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● Encourage alte rnatives to SOV commuting

● Reduce vehicle trips and miles

● Reduce traffic congestion and improve air quality 

COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES



● Ridesharing

● Guaranteed  Ride  Home

● Flextime  Rewards

● CarpoolNow Mobile App

● Bike to Work Day

● Employer Recognition 
Awards

● Newsle tte rs 

FY20 SPRING INITIATIVES



RIDESHARING



Media Strategy

Creative Strategy

● Rideshare ’s “The Big Deal” campaign uses the  idea of hitting a
jackpot or spinning a whee l to become  a winne r with Commute r
Connections, with its many free  program options and bene fits.

CREATIVE STRATEGY Rideshare

● Radio as anchor, supported by social media.  



SPRING CREATIVE APPROACH Rideshare

With so many options and so many benefits, no matter how you spin you're always a winner with Commuter 
Connections programs that fit your commuting needs and rewards that add up - That's a Big Deal! Sign up for 
Commuter Connections today, it’s free!



2020 COLOR TRENDS

Source: World Global Style Network 

Presenter
Presentation Notes
Question about colors
Commuter Connections brand intends to remain contemporary & relevant
Committee choose colors that were inspired by London based WGSN
Big data research firm that predicts consumer trends
Major resource for fashion designers & big retail



Review and analyze
● Marke ting Communications Plan
● 3rd party media data
● Reach & frequency of target demographics for each

project
Analyze
● Cost/value  proposition of each option

Reality check
● Does it make  sense?

Negotiate
● Evaluate  and negotiate  best te rms

Purchase media

Run campaign  

Evaluate results

MEDIA SELECTION PROCESS



Radio

Social

Total Media

FY20 MEDIA BUDGET (NET) Rideshare

$47,793.80

$7,200

$54,993.80



SPRING RADIO Rideshare

Presenter
Presentation Notes





SPRING RADIO ADS Rideshare

Extra Encouragement A Gamble

:30 radio spots

Presenter
Presentation Notes
Creative promotes incentives & speaks to emotional benefits of ridesharing. 



SPRING VIDEO Rideshare



PAID MEDIA: SOCIAL MEDIA Rideshare



DIGITAL BANNER ADS Rideshare



GUARANTEED RIDE HOME



Media Strategy

Creative Strategy

● The GRH “Why Ride Alone?”   ~campaign graphically portrays several ways commuters
can  choose to ge t to and from work, ensuring a ride home no matte r the circumstance . The
benefits of the program portrayed in this piece include the ability to share a ride with othe rs,
removing an otherwise isolated portion of someone’s day; and knowing that you’ll be able to
ge t  home sa fe ly,  guaranteed .

CREATIVE STRATEGY Guaranteed Ride  Home

● Radio  as  anchor  suppor ted  by  b roadcas t  and  s t reaming  TV,  d ig i t a l ,  t r ans i t  ads ,  
na t ive  con ten t  and  soc ia l  med ia . 



SPRING CREATIVE APPROACH Guaranteed Ride Home

Why Ride Alone?



Radio

TV

Digital

Transit

Native Articles

Social

Total Media

SPRING GRH MEDIA BUDGET (NET) Guaranteed Ride Home

$314,864.65

$115,583

$41,150

$20,195

$2,400

$800

$494,992.65



SPRING GRH RADIO Guaranteed Ride Home



GRH BROADCAST + STREAMING TV Guaranteed Ride Home



GRH DIGITAL Guaranteed Ride Home



TRANSIT ADS Guaranteed Ride Home

Transit ads were purchased for 4% of the GRH Spring budget or $20,195.

The ads will be displayed from March through June inside of MARC regional commuter rail cars running on three lines: 
Brunswick, Penn and Camden. 



NATIVE ARTICLES Guaranteed Ride Home

Presenter
Presentation Notes





Radio

Social

Total Media

SPRING GRH BALTIMORE MEDIA 
BUDGET (NET) 

Guaranteed Ride Home

$21,258.50

$3,728

$24,986.50



SPRING GRH BALTIMORE RADIO Guaranteed Ride Home



FALL RADIO ADS Guaranteed Ride Home

:30 radio spots

Why Ride Alone? Just Do It



PAID MEDIA: SOCIAL MEDIA Guaranteed Ride Home



SPRING VIDEO Guaranteed Ride Home



DIGITAL BANNER ADS Guaranteed Ride Home



‘POOL REWARDS 



96 Live reads aired January 6-26th to promote  ‘Pool 
Rewards on behalf of the  I-66 project

● Want to avoid traffic congestion on I-66?  Start a
Carpool! Re lax, save  time  and earn up to two
hundred and thirty dollars. Sign up for “Pool
Rewards” at commuterconnections dot org.

