon Tue Wed Thu
Unncamy | 912 9113 914 915

[l Uz
Mogerzte

Source: Metropolitan Washington Council of Governments

&) Setas Default Tab

(
I

CLEAN AIR
PARTNERS
DC-MD-VA

- m *§ Select Language | ¥
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Clean Air Partners Video

#CarFreeDay, coming September 22!

CAR
— FREE

cteaNaiR DAY commuten( connections
PARTNERS METRO DC

DC-MD-VA

I

T84 £

Carfree Day
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Earned Media

Media coverage of Car Free Day was through a collaborative outreach effort with MWCOG’s
Office of Communications. Outreach was conducted that included targeted press releases that
raised awareness, leveraged SafeTrack and focused on the benefits of going car free or car-lite
for 2016 CFD. The following press releases were pitched to media outlets around the region:

= Calendar Listing: August 19, 2016; “Car Free Day 2016—Take the pledge to go car free
or car-lite at www.CarFreeMetroDC.org.”

* Press Release #1: August 30, 2016; “Car Free Day Registration Opens — Metropolitan
Washington Gets Ready to Green the Commute on September 22”.

= Press Release #2: September, 19, 2016; “Regional Businesses, Transit Agencies
Support Upcoming Car Free Day, Sept. 22 — Residents Who Take Car Free Day Pledge
Eligible for Great Prizes”.

Following each press release, the publicity team conducted a series of coordinated media
pitches to secure interviews and news stories, resulting in 40 earned media placements.

- Ws: hool It's almost here - Car Free Day
. . is tomorrow! Take the pledge now at e geDCgo op )
= 37 Pr|nt/0n||ne gdeg.co/2aRD1Wi =+ How to participate in the car-free
. . movement after #CarFreeDay via
= 2 Radio Interviews @CleanAirPartner gdeg.co/2cJQb6v

= 1 Television Interview

B Golden Triangle BID £ 2 Follow

RT @CarFreeMetroDC: Still not sure if you're

going #CarFree tomorrow? Here are 6 reasons

why you should ko5 BI
Arimaton

We're on Team Bike for tomorrow's Car-Free
Day! Take the pledge: bit.ly/2cmUbgN #BikeDC
~ 1 - & bikerackde Retweeted

a&z Commuter Connections CarFree

P‘:" Take the Car Free Day pledge at
winning a gift certificate to @bikerackdc

THE BIKE RACK
.,

trod

c org for a chance at
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Prizes

All who pledged to go car free or car-lite were entered into a raffle for a chance to win any of
the following sponsor donated prizes. Social media posts also mentioned businesses who
donated prizes.

¢ 1Year Gym membership ($600), courtesy Crunch Fitness — Reston, VA

e Capital Bikeshare annual memberships, courtesy goDCgo
e Commuter train round-trip passes, courtesy Virginia Railway Express

e Fall Fest concert pair of tix and backstage passes, courtesy WMZQ and iheart radio
e KIND Healthy Snacks gift bag, courtesy KIND
e Pizzeria Restaurant $25 gift cards, courtesy Vlellow Mushroom Adams Morgan

e SmarTrip cards with $25 in fare, courtesy Washington Metropolitan Area Transit

Authority
e Supermarket $25 gift cards, courtesy Giant Food

e $50 bike shop gift card, courtesy The Bike Rack

M

e ¥ ——Hll THE BIKE RACK
e ————————————————————
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http://mellowmushroom.com/store/adams-morgan
http://www.wmata.com/
http://www.wmata.com/
https://giantfood.com/
http://thebikerackdc.com/

Fall 2016 Campaign

The Fall Media campaign promoted GRH and Ridesharing starting at the end of September
through December. Radio was the primary media for the campaigns with spots running for a
total of fourteen weeks.

Ridematching Campaign

Messaging Strategy

The first half of the FY 2017 Rideshare campaign messaging “it’s never too early to form good
habits” was relatable and fun, inviting younger drivers, and the young at heart to use

ridesharing options as early adopters. The ads placed ridesharing among the good choices
people make, leading to happy, reliable and improved commutes, with money-saving benefits.

It's never too early 'ONI It's never too early
to form good habits. ) N to form good habits.

RIDESHARE. RIDESHARE,
Free Ridematching Services. Free Ridematching Services.
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Media Objectives: Rideshare

The fall media campaign is promoted the Ridematching program using a mix of traditional
approaches to maintain and increase awareness of shared ride modes, retain current ridership in
these modes and gain new riders and new applicants to the regional database. Ridesharingis an
ideal commute alternative for longer distance commutes, especially around HOV corridors, due
to severe highway congestion and fewer transit options.

Target market (from FY2015 Commuter Connections Applicant Database Annual Placement

Survey Report):

e 35-64 yearsold (84%)
e Caucasian (68%) and African-American (18%)
e 580,000+ annual household income (71%)
e Commute of more than 20 miles/30 minutes
e Livein Virginia (60%) or Maryland (36%); work in D.C. (54%) or Virginia (27%)
e Work for employers with 100+ employees (80%), with 1,000+ employees (45%)

e Work for federal agencies (67%) and private sector (20%)

Geographic Targeting
Washington D.C. DMA

3%

N
-

Rideshare Fall MWCOG Cost | Gross Cost Net

Budget Impressions
Radio $186,027.60 | $218,856.00 | 47,313,970
Radio - SafeTrack | $ 25,000.20 | $ 29,412.00 | 23,200,300
Television S 89,930.00 | $105,800.00 | 32,800,500
TV-Social/Digital | $ 24,926.25 | $ 29,325.00 2,600,000
Social Media S 9,870.00 |S$ 11,612.05 1,678,800
Totals $335,754.05 | $395,005.05 | 107,593,570

= Radio

® Radio - SafeTrack
TV

® Social

= TV-Social/Digital
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Radio

Radio was the anchor media for the Rideshare campaign, with a mix of stations including music,
news, and Hispanic.

e WTOP (103.5 News/Talk)

e WFRE (99.9 Country)

e WFMD (930 AM News/Talk)
e WHLZL - El Zol (107.9 Spanish)
e WPGC (95.5 Urban AC)

e WIHT-EM (99.5 Top 40)

The Rideshare radio campaign alternated for seven weeks, starting October 3rd through
December 31, The following ads promoted the Ridematching program in both English and
Spanish languages:

Ridesharing :30 “Kids Stock Market” English

Girl: (SFX: newspaper pages) Did you hear what the market did yesterday?

Boy: (SFX: slurping) Yeah, it really took a hit...

Girl: (SFX: newspaper pages) So glad | diversified.

Boy: What're you in?

Girl: (SFX: newspaper pages) | have two new baseball card packs with high expectations,
and a coin collection worth a bundle. My piggy bank is full too!

Boy: Impressive!

Girl: | owe it all to ridesharing. Get a buddy or two and spend 1/2 or less.

Announcer: It's never too early to start good habits. Ridesharing saves
you money and gets you to work without the stress. Rideshare. Sign up is free at
commuterconnections.org, or call 800.745.RIDE.
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Ridesharing :30 “Kids Stock Market” Spanish

Nifia: ¢ Oiste lo que hizo hoy el mercado de valores?

Nifio: Si vistes? recibié un golpe...

Nifia: Estoy contenta de haber diversificado.

Nifio: En que?

Girl: Tengo dos nuevos paquetes de tarjetas de béisbol con altas expectativas,
Boy: iWow Que Bueno!

Girl: Se lo debo a viajes compartidos.

Anunciante: Nunca es demasiado temprano para empezar buenos habitos. Rideshare
ahorra dinero y llegas al trabajo sin estrés. Rideshare. Registrate gratis en
commuterconnections.org, eso es commuterconnections.org, o llama al 800.745.7433.

