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ITEM #4A

commuter (CconnEcTIONS

A SMARTER WAY TO WORK

Metropolitan Washington Council of Governments
FY 2010 First Half Final Marketing Campaign Summary

Introduction

Transportation issues remain at the forefront of issues facing metropolitan Washington D.C.
commuters during the first half of FY2010. Traffic congestion in the region ranks among the
worst in the country with the average driver spending about 62 hours a year in traffic; time that
adds up to loss productivity, gas consumption, and general frustration.

Research and recent experience has shown that high gasoline prices work as a motivating
factor to get drivers to leave their cars at home. But with gas prices sitting around the $2.50
mark, the cost of commuting does not have the high price tag that it had in the spring of 2008.

In this difficult market, Commuter Connections continues to make strides by educating
commuters and helping them get out of their single occupancy vehicle (SOV) commute and into
carpools, vanpools, and transit, as well reducing vehicle trips altogether by educating about
telecommuting, walking, and biking to work. In addition, Commuter Connections network
members worked with employers throughout the region to further personalize the marketing
message and motivate employers to promote alternative mode commuting to their employees.

In the first half of FY10, the Commuter Connections marketing campaign resulted in 65,000 web
visits to www.commuterconnections.org by those seeking ridematching, GRH and alternative
commute information. Once advertising hit the airwaves and cyberspace, the average monthly
visits to the web site increased by 50% in October — December 2009, compared to activity in the
preceding quarter, July 2009 - September 2009. Total web visits for the second half of the
fiscal year (July 2009 — December 2009) increased by 10% over the previous year during the
same period.

The Guaranteed Ride Home (GRH) program is free to commuters who use alternative
transportation modes at least 2 days a week and find themselves in need of a ride home due to
personal or family emergency or unscheduled overtime. With a 95% satisfaction rate, the GRH
program delivers on its promise.

Armed with extensive research and past campaign experience, Commuter Connections is
working to convert SOV drivers to alternative commute modes in this challenging environment.
A marketing brief, distributed to network members in August 2009, laid the foundation for
FY2010 marketing efforts. The strategies behind the FY10 marketing campaign reflect the
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current state of events for the regions’ commuters and build upon the research and findings of
the following reports:

¢ Transportation Emission Reduction Measure (TERM) Analysis Report FY2006-2008
o Fiscal Year 2009 Applicant Database Annual Placement Survey Report

e 2007 Bike to Work Survey TERM Analysis Report

e 2007 State of the Commute Survey

e 2007 GRH Survey Report

e Commuter Connections Stakeholder Attitudes and Opinions, April 2007

Based on these reports, a separate analysis was conducted by Odonnell Company that looked
at the implication of the reports’ findings on various marketing strategies. Specifically, this
analysis noted the following:

¢ Alternative commute modes, including train, carpool/vanpool, bus and bike/walk are all
up from 2004 levels.

¢ One in every three reported trips was either avoided entirely or made with an alternative
to driving alone.

e Women and men are increasingly equal in their percentage of using alternative
transportation.

e People with incomes above $30,000 per year are a discretionary market with opportunity
for growth in ridership. No further distinction in income was indicated, so all income
levels above $30,000 can be targeted with campaign messages.

e The top reasons for using alternative transportation included save money (18%);
changed jobs or work hours (18%) and save time (13%).

Research, campaign experience, and current economic factors all contribute to the planned
strategy for FY10 to convert SOV commuters to alternate transportation by raising awareness of
GRH as a commute “insurance” plan and the money that can be saved by sharing a ride. The
team’s efforts for the first half of FY10 include the following:

e The continuation of the FY09 spring marketing campaign inviting commuters to “Try a
Different Way to Work”. Based on visual strength delivered with a sense of lightness,
commuters are reminded that change is easy and can be fun. Commuters are also
reminded that they can retain control of their life and maintain a level of comfort knowing
the Guaranteed Ride Home program will get them home in the case of an emergency.

e The promotion of Car Free Day as an event to invite commuters and residents alike in
the metropolitan Washington region to consider alternatives to their car and go car free
or car-lite for the day.

e The three month trial per carpool demonstration project aimed at addressing some of the
region’s most congested commute corridors by encouraging the formation of carpools.
Similar to a project implemented in Atlanta, ‘Pool Rewards offers qualified commuters
cash incentives for carpooling.
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¢ The development of an exciting new umbrella campaign to be launched in February
2010.