● RIDE. REWARD. REPEAT. Join or start a new
carpool today and earn up to two hundred and
thirty dollars. Sign up for “Pool Rewards” at
commuterconnections dot org.

● Transform your trip while  we  transform 66! 
Vanpool, Carpool, or ride  the  bus. Just re lax, save
time , and earn rewards. Learn more  at
Transform66 dot org.

WTOP RADIO LIVE READS ‘Pool Rewards



FLEXTIME CAMPAIGN



● Promote benefits & encourage
registration

● Use Digital Media Platforms

● Budget:  $15,000

● Leverage  FY 2019  Crea tive  Approach

● Campaign Live : February - June 2020

OBJECTIVES & STRATEGY Flextime  Campaign



Digital

Social

Total Media

FY20 MEDIA BUDGET (NET) Flextime Campaign

$12,750

$2,250

$15,000



DIGITAL Flextime Campaign



CREATIVE APPROACH Flextime Campaign



CARPOOLNOW MOBILE APP



OBJECTIVES & STRATEGY CarpoolNow Mobile App

● Encourage download and usage of the CarpoolNow mobile app
throughout the Metro DC area

● Focus on Drive r messaging

● New drive r incentive available now

● Budget:  $15,000

● Leverage  FY 2019  Crea tive  Approach

● Promote as part of WMATA Platform Improvement Project
(Pre -station shutdown pop-up events)

● Promote at various Park & Ride Lots and “FlexPool” Pick-up
Stops

● Campaign Live : March - May 2020

Presenter
Presentation Notes
Currently planning and developing media plan 



CREATIVE APPROACH CarpoolNow Mobile App

Presenter
Presentation Notes
Creative from FY19 that will be leveraged in the FY20 Campaign beginning in February



BIKE TO WORK DAY



Bike to Work DayOBJECTIVES & STRATEGY
● Budge t: $60 ,000

● Sponsorship Campaign: November - January 2020

● Campaign Live : March - May 2020

● Bike  to Work Day: Friday May 15, 2020



Bike to Work DaySPONSORS



Bike to Work DayPOSTER



Bike to Work DayRACK CARD



Bike to Work DayBANNER



Bike to Work DayT-SHIRT DESIGN



Bike to Work DayWEBSITE



2020 EMPLOYER 
RECOGNITION AWARDS 



● Recognize  employers  who  de live r  outs tand ing  and
measurab le  commuter benefits and/or telework programs

● Allow for organizations who share brand values to align with
Commuter Connections

● Alte rna tes  Green  and  Blue  co lo r  theme  each  year

○ FY20 is a Blue Year

OBJECTIVES & STRATEGY Employer Recognition Award



SCHEDULE Employer Recognition Award

The awards ceremony will 
be held on June 23rd at 
the National Press Club

JAN
FEB
MAR
APR
MAY
JUN
JUN

Email blast to level 3 & 4 employers in database
Nomination period ends
Selection Committee meets
Develop program brochure, invitations, video, and other materials
Media coordination
Employer Recognition Awards Ceremony
Print Ad

20
20



EMPLOYER NEWSLETTER



● Report  on  re levant  TDM news

● Promote  Commuter  Connections  se rvices  and  specia l
events

● Print Publication and E-Newsle tte r  reaches

○ Employer Transportation Coordinators

○ Committee members

○ Other  TDM s takeho lders

○ Federa l  ETC’s  (w/inse rt)

OBJECTIVES & STRATEGY Newsle tte r



WINTER NEWSLETTER Newsletter



LOOKING AHEAD
Spring Campaign (GRH/Rideshare)

Flextime Rewards

CarpoolNow

Bike to Work Day Campaign and Event

Spring Newsletter

Employer Recognition Awards Event

February - June 2020 

February - June 2020 

March - May 2020

April - May 2020

May 2020

June 2020



THANK YOU
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