Ridesharing :30 “Kids Stressed Out” English

Girl: I think I've aged like 3 months, I’'m SO stressed!

Boy: Yeah, me too! | mean | was... but | got it together!

Girl: How?... Yoga? Therapy?

Boy: Actually... ridesharing. | can sit back and chill.

Girl: That’s great!

Boy: I've definitely de-stressed. Look at this face... And I’'m even caught up on Real
Housekids.

(giggles)

Announcer: It's never too early to start good habits. Ridesharing saves
you money and gets you to work without the stress. Rideshare. Sign up is free at
commuterconnections.org, or call 800.745.RIDE.

Ridesharing :30 “Kids Stressed Out” Spanish

Nifia: (sfx: exasperacion) Creo que he envejecido como tres meses, estoy tan estresada!
Nifio: iSi yo también! Bueno estuva ... pero ya estoy tranquilo!

Nifia: écomo?... émeditacion? Yoga? Terapia®?

Nifio: En realidad... compartiendo un viaje.

Nifia: Wow! Eso es genial!

Anunciante: Nunca es demasiado temprano para empezar buenos habitos. Rideshare
ahorra dinero y llegas al trabajo sin estrés. Rideshare. Registrate gratis en
commuterconnections.org, eso es commuterconnections.org, o llama al 800.745.7433.
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SafeTrack Reports

The SafeTrack plan is an effort to improve safety
and service reliability throughout the Metrorail S f l k
system. The extensive track work is being a e rac

performed on an accelerated basis, condensing
three year’s worth of repair work into a little more than one year. Safety surges require some

complete station closures, and single-tracking on various segments of the rail system for several
weeks at a time, even including rush hour.

WTOP-FM wrote, produced, and aired 20 total :30-second SafeTrack Transit Reports adjacent to
a :30-second Commuter Connections SafeTrack radio spot, weekdays for four weeks during the
Rideshare radio campaign, September 19t through October 14,

The SafeTrack Transit Reports were created to assist with advising commuters and employers
about the repair work and how Commuter Connections can provide alternative solutions such
as ridematching, commuter rail, bus, telework, bicycling and walking.

All editorial content included a :05 lead-in billboard:
The SafeTrack Transit Report, brought to you by Commuter Connections.
SafeTrack :30 Radio Ad

Metrorail SafeTrack is continuing in the region. Single-tracking or station shutdowns on certain
segments will occur for specified weeks at a time. Crowding and longer wait times are
expected. Shuttle bus service will bridge gaps for all station closures. Other travel options are
recommended. Commuter Connections can help you find free rideshare options and
information on bus, commuter rail, cycling, walking, and telework. Visit
commuterconnections.org, or call 800 745-RIDE.
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Value Add

Rideshare

In addition to paid media spots, $76,055 was negotiated in no charge promotional media.
Select radio and TV stations provided bonus spots at no charge. Radio no charge :30 spots were
used to promote SafeTrack and the new dynamic Rideshare App, CarpoolNow.

CBS Radio stations, WPGC and EL Zol, provided interviews with COG staff.

SafeTrack Surges Value Add :30

Metro’s SafeTrack surges continue. Chances are whether or not you take Metrorail, you‘re
going to feel it - with shutdowns spanning over the next few weeks.

Commuter Connections has options! From our new CarpoolNow dynamic carpooling app to
bus, bicycling, and telecommuting — we have great alternatives to get you over this hump. As
always, Commuter Connections services are free!

Download our CarpoolNow app at the App Store, Google Play, BlackBerry World, or visit
Commuter Connections dot org or call 800.745.RIDE for info.
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Social Media Advertising

Social Media advertising utilized Facebook, Instagram, and Twitter sites to promote the
Ridematching program. Geo-targeting capabilities allowed Ridematching messages to reach
audiences within the region. Banner ads were posted for seven weeks, from October 3™
through the end of December, with performance monitoring and optimization throughout the
campaign.

The ads displayed Rideshare visuals with a call to action to visit commuterconnections.org.

Commuter Connections A

1900 70000 It's never too early to start good habits.
" Rideshare. Sign up is free at
commuterconnections.org.

== Commuter Connections @® Sponsorec

Commuter Connections | Sign up

ymoted by Commuter Connections

i COmmuter Connections

It's never too early to start good habits. : 5 :
® Commuter Connections It's never too early

to form good habits. Rideshare. Free sign up.

¥ Like @ Comment "o

Rideshare

.and catch up on work, sleep, reading. Rideshare. Sign up is free
Click now or call 800.745.RIDE
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Television

The Rideshare Television NBC4 campaign alternated every other week from October 3rd
through December 315,

Ridesharing :30 “Save your Sanity”

COMMUTER ' CONNECTIONS'

A SMARTER WaEY TO WORK

commuterconnections.org
800-745-RIDE
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Television - Social Media Advertising

NBC4 ran three social media mobile takeovers for one day in October, November, and
December to promote Ridematching. Each social media takeover included a :15 Rideshare
pre-roll video in addition to static ads in various sizes. Geo-targeting capabilities allowed
Ridematching messages to reach audiences throughout the region.

£ nbecwas...ton.com SHARE

— 4@27 (2] watcHLIVE TV

WASHINGTON
ADVERTISEMENT - KEEP SCROLLING TO CONTINUE

< nbcwas...ton.com SHARE

= 4&1* ] watcHuve TV

WASHINGTON

HOME NEWS WEATHER &= 52°

RIDESHARE.

Free Ridematching Services.

RIDESHARE. COMMUTER \y CONNECTIONS

Free Ridematching

TRANSIT

Power Problem at Fort
Totten Metro Station
Resolved

Goo
(11

-
! i
=

COMMUTER (/ CONNECTIONS

Register Now

NBC4 Washington
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Guaranteed Ride Home Campaign

Messaging Strategy

The first half of the FY 2017 campaign messaging was “for life’s little emergencies. Recorded 30-
second spots reinforced the assurance that GRH provides a free guaranteed way to get home in
case of an unexpected emergency, illness, or unscheduled overtime.

For life's
little emergencies.

GUARANTEED RIDE HOME.

Make sure you gatwhere you need 1o be
for those unexpected emergencles, as well as
unschaduled overtime. Sign up today. It's freal

EIIIIIIJ‘EII@GII“HIIIIS'

commuterconnections.org B007A5.RIOE

For life's
little emergencies.

GUARANTEED RIDE HOME.

Make sure you getwhere you need to be
for those unexpected emergencies, as well as
unscheduled overtime. Sign up today. 1t's frea!

COMMUETER & CONNECTIONS'

ATRAETIAWFWAT T8 WORK

commuterconnections.org BO0J45.RIDE —-—

p/

FY2017 1% Half Regional TDM Marketing Campaign Summary Final Report March 21, 2017 Page 35



Media Objectives: Guaranteed Ride Home

The campaign focused on raising awareness and increasing registrants of the GRH program
among commuters. GRH leverages alternative transportation by removing one of the perceived
problems: how to get home in case of an unexpected emergency.

Target market
2013 Commuter Connections Guaranteed Ride Home (GRH) program Survey Report :

35-64 years old (86%)

Male (52%)/Female (48%).

Caucasian (73%) and African-American (16%)

$80,000+ annual household income (84%), $120,000+ annual household income (53%)
Avg one-way distance 35.4 miles. 61% commute 30 or more miles to work one-way.
Lives in Virginia (60%) or Maryland (36%) or District of Columbia (2%).

Top five home jurisdictions are Prince William (19%), Fairfax, (12%), Stafford (8%),
Loudoun (7%), and Montgomery (6%).