This draft report covers the first half FY2010 Marketing Campaign for the Metropolitan
Washington Council of Governments’ Commuter Connections program.
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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 (COG). Commuter Connections offers free services to
those who work in the metropolitan Washington area. Major services include ridematching for
carpools and vanpools and administration of the Guaranteed Ride Home program. Through its
Employer Outreach Representatives, Commuter Connections also helps employers establish
commuter benefit programs for their employees, including teleworking. Organizations
represented in the Regional TDM Marketing Group include:

City of Alexandria

Fairfax County Office of
Transportation

Northern Virginia
Transportation Commission
(NVTC)

TYTRAN

Virginia Department of Rail

and Public Transportation

Virginia Railway Express
(VRE)

Arlington County

General Services
Administration (GSA)

Maryland State Highway
Administration
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ARTMA

National Institutes of Health
(NIH)

Potomac and Rappahannock
Transportation Commission

(PRTC)

Virginia Department of
Transportation (VDOT)

Dulles Area Transportation
Association (DATA)

Washington Area Bicyclist
Association (WABA)

Maryland Department of
Transportation (MDOT)

District Department of
Transportation (DDOT)

Montgomery County Ride On

Fairfax City

Mass Transit Administration
(MTA)

Virginia Department of
Transportation Northern
Virginia District Office
LINK

Tri-County Council for

Southern Maryland

Washington Metropolitan Area
Transit Authority (WMATA)

VPSI Inc.
Loudoun County Office of
Transportation Services

Montgomery County
Commuter Services



Cornerstones of the Marketing Program

The key products and services that are featured in the marketing program include the
Guaranteed Ride Home and Ridematching programs. Both of these programs are critical 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 program include the following:

o Create a platform which promotes all network products and services individually while
reinforcing the support provided by the regional program of Commuter Connections.

¢ Raise awareness of the Commuter Connections network and position the group as the
region’s first resource for alternatives to driving alone.

¢ Promote awareness of Ridematching services among commuters and increase
applications for the program.

¢ Promote awareness of the Guaranteed Ride Home service among commuters and
increase applications for the program.

¢ Hold special events such as Car Free Day and Bike Work Day to encourage the use of
alternative forms of transportation.

Messaging Strategy

The first half of FY2010 campaign continued with the invitation to commuters to “Try a Different
Way to Get to Work”. The creative used was designed to reach out and address the issues
commuters are facing. Rather than focusing on gas costs as the sole incentive to rideshare, the
campaign took a lighter approach to emphasize the other benefits of leaving a single-occupancy
vehicle at home. The Guaranteed Ride Home campaign highlighted the comfort and control
commuters can feel by registering for the Guaranteed Ride Home program.

Overall Target Market

The overall target audience for the communication was:
e Commuters between 25-54 years old
¢ Caucasian (65%) and African-American (20%)
e $60,000+ annual household income
e Commute more than 20 miles / 30 minutes
e Live in Virginia (65%) or Maryland (33%); work in D.C. (49%) or Virginia (34%)
o Work for employers with 250+ employees (68%)
o Work for federal agencies (54%) and private sector companies (30%)
e Professional (40%), Executive/managerial (19%) and administrative (18%)
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Fall FY2010 Media Flowchart

FALL FY2010 MEDIA FLOWCHART

AUG SEP NOV DEC
MEDIA OCT NET
17 [24 31 14 [ 2128 1219 26 16 [ 23 [ 30 1421728 | TOTAL
RADIO
CarFree Day $56,700
GRH $174,763
Rideshare $174,001
Total Radio $405,464
TEXT MSG $500
TEXT ADS $8,000
INTERNET
GRH/RS $100,000
‘Pool Rewards $32,000
TOTAL $545,964
GRH Only
Rideshare Only
GRH/RS
Car Free Day
‘Pool Rewards
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Media Objectives: Guaranteed Ride Home

The Guaranteed Ride Home program campaign utilized a mix of proven media avenues to raise
GRH awareness among commuters and generate applications for this program. Guaranteed
Ride Home leverages alternative transportation by removing one of the perceived barriers, how
to get home in case of an emergency.