Works in D.C (61%), Maryland (11%) and Virginia (28%)

Avg one-way commute time 66 minutes; 71% commute more than 45 minutes each
way, and 45% commute more than an hour each way.

GRH FY17

B Radio

= Online
Geographic Targeting
Washington D.C. DMA
GRH Fall Budget | MWCOG Cost | Gross Cost Net

Impressions

Radio $202,975.75 | $238,795.00 | 46,426,680
Online $ 20,000.50 | $ 23,530.00 | 2,061,504
Totals $222,976.25 | $262,325.00 | 48,488,184
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Radio

Radio served as the anchor media for the GRH campaign. Station types included a mix of news

and music:

e WTOP (103.5 News Talk)

e WBIG (100.3 Oldies/Classic Hits)
e WASH (97.1 AC)

e WMZQ (98.7 Country)

e WWNDC (DC101.1 Rock)

e WIHT-EM (99.5 Top 40)

The GRH radio campaign started in early late September and ran every other week through the
end of December 2016. The following spots promoted GRH for the first half of FY 2017.

Guaranteed Ride Home :30 “Working Late”
Sfx: copier machine

Copy. Copy. Copy.

(Copier jam.)

(Husband frustrated talking out loud to himself):

Sfx:
Wife:
Husband:

Wife:
Husband:

Wife:
Husband:

Why does everything break when | have a deadline?

Phone dial / ring / pickup

Hi honey

Hey babe, my boss wants this report done before | leave. Gonna be here for a
while.

Awwh... seriously. Can you make the last bus?

That’s the good part, | Signed up for Guaranteed Ride Home. Everyone here
loves it!

Ahh, Great!

And, it’s free! ...What’s not to love.

Announcer: Guaranteed Ride Home, for life’s little emergencies. Sign up at
commuterconnections.org. Some restrictions apply.

Guaranteed Ride Home: :30 “Baby”

SFX:
Male:
Female:
Male:
Female:
Male:
Female:

Male:

(phone dialing)

Hey babe..

(sfx heavy breathing.) Honeyyy... The baby’s coming.
What?

(breathlessly) | think the baby’s coming.

NOW? You have 3 weeks to go.

(sfx breathing in & out) I’'m telling you, you need to
come now!

... can’t. | carpooled.... (sfx expletive bleep)
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Female: (sfx breathing heavily) Remember Hon, Guaranteed.
(sfx breathing heavily) Ride.
(sfx breathing heavily) Home.

Announcer: If you sign up for Guaranteed Ride Home, we make sure you get where you need
to be for life’s little emergencies as well as unscheduled overtime. Sign up today
for free at commuterconnections.org, or call 800.745.RIDE. Some restrictions

apply.
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Value Add

In addition to paid media spots, $82,581 was negotiated in no charge promotional media. All
radio stations provided no charge bonus spots and banner ads promoting SafeTrack and the
new dynamic rideshare app, CarpoolNow.

WTOP.com ran several different sized banner ads.

F39 3m November 1 2014

WASHINGTON'S £ 57° LISTEN LSTEN
m | YOB NEWS w.,m..m. ((co) ve " et

NEWS ~ TRAFFIC WEATHER Search Q 3

oo Va. = Md. + D.C. « Traffic « Waather + Election + Metro HEADUNES (3)  GETALERTS (3)

PREVIOUS STORY NEXT STORY
n 10 Things to Know for Today NATIONAL N Ews Quotations in the News u

Home s Lal Mational Mews » Another earthquake hits Oklahoma.

CarpoolNow with

Another earthquake hits ollt free appl
Oklahoma area shook by major
temblor

By The Associated Presw
AP November 2, 2016 7:32 am f y=28 +

PAWNEE, Okla. (AP) — A magnitude 4.5 earthquake has shaken north-central
Oklahoma, hitting the same area where a record-setting 5.8 magnitude quake
struck two months ago.

The earthquake occurred at 11:27 pon. Tuesday, The LLS, Geological Survey reports the epicenter

was near Paw
Pawnee Police s hat preliminary reports show no significant damage.

According to social media reports, the quake Tuesday night could be felt as far away as Kansas City
and 5t. Joseph, Missour!

An increase in magnitude 3.0 and stronger earthquakes in Oklahoma has been linked to the

underground disposal of wastewater from il and natural gas production, State regulators have
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GRH Baltimore Media

The GRH Baltimore campaign focused on raising awareness of the GRH program among
commuters in the Baltimore region, and increasing registrants. Radio ads used from the DC
region Fall Umbrella campaign were used in Baltimore to increase awareness on how to get
home in case of an unexpected emergency, illness, or unscheduled overtime.

Target market for Baltimore Metropolitan Region
2013 Guaranteed Ride Home program Survey Report - Baltimore Region:
e 25-64 years old (93%).
e Caucasian (64%) and African-American (21%), Asian (8%).
e Male (54%)/Female (46%)
e Annual household income $40,000 - $79,999 (27%), $80,000-119,999 (32%), $120,000-
$159,999 (20%).
e Commute 40+ miles (33%) / more than 45 minutes (51%).
e Livesin Maryland (72%), Virginia (14%) or Pennsylvania (6%).
e Top five home jurisdictions are Baltimore City (21%), Baltimore County (15%), Harford
(13%), Howard (6%), and Fairfax, VA (6%).
e Works in Maryland (100%).

Geographic Targeting
Baltimore, MD DMA

GRH-Baltimore | MWCOG Cost | Gross Cost | Net
Fall Budget Impressions
Radio $ 37,500.00 | $37,496.90 | 3,701,150
$ S
Totals $ 37,500.00 | $37,496.90 | 3,701,150
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Radio

Radio served as the anchor media for the GRH Baltimore campaign. Station formats included
news, and music:

e WBAL (WBAL Radio 1090 AM News/Talk)
e WPOC (93.1 New Country)

The GRH Baltimore radio campaign started October 17t and ran every week, except the week
of November 7", through December 18, 2016. The ads ran for a total of eight weeks on air. The
following spots promoted GRH for the first half of FY 2017:

Guaranteed Ride Home :30 “Working Late”
Sfx: copier machine
Copy. Copy. Copy.
(Copier jam.)
(Husband frustrated talking out loud to himself):
Why does everything break when | have a deadline?

Sfx: Phone dial / ring / pickup

Wife: Hi honey

Husband: Hey babe, my boss wants this report done before | leave. Gonna be here for a
while.

Wife: Awwh... seriously. Can you make the last bus?

Husband: That’s the good part, | Signed up for Guaranteed Ride Home. Everyone here
loves it!

Wife: Ahh, Great!

Husband: And, it’s free! ...What’s not to love.

Announcer:  Guaranteed Ride Home, for life’s little emergencies. Sign up at
commuterconnections.org. Some restrictions apply.

Guaranteed Ride Home: :30 “Baby”

SFX: (phone dialing)

Male: Hey babe..

Female: (sfx heavy breathing.) Honeyyy... The baby’s coming.

Male: What?

Female: (breathlessly) | think the baby’s coming.

Male: NOW? You have 3 weeks to go.

Female: (sfx breathing in & out) I'm telling you, you need to
come now!

Male: l.... can’t. | carpooled.... (sfx expletive bleep)

Female: (sfx breathing heavily) Remember Hon, Guaranteed.

(sfx breathing heavily) Ride.
(sfx breathing heavily) Home.
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Announcer:  If you sign up for Guaranteed Ride Home, we make sure you get where you need
to be for life’s little emergencies as well as unscheduled overtime. Sign up today
for free at commuterconnections.org, or call 800.745.RIDE. Some restrictions

apply.

Value Add

In addition to paid media spots, $69,461 was negotiated in no charge promotional media. Both
radio stations provided no charge bonus spots. Commuter Connections netted 8,285,336
impressions.
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Spring 2017 Campaign

Direct Mail

This first element of the new FY 2017 campaign was delivered to 500,000 households within the
metropolitan Washington region in December. The mailers promoted Ridematching and GRH
programs, the new dynamic Rideshare app CarpoolNow, and reminded residents that they may
be eligible to participate in ‘Pool Rewards. Recipients were households within the MWCOG
footprint, ages 25-54 with annual incomes $75,000 and above. Mailers included a postage paid
reply mechanism containing a dual Ridematching and GRH application form. Commuters were
also encouraged to go online to commuterconnections.org to apply. Through the application
form, additional information on other travel options could be requested. Total Cost including
printing, mailing list purchase and postage was $86,990.

Rideshare Mailer

A couple of clicks is all it takes!
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Reqister for Ridematching or Guaranteed Ride Home at commuterconnections .org!

0 Sepivbk ooy
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Guaranteed Ride Home Mailer

& froa rids bemn # yan ridohers Gurerted.

FREE GUARANTEED RIDE HOME Register or renew today!
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i Ride Home:
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Bike to Work Day

Sponsorship Drive

Commuter Connections annual sponsorship drive for the May 2017 Bike to Work Day event
began in the fall of 2016. Letters were sent and phone calls were made to past and prospective

sponsors.
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Employer Recognition Awards

The Employer Recognition Awards program recognizes employers who initiate outstanding
worksite commute and/or telework programs to assist their employees. Winners and nominees
will be honored at the twentieth annual awards ceremony in June 2017. A nomination
brochure for the 2017 awards was developed and distributed in early December. The
application form was also made available online.

Nomination Brochure
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‘Pool Rewards 'POOL REW@RDS

Fall Campaign it pays to rideshare

A paid TV and social media campaign ran in the fall promoting the benefits of the ‘Pool Rewards
program. ‘Pool Rewards is a program geared toward encouraging SOV commuters to carpool or
vanpool through monetary incentives.

Message Strategy

The ads ran on alternate Rideshare weeks, October 17 through December 25. The ads
encouraged commuters to find a partner to start a new carpool/vanpool; mentioned the
incentive offered; and encouraged commuters to contact Commuter Connections.

Target Market
Rideshare demographics (see pg. 24) '
Pool Rewards Fall FY17
4% 30
Geographic Targeting
Washington D.C. DMA ’/

m Facebook = Linkedin =TV

‘Pool Rewards MWCOG Gross Cost | Net Impressions
Fall Budget Cost

TV $23,290.00 $27,400.00 | 29,800,000
Facebook S 870.00 $ 1,023.55 750,000
LinkedIn S 840.00 S 988.26 580,000
Totals $25,000.00 $29,411.81 | 31,130,000
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‘Pool Rewards TV Ad

COonsider

RIDE »

commuter (G conNECTIONS

A SMARTER WAY TO WORK

commuterconnections.org
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‘Pool Rewards Facebook Ads

——— COmmuter Connections i Commuter Connections

— Fitten by Go Greenmar 34 mins - @ - Writie G nan 52 mins - @
You plus a friend equals $130 - what's not to like? Start or join a new You plus a friend equals $130 - what's not to like? Start or join a new carpool
carpool and earn with 'Pool Rewards! and earn with 'Pool Rewards!

What would
you do with
an extra $2/day?

Sign up for
‘Pool Rewards!

What would you do
with an extra $2/day?

Form a Carpool, Earn CA$H

REW®RDS

Form a Carpool, Earn CA$H

Sharing a ride can get you that extra boost you need to get that latte’ you want or

justhelp on gas. No one in mind? We can help you find carpool partners. Register Sharing a ride can get you that extra boost you need to get that Iatte’ you want or just
today! It's totally freel help on gas. No ene in mind? We can help you find carpool pariners. Register today!
It's totally free!
HTTPS:/TDM COMMUTERCONNECTIONS ORGMWCOG Sign Up
DM Sign Up
10 people reached
53 people reached
il Like W Comment Share =v
Like W Comment Share =7

Linkedin Ads

What would

you do with

an extra $2/day?

Sign up for ‘Pool Rewards!

Where else

would you get

paid to be

a passenger?

Sign up for ‘Pool Rewards!

REW®RDS
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Commuter Connections Newsletter and Federal ETC Insert

The summer and fall editions of the Commuter Connections newsletter were produced during
the first half of FY 2017. The six page 4-color newsletters were produced and distributed
qguarterly to employers and stakeholders. It was also placed in .pdf format on the Commuter
Connections website. Newsletters with a black & white Federal ETC insert were distributed in
PDF form to Federal Employee Transportation Coordinators via GSA, and also placed online at
www.federaletc.org.

Fall 2016 Newsletter and Federal ETC Insert

B4 Vokere 20Fb 20 WHAT'S INSIDE

COMMUTER ly SOMMEGTIONS = ETC UPDATES

The Commetar Infarmarion Sasrca for Marynd, Virginia, and ta Disrict of Colerbla

FEDERAL EMPLOYEES OFFERED DEBIT CARDS FOR TRANSIT
FARE PURCHASES

Ten SafeTrack surges are complete, and five remain. Metros
accelerated track wark plan which started June 2016 will

ntinue its tat 2007 ta
improve safety and refisbiity. The SafeTrack plan packs
threeyears of work into less than oneyear, by sxpanding
maitEnance time on weeknights, weekends and midday
hours. All exceptt one of the remaining surges wil be of the
single-trackvariety. Surge mumer thirteen, Pentagen to
Rasshyrwill be the lone line segment shuttawn as Metro's
track work continues ifs progress.

The IS i the first

distributing fare subeidies ts employees in the 1990 In fact, DTS

Commuter Cormections encourages Metrorail riders ta prepare
in achvance for upcoming surges that will affect their daily

commute. “TF your surge is on the remaining schedule, our = :
expertise can help provide assistance about altermative ways o start testing their options now and become famikiar with

from Comemuter Connections in 2003, Today, DOT has introduced an

of getting ta and from wark said Director Nicholos Remfos.  ghyem in achvance of track werk? e oty
“Ta avcid any last minut= confusion, i's best for commuters [— cards The Card zaVi
raffic congestion.
Under g ;
This £l Comemmater Connections launched CarpooBaw, a new Vil sicket agen, anline,
ridesharing app that g sters in the Washi i
jam the ability ta carpanl on-2 traved, and ot
realtime, connecting users who are offering 2 ride with those S e
seeking a ride. Tt also displays routes, estimates picdap times, T
and confirms pick-up and drop-ofF lncatianes. 2
k: reports
el 1 it i cam
Commuter Connections’ CarpooiNow can be wsed to start anew 3
carposi or join &n existing ane, but snlke for-profit apps such e R R

s Uber and Lyft, CarpooNow's focus is prismarily on
comemting, and its no cast o use for bath driver
and passengerfs).

To read maore about the TRANS erve Cardvisit:
hitpfitrarsere dot gowidebit-card htmi.

Eortimend on e 1
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Commuter Connections E-Newsletter

The summer and fall 2016 editions of the Commuter Connections e-newsletters were
distributed to the same recipients as the print version.

Mot coming through? Click here to view in browser,

SafeTrack Rolls Along As Commuters Find Alternatives

Ten 5afeTrack surges are complete, and five remain. Metro’s accelerated track
work plan which started June 2016 will continue its system rehabilitation
through April 2017 to improve safety and reliability. The SafeTrack plan...

Commuter Connections
Launches CarpoolMow App

This fall, Commuter Connections
launched CarpoolMow, 8 new
ridesharing app that gives commuters
the ability to carpool on-demand...

Bead more

Commuters Are Driving Less Alone Less
Although driving alone continues to be the dominant mode of choice for commuters in the region, the number

has dropped from 70.3 percent in 2001, to.....
Bead more

FY2017 1% Half Regional TDM Marketing Campaign Summary Final Report March 21, 2017 Page 51



Performance Measures

Appendix A

Web Visits
FY 2016 FY 2017
Month Web Visits | Web Visits +/- +/-%
July 14,851 17,685 | 2,834 | 19.1%
August 13,839 19,736 5,897 42.6%
September 16,579 15,120 (1,459) -8.8%
October 17,777 14,938 | (2,839) -16.0%
November 17,657 17,402 (255) -1.4%
December 15,062 16,081 1,019 6.8%
95,765 100,962 5,197 5.43%
Phone Calls
FY 2016 FY 2017
Month Phone Calls | Phone Calls +/- +/-%
July 1,260 1,080 (180) -14.3%
August 1,159 1,116 (43) -3.7%
September 1,305 1,178 (127) -9.7%
October 1,396 1,101 (295) -21.1%
November 1,085 1,060 (25) -2.3%
December 1177 1,004 (173) -14.7%
7,382 6,539 (843) -11.4%
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Guaranteed Ride Home Applications

GRH FY
Month 2016 gRl-llilc::t?S:Z Change %
Applications i
July 811 846 35 4.3%
August 721 907 186 | 25.8%
September 775 802 27 3.5%
October 745 727 18| -2.4%
November 546 613 67| 12.3%
December 606 608 2 0.3%
4,204 4,503 299 7.1%
Rideshare Applications
Rideshare Rideshare
Month FY 2016 FY 2017 Change %
Applications | Applications
2,279

July 1,908 371 19.4%
August 490 1,094 604 | 123.3%
September 591 902 311 | 52.6%
October 763 1416 653 | 85.6%
November 642 715 73 11.4%
December 685 1058 373 54.5%
5,079 7,464 2,385 47.0%
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Appendix B

Digital Advertising — WTOP.com Results October 3 — December 25, 2016

WTOP.com Digital Campaign Ad Server Ad Server Ad Server
Performance Impressions Clicks CTR
Delivered
Cross Platform Week of 10/3/16 186,763 622 0.33%
Cross Platform Week of 10/10/16 178,591 597 0.33%
Cross Platform Week of 10/17/16 174,422 366 0.31%
Cross Platform Week of 10/24/16 171,698 247 0.14%
Cross Platform Week of 10/31/16 170,977 247 0.14%
Cross Platform Week of 11/7/16 204,232 270 0.13%
Cross Platform Week of 11/14/16 116,902 310 0.27%
Cross Platform Week of 11/21/16 250,977 296 0.12%
Cross Platform Week of 11/28/16 133,485 354 0.27%
Cross Platform Week of 12/5/16 142,878 251 0.18%
Cross Platform Week of 12/12/16 167,632 336 0.20%
Cross Platform Week of 12/19/16 162,947 325 0.22%
Total / Averages 2,061,504 4,221

Note: National average CTR is .09%
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App

endix C

FY 2017 Fall Media Schedules

Commuter Connections FY2017 Fall Umbrella Media Schedule: Specific Dates Spots Run (Week of)
Campaign to
Media Outlet Format Dial Position Run 9/15 |9/26| 10/3 |10/10|10/17 | 10/24 | 10/31 | 11/7 |11/14|11/21 | 11/28 | 12/5| 12/12 |12/19|12/26
WTOP-FM Mews Talk 1035 5/26 - 13/25/16
WBIG-FM Oldies/Classic Hits 100.3 9/26 - 12/25/16
WWDC-EM Rack DC101.1 9726 - 12/25/16
= § WASH-FM AC 97.1 9/26 - 12/25/16
(] &8 WIHT-FM Top 40 95.5 5/26 - 13/25/16
WMZO-FM Country 58.7 9/26 - 12/25/16
WPOC-FM/Baltimore New Country 93.1 10/17-12/18/16
WBAL-AM/Baltimore Mews/Talk 1080 AM | 10/17-12/18/16
WLZL-FM Spanish 107.9 10/3-12/31/16
WIHT-FM Top 40 93,5 10/3-12/31/16
8 WFRE-FM Country 95.3 10/3-12/31/16
B WFMD Mews/Talk 930AM 10/3-12/31/16
WTOP-FM Mews Talk 103.5FM 10/3-13/31/16
@ WPGL-FM Urban AC 95.5 10/3-12/31/16
H WTOP/5afeTrack News Talk 103.5FM 9/19-10/16/16
= z NBCAWRC News Channel 7 10/3-12/31716
o
=
© NBCA Takeowver Mabile 10/19-12/31/15
Facebook
Twitter 10/19-12/31/15
Instagram 10/19-12/31/15
’E WTOP.com Web/Mobile/Tablet| audio & display | 10/5-12/31/13
Legend
IGuaralllae:eul Ride Home Radio Coverage
Rideshare Radio Coverage
Rideshare TV Coverage
Online £
Commuter Connections FY2017 Fall Umbrella Media Schedule: Specific Dates Spots Run (Week of)
Media Outlet Format Dial Position |Campaign to Run| 8/29 | 9/5 | 9/12 |l 10/17 | 10/24| 10/31 | 11/7 12f12 |12/19
a 2 NBC4/WRC Mews Channel 7 10/3-12/31/16
1=
s =
] 'E Facebook 10/19-12/31/15
= =
E B Linked|n 10/19-12/31/15
B &
g WWDC-FM Alternative Rock 101 8/29-9/22/16
r'-':' [ WIHT-FM Top 40 99.5 B/29-9/23/16
a LR Facebook 8/29-9/22/16
£ 82 Twitter 8/29-9/22/16
= - Text to 53 cell #s 5/1/15
v 8 Text to 456 cell #s 9/8/16
Text to 221 cell #s §/19/16
| Legend
'Pool Rewards TV Coverage
l'l'rml Rewards Social Media Coverage
CFD Radio
CFD Social Media
CFD Text Message
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Appendix D
FY 2017 1st Half Paid Media Spend

FY 17 Fall Media Spend

a
2
L
Q.
(%]
<
=
i
=

CAMPAIGN WEEKS

* Rideshare =™ GRH = GRH Baltimore
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Appendix E

Featured below is a list of Car Free Day 2016 media placements, across print, internet, radio
and television outlets, along with a selection of social media placements.

CFD 2016 Print & Online Coverage - 37

5/18/16 | EcoWatch Paris Goes Car-Free First Sunday of Every Month

7/12/16 National Capital Region Freight Plan, Car Free Day, and SafeTrack are all on the
Transportation Planning Board | July 20 TPB agenda

8/13/16 | Adams Morgan BID News You Can Use

National Capital Region

h hi . f -li . 22!
8/23/16 Transportation Planning Board Change things up. Go car free or car-lite Sept
8/25/16 | Adams Morgan BID News You Can Use
8/31/16 | Gallaudet University Car Free Day: College Campus Challenge
9/1/16 | Wash Cycle Eyes on the Prizes: Car Free Day 2016
9/1/16 | Capitol Hill BID Capitol Hill BID News
9/2/16 Northern Virginia Community This week @ NOVA — September 6, 2016
College
9/6/16 | Arlington Transportation Car Free Day - Team Bus, Bike & Walk
Partners
9/9/16 | Red Brick Town Go Car FREE in Alexandria on World Car Free Day!

Car Free Day is on Thursday, September 22. Are you
ready to take the pledge?

9/9/16 | goDCgo

9/9/16 | Gallaudet University Upcoming Events
Try Transit Week and Car Free Day Encourage Driving
Alternatives

9/14/16 | Prince William Chamber

Howard University - Office of

9/16/16 .. CAR FREE DAY COLLEGE CAMPUS CHALLENGE
Communications

9/16/16 | The Frederick-News Post Car-free day is Sept. 22

9/17/16 | Washington Post Prince William County news in brief

Try Transit Week And Car Free Day Encourage Driving
Alternatives

9/17/16 | Prince William Living

Try Transit Week, Car Free Day encourage driving
alternatives

9/19/16 | Inside NOVA

9/19/16 | Greater Greater Washington Join us for happy hour on Tuesday!
9/19/16 | Reston Now Alternative Transportation in the Spotlight This Week
9/19/16 | Adams Morgan BID News You Can Use
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https://ecowatch.com/2016/05/17/paris-goes-car-free/
http://www.tpbne.ws/more-news/freight-plan-car-free-day-and-safetrack-are-all-on-the-july-20-tpb-agenda/
http://www.tpbne.ws/more-news/freight-plan-car-free-day-and-safetrack-are-all-on-the-july-20-tpb-agenda/
http://www.icontact-archive.com/wIoS_83LaSA3a34zU6nkS8-lzc7MV5DL?w=3
http://www.tpbne.ws/featured/change-things-up-go-car-free-or-car-lite-sept-22/
http://www.icontact-archive.com/wIoS_83LaSA3a34zU6nkS6Zk4wctrW-P?w=3
http://www.thewashcycle.com/2016/09/eyes-on-the-prizes-car-free-day-2016.html
http://us13.campaign-archive2.com/?u=4edf976cadbb852543a8577b3&id=9427360eeb
http://www.nvcc.edu/current-students/student-life/student-activities--organizations/student-activities-offices/index.html
http://blog.arlingtontransportationpartners.com/car-free-day-team-bus-bike-walk
http://redbricktown.com/2016/09/go-car-free-alexandria-world-car-free-day/
http://us2.campaign-archive2.com/?u=e9ace804f4a957d3c2a85f1c6&id=6a584568aa&e=19447b0cab
http://us2.campaign-archive2.com/?u=e9ace804f4a957d3c2a85f1c6&id=6a584568aa&e=19447b0cab
http://www.gallaudet.edu/sustainability/upcoming-events.html
http://pwchamber.org/blog/2016/09/14/try-transit-week-and-car-free-day-encourage-driving-alternatives-2/
http://pwchamber.org/blog/2016/09/14/try-transit-week-and-car-free-day-encourage-driving-alternatives-2/
http://www.fredericknewspost.com/news/economy_and_business/employment/car-free-day-is-sept/article_41853169-3c36-5c26-9420-d46e8cae997f.html
https://www.washingtonpost.com/local/prince-william-county-news-in-brief/2016/09/16/4287d750-7b91-11e6-ac8e-cf8e0dd91dc7_story.html
http://www.insidenova.com/headlines/try-transit-week-car-free-day-encourage-driving-alternatives/article_af12c5d6-7c1a-11e6-8506-b37913af3f27.html
http://www.insidenova.com/headlines/try-transit-week-car-free-day-encourage-driving-alternatives/article_af12c5d6-7c1a-11e6-8506-b37913af3f27.html
http://greatergreaterwashington.org/post/33556/join-us-for-happy-hour-on-tuesday/
https://www.restonnow.com/2016/09/19/alternative-transportation-gets-the-spotlight-this-week/
http://www.icontact-archive.com/wIoS_83LaSA3a34zU6nkS8-DW6tABH6j?w=3

World Car Free Day is Thursday: 5 cities taking part
and what they're doing

9/21/16 | goDCgo Only One Day Left to Take the Pledge

Five cities ditching four wheels for two on World Car
Free Day

Here’s a good reason to ditch your car Thursday: It’s
World Car Free Day

Mindful Healthy Life of Metro Car Free Day September 22 and Bike and Walk to
DC School October 5

9/22/16 | sNewsi Ditching your Car on World Car Free Day

CFD 2016 Radio Coverage - 2

Regional Businesses, Transit Agencies Support
9/21/16 | WMAL Upcoming Car Free Day, Sept. 22
8/30/16 | WMAL Car Free Day Registration Opens

9/21/16 | Yahoo News

9/21/16 | CTV News

9/21/16 | Washington Post

9/21/16

CFD 2016 Television Coverage - 1

9/22/2016 WILA https://vimeo.com/184909397
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http://www.ctvnews.ca/autos/five-cities-ditching-four-wheels-for-two-on-world-car-free-day-1.3081786
http://www.ctvnews.ca/autos/five-cities-ditching-four-wheels-for-two-on-world-car-free-day-1.3081786
https://www.washingtonpost.com/news/dr-gridlock/wp/2016/09/21/heres-a-good-reason-to-ditch-your-car-thursday-its-world-car-free-day/
https://www.washingtonpost.com/news/dr-gridlock/wp/2016/09/21/heres-a-good-reason-to-ditch-your-car-thursday-its-world-car-free-day/
http://www.mindfulhealthylife.com/car-free-day/
http://www.mindfulhealthylife.com/car-free-day/
http://www.inusanews.com/article/8836351511/ditching-car-free-day?index=6
https://vimeo.com/184909397

Appendix F
Car Free Day
Car Free Day activity over 25 days August 31 — September 22, 2016

Car Free Day Twitter Analytics

A 1 Ll i
" Analytics H -
i

pregs Cnmmuter Connectlons

28 day SUMMAary wih cange over pravious penod

5‘%‘1‘.‘"1' .05 I1I3‘IrgKTI| 300.4% :II .30‘7 T 38599 ?4“‘1‘.'_ 366, 7 ?Ob" L

Sep 2016 - 77 days 0 fa

took the Car Free Day 2016 pledge in the

‘ A Hie vk Merticns
Wasfington D.C. region, up 30% from 2015. We're on Team Walk fomamaw for Car Free 1.263 74
pic.twitter com/FomC3EEICK Day! Join us and take the pledge :
_.1'-!; / carfreemetrodc.org # TeamWalk Ve
[ @CarFreeMetroDC @ArlingtonVA 46

pic_twitter.com/as2bsCIEVWM

View Twest activity Wienwr 21 Tweet Sty

s XS TEAMPLEDRE

TWEET HIGHLIGHTS SEF 2016 SUMMARY
Top Tweet cined 1,247 mpessions TDFI mention eame: 24 engageamens Twesos Tiseet mgrestions

: 25 13.5K
Thank you to more than 4,500 people who v WalkArlington
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Car Free Day Facebook Analytics

Campaign: CFD Facebook 2016

El Performance ! Demographics .| Placement
7,676 7,676 Results: Link Clicks  $0.17 Cost per Result  3.30% Result Rate
Resurts: Link Clicks
1.5K
88,912
Peapie Reached I\ 1K
$1,290.18 500
Amount Spen
0
Custom Sep 13 Sep 14 Sap 15 Sap 16 Sep 17 Sep 18 Sap 10 Sop 20 S0 21
$100
\\_\ §0.50
&0 00
Ad Sets in this Campaign = 4+ Create Ad Set
Ad Set Name Delivery O - Results Reach Cost
@) CFD Facebock 2016 ® Recently Completed 7676 88812 5017
* Results from 1 Ad Sat 7,678 88,012 §0.17
Link Clicies Pergile i ik [
Car Free Day Instagram Analytics
Campaign: CFD Instagram 2016
P Porformance | Demographics [ Placement
252 252 Results: Link Clicks  $5.34 Cost per Result  0.18% Result Rate
Resuits: Link Clicks B
113 440 Y
People Reached
20
$1,346.24
Amount Spen 10
]
Custom Sap13  Sepid  Sopib Sop 16 Sepi7  Sepi8  Bepid  SepI0  Sep M Sap 22
S8 00
__—//’FL §6.00
——
$4.00
Ad Sets in this Campaign = 4 Create Ad Set
Ad Set Mame Delivery 1 o Results Reach */ Cost
@ CFD Instagram 2016 ® Recently Completed 252 113440 §5.34
Results from 1 Ad Set 252 113,440 §5,34
Link Clrss FEYis el K
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Appendix G

Social media campaigns have had a significant impact on website traffic. After looking at the
data from 2015 compared to first half of 2016, the baseline for Commuter Connections traffic is
much higher while the campaigns are running. Averaging website visits have gone from about
12,000 - 15,000 visitors a month to about 22,000 - 25,000 visitors a month:

2% Google Anaiytics Home  Reporting

Jan 1, 2015 - Apr 21, 2016

Audience Overview

Email Export v  Add to Dashbosrd  Shortcut -
Ml Dashboarss
O Al
4 Shoricut B
Overview
@ inteliigence Events
: : Houtty | Day | Week | Month

W New Visitor - Retuming Visitor

Sessions Users Pageviews Pages | Session Avg. Session Duration Bounce Rate
252,617 204,346 450,343 1.78 00:01:31 72.68%
M b ® | oLl o ol priost
% Now Sessions
80.34%
Demographics Language Sessions % Sessions.
Language = os0c N o 77%
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Commuter Connections Rideshare October 3 — December 16, 2016

Twitter

» Funding source: Creditdetit
s 53 Only show flems that defivered in this fime frame @ Running | Pause I B This quarier +

Ad Gmup‘“ﬂr‘ltil\‘sd

+ Add Filter Filters: Default v | | Savo filters
mpressions v Ad group details
241,010
Bid type Total budget
Automatic bid
. - - . P .
Ads | 2 Audence Merrics: Summary v | [ Breakdown: None v | [ & Export v | [ # Shore
Impres: Spend Resulis Resulls rate Cost per result
21010 | s125800 567 02a% 22

an C Fenog T 2100 | 5125800 567 02s% 2n
% W
Rideshare
orted 00 this. s timato, and s [ 3 affcial for bling purpo
P
"y
B Focetoct. ® | T T | 8 x
aqw g o

< @ | @ hripsy/ads switter.com

00 Apphcsiom | Imported

£ i
o= CDrvmt{lar.i.:.:clnrmdlons # Orly st e e B 100 . 12 v
P plocive. Al | % sz sinciod | + A Fiti | | Filwers: Detanit | | Save Srn
I *  We had a prablem processing your kst payment. Whes v
$888.00 173,328 Wekcoma 10 Tiekter s Managec (BETAN 1 faster to monker and optimize
campaigs with s Ftecing merics ¢ et capabiiin
. . - ks Maiages i yous ol st ot s o cm |
T —
A Ads n # gh
1128 $848 0 L) z 2

Summary fos 1 hem

Commaer Connections (pCar mebarslIC  Feb I3 " s a8 00 H L3 e
160 s 155 sarly b wtart gocd Babits

Rideshace. Free sign wp

¥ oum
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Facebook

“ = Ads Manager Searct Q

Go Greenman (47084159)

= st Go Greenman 3 Campaign: www serconnections org - Website — == T
= . E rch = Filers = ct 1, 2016 = Nov 30, -
Ad Set: Rideshare Spring 2016
L} e Adset @) On s o0
7,978 7,978 Results: Link Clicks  $0.24 Cost  2.88% Result Rate Rideshare Spring 2016

Resuts: Link Clicks

500 Delivery
123,687 N \—\/\ . ﬁ
Peopie Re e /\ 400 B

‘ See Post
$1,927.28
mount. Sy

20 Amount Spent Today
54630 §
[]
Custom Sep25 oct 2 oct 16 oct 30 NovE Naw 13 Nov 20 Now 27 Decd
0 Schedule
- S0 3 16 2.33pm - Dec 04, 2016 2
B - i s020 Bidding & Optimization
Ad delvery optmized for |
Adsinthis Ad Set>  + Create Ad Columns: Performance Breskdown=  Export =
Ad Name Delivery ) - Results Reach Cost Amount Spent Relevanc...
« Facebook Rideshare Spring 20 bsite Clicks ® Actve 7478 123687 $024 | $162728 7
wiw commuterconnections.org e Clicks > Rideshare Spr K Clicks ok

Resuts from 1 Ad 7978 123,687 $0.24 $1,927.28

Report a Problem

i :J.

‘Go Greenman (47084159) = Create Ad
Account: Go Greenman > Campaign: www.commuterconnections.org . - Website.

=24 Search =  Fiters~ | Last30days ~
Ad Set: Rideshare Spring 2016

m D i Pl Ad Set @ ) On /s 8 8

7,046 7,046 Results: Link Clicks ~ $0.25 Cost  2.77% Result Rate Rideshare Spring 2016

Results: Link Clicks

800 Delivery

131,851 \/—\ /_/\ ® Active
Peaple Reached 100 1 Approved
See Post @l

1,736.50
§ R, 200 Amoeunt Spent Today
e $31.02 00
Custom Nov 16 Nov 19 Nov 25 Nov 28 Dec 10 Dec 13 Dec 16 B Spen 20,00 suk
$040
Schedule
R_/-"—‘ $0.30 b 09, 201€ P b 01 |
e S~— 5090 Bidding & Optimization
Ad delivery optimized for Link Click:
Adsinthis AdSet> 4 Creats Ad Columns: Performanca Breakdown =  Export  +
Ad Name Delivery - Resuits Reach Cost Amount Spent /. Relevanc... |
[ @ Facebook Rideshare Spring 2016 - Website Clicks ® Active 7,046 131,823 $0.25 $1,738.00 8
WWWY COMImU nnections.org. Website ? Rideshare Spr. Lin| T Link Click

Results from 1 Ad 7,048 131,823 $0.25 $1,736.00

Link Cl People Per Link Click otal
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Instagram

Ads Manager earch Q S = Help

[ [ crometa |

unt: Go Greenman

. . ‘ Search = Oct 1, 2016 - Nov 30, 2016
Campaign: Instagram Rideshare Spring 2016
¥ Performance Demographics Placement Campaign @) On Fal Bl |
441 441 Results: Link Clicks ~ $3.28 Cost  0.27% Resuit Rate Instagram Rideshare Spring 2016

Results: Link Clicks 10 Deilvery

95,862 o E
e Reached \/_ \/\/\ 3 Objective

$1,445.78 2

See Instagram Pos

10 Amount Spent Today

Custom o2 octs o oct23 oct 0 4 Nov 13 Novz? 1 $31.59 of $6
$600 e =
Wi = e -~ Total Schedule
Ad Sets inthis Campaign * | + Create Ad Set Columns: Performance * | | Breakdown~v  Export ¥
Ad Set Delivery - Results Reach Cost! Budget Amount Spent Schedule
@  Rideshare Spiing 2016 Actve 4 95862 $328 $8800  $144578 Feb 9, 2016 - Dec 4, 2016
Instagram Rideshare Spring 2016 . i Per Link ;

Results from 1 Ad Set a4 95,862 $3.28 $1445.78

Report a Prablem

Ads Manager Search

Go Greenman (47084158) =

count: Go Greenman amy

n: Instagram Rideshare Spring 2016

=R . : Search |+  Filters~  Last30days v
Ad Set: Rideshare Spring 2016
[0 Per D phi Pl Ad Set @ ) On s @ @
388 388 Results: Link Clicks $3.42 Cost  0.26% Result Rate Rideshare Spring 2016
Results. Link Clicks
40
92,838 o~ E
! 20 See Instagram Post @)
?1 '328'62_ Amount Spent Today
Amaunt Spent $15.11 of $B2.0¢
0 T
Custom Nov 16 Now 19 Nov 22 Nov 25 Nov 28 Dec 4 Dec 10 Dec 13 Dec 16 — L
Schedule
e — /\ $400 o 018 11:50pe
N ————
5200 Bidding & Optimization
AdsinthisAd Set~ < Create Ad Columns: Performance »  Breakdown v Export
Ad Name Delivery - Results Reach Cost Amount Spent Relevanc...
instagram Rideshare Spring 2016 - Website Clicks Active 388 92,698 $342 | $1,32862 3
insi Rideshate Spring 20 Rideshate Spring 2016 inK Chick ef Link Click
Results from 1 Ad 388 92,698 $3.42
Ink Chick People i Link Chick
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SafeTrack Transit Reports ran September 19 — October 16, 2016

Go Greenman (47084158) ~

ount: Go Greenmar

Campaign: SafeTrack

] Performance Demographics Placement

2130 2,130 Results: Link Clicks ~ $0.11 Cost  4.91% Result Rate
Resuts: Link Clicks
19,328
People Reached
$235.26
Amourt Spent
Custom sep1 Sepd Sep? Sep 10 Sep 13 Sep 16 Sep 19 Sep22
Ad Sets In this Campaign = | |+ Create Ad Set
Delivery - Results
® Completed 2130
Results from 1 Ad Set 2130

Sep Sep 28 o1
Reach Cost
19,328 $0.11
ink Click
19,328 $0.11
Pecple Link Ciick

400

300

s010

Budget

Search ~  Filters =

Campaign @ ) On
SafeTrack

Delivery

® Compie

Objective

SecPost &

Amount Spent Today

Gow

Sep1,2016 - Sep 30, 2016 ~

@m| o

Total Schedule
n 02 9.:35an
Columns: Performance ¥

Amount Spent

$5000  $23526

$235.26

Breakdown v

Schedule

Jun 2, 2016 - Sep 5. 2016

Export ¥

Report a Problem
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‘Pool Rewards October 3 — December 31, 2016

Facebook

El = Adsmanager ach a

Help @
Go Greenman (47084159) ¥ Create Ad
Account Go Greenman > Campaign: Pool Rewards Spring 2016
(=R Search w  Filters  Oct 16, 2016 - Nov 30, 2016 +
Ad Set: Pool Rewards 2016
D i Ad Set off s @ |1
1,548 1,548 Results: Link Clicks ~ $0.32 Cost  3.08% Result Rate Pool Rewards 2016
Results. Link Clicks 200 Deli W
20 elivery %
33,872 ® Inaciwve N4
People Reached See Post @
§493.67 " Amount Spent Today
)00 spent foday
(1]
Custom Nov 6 Nov 13 Nov 20 Now 27 Deca ule
3, 1 " Nov 27, 201
—‘/—\‘\_—_____,—_,__—__ Bidding & Optimization
So00 - o - T A
Ads in this Ad Set v + Create Ad Columns: Performance « Breakdown v Export ~
Ad Name Delivery & Results Reach Cost. Amount Spent Relevanc...
:’; tdm comm ® Not Delvering 1,548 33872 $0.32 549367 [
Pool Rewar ‘ K Clek er Lk Chek
Results from 1 Ad 1,848 33872 $0.32 $493.67
Report a Problem
| B Search Al Now 1, 2016 - Jan 31, 2017
- Z Ll v s v ow 1, =Jan a1, b g
Campaign: Pool Rewards Spring 2016
1 Per Demograp F
2176 2,176 Resuits: Link Clicks  $0.27 Cost  3.42% Result Rate
Results: Link Clhicks fes
44,924
$577.24 / /
Custom Nav 13 Now ac 11 e an a Febs
e e % N
Ad Sets in this Campaign = 4 Create Ad Set Columns: Custom Breakdown v Export *
- Results Reach Cest Budget Armount ... Schedule Social l... Secial R... Actions
[ @] 2176 44924 5027 S47000  SETT24 Feb §, 2016 - Jan 1, 2017 86 28 2180
aO 85000 5000 Feb B, 2016 - Mar 13, 2018

Results from 2 Ad Sets 2178 44924 $0.z7 57724 386 s 2180
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LinkedIn

All campaigns (1) ~

0 1,463,924 88 0

CONVErsions impressions clicks social actions

Time series Demographics @

Metric: Clicks » for 10/24/2016-1/25/2017 ~ @

12142016
Clicks: 0

10/23/2016 A0/3072016 11/6/2016 1171372016 11/202016 112712016 12/4/2016 12H1/2018 1211872016 12/25/2016 112017 17812017 11572017 11222017
Search by name Q
Campaign status: On + Off Conversions | Performance | Social Actions | Budget
Campaign name = St Impressions Clicks Avg. CTR Total Social Actions Total Eng. Avg. Eng. Avg. CPC Avg. CPM Total Spent
Total 1,463,924 38 0.006% 0 88 0.006% $7.40 $0.44 $651.26
Pool Rewards 1 o -
iy 1] 1,463,924 88 0.006% 0 88 0.006% $7.40 50.44 $651.26
Archive
Total 1,463,924 38 0.006% 0 88 0.006% $7.40 $0.44 $651.26

FY2017 1% Half Regional TDM Marketing Campaign Summary Final Report March 21, 2017 Page 67



	Metropolitan Washington Council of Governments
	FY 2017 First Half
	Marketing Campaign Summary
	Final Draft Report
	Commuter Connections
	March 21, 2017
	Executive Summary
	Based on paid media, $158,636.00 in value add was negotiated in the form of additional Rideshare and GRH exposure. Value add varies from no-charge radio ads, promotional messages, and digital ads on station web properties.
	Car Free Day
	‘Pool Rewards
	Introduction
	Cornerstones of the Marketing Campaign
	Brand Character
	Geographic Targeting
	Washington D.C. DMA
	Radio
	Rideshare
	Social Media Advertising
	Ridesharing :30 “Save your Sanity”
	NBC4 ran three social media mobile takeovers for one day in October, November, and December to promote Ridematching. Each social media takeover included a :15 Rideshare     pre-roll video in addition to static ads in various sizes. Geo-targeting capab...
	Geographic Targeting
	Washington D.C. DMA
	Radio
	Guaranteed Ride Home :30  “Working Late”
	Guaranteed Ride Home: :30 “Baby”
	GRH Baltimore Media
	Geographic Targeting
	Baltimore, MD DMA
	Radio
	Guaranteed Ride Home :30  “Working Late”
	Guaranteed Ride Home: :30 “Baby”
	Value Add
	This first element of the new FY 2017 campaign was delivered to 500,000 households within the metropolitan Washington region in December. The mailers promoted Ridematching and GRH programs, the new dynamic Rideshare app CarpoolNow, and reminded reside...
	‘Pool Rewards
	Target Market
	Geographic Targeting
	Performance Measures
	Web Visits
	Phone Calls
	Guaranteed Ride Home Applications
	Rideshare Applications
	Digital Advertising – WTOP.com Results October 3 – December 25, 2016
	Blank Page
	Blank Page