Target market
o 35-54 years old, secondarily 25-54
e Caucasian (65%) and African-American (21%)
e $60,000+ annual household income
o Commute of more than 30 miles / 45 minutes
e Live in Virginia (64%) or Maryland (34%); work in D.C (60%) and Virginia (30%)

Geographic Targeting

Washington D.C. DMA

GRH Fall Budget COG Cost Gross Dollars
Radio $174,763 $205,603
Internet $50,000 $58,824

Including earned media
with radio partners

Total Budget $224,763 $264,427
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Media Objectives: Rideshare

The campaign to promote the Rideshare program uses a mix of traditional approaches to
maintain awareness among commuters and increase applications for this program.

Target market:
o 35-54 years old, secondarily 25-54
e Caucasian (65%) and African-American (20%)
e $60,000+ annual household income
e Commute of more than 20 miles / 30 minutes
¢ Work for employers with 250+ employees
e Live in Virginia (64%) or Maryland (33%); work in D.C (49%) or Virginia (34%)
o Work for federal agencies (54%) and private sector (30%)
e Professional (40%), Executive/managerial (19%), and administrative (18%)

Geographic Targeting

Washington D.C. DMA

Rideshare Fall Budget COG Cost Gross Dollars
Radio $174,001 $204,707
Internet $50,000 $58,824

Including earned media
with radio partners

Total Budget $224,001 $263,531

Brand Character

The Commuter Connections network wishes to be perceived as a network of organizations
working to improve individuals’ commutes. Through Commuter Connections’ new online ride-
matching system, commuters registering for the ride-matching service will be given direct
access to other commuters who are looking to carpool as well as commute routes and options.
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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Radio

During the fall umbrella campaign, radio was used as an anchor medium with a broad mix of
radio stations. The radio campaign reached out to Spanish-speaking commuters as well. In
total, the following 5 D.C.-focused stations and 3 exurban stations were used during the
campaign:

WTOP (News/Talk 103.5FM)
WRQX (Mix 107.3FM)
WASH (Soft Rock 97.1FM)
WPGC (Urban AC)

WBQB (B101.5FM
Fredericksburg)

WSMD (Star 98.3FM
Mechanicsburg)

WAFY (Key 103.1FM
Frederick)

WLZL (El Zol, 99.1FM
Spanish Station)

Both the Guaranteed Ride Home and Ridematching campaigns had two radio spots each,
evenly rotated, to sell the benefits of the respective Commuter Connections program. The radio
campaign alternated weeks between Rideshare and Guaranteed Ride Home, for a total of 11
weeks between October 2 and December 28.

The following spots are promoting the Guaranteed Ride Home and Ridematching campaigns
this fall:

Guaranteed Ride Home::60—"In Control”

A businessman, used to being in control of every situation, is concerned that by carpooling, he
will no longer be in control. His wife reassures him that he’s always in control since he has
registered with the Guaranteed Ride Home program that will provide him with a ride home
should an unexpected family or personal emergency arise.

Guaranteed Ride Home::60—" Comfort Level”

A stressed-out executive loses it. He has been told he must work late to finish a project but he
can’t find the project folder and he’s worried about missing his vanpool. His co-worker reminds
him that Guaranteed Ride Home will get him home in case of unscheduled overtime. He
regains his composure, thanks his co-worker for saving him, who in turn reminds him that it was
registering for Guaranteed Ride Home that saved him.
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Ridesharing::60—*“Pogo Stick”

Co-workers discuss another co-worker’s unique attempts to save time and money on his
commute. In this case, the co-worker has opted to try a pogo stick much to the amusement of
his colleagues. The discussion centers around the benefits offered by Ridesharing, namely
saving time, money, and the environment, and how simple it is to register by calling Commuter
Connections.

Ridesharing::30—"Different Way to Work”

It's the end of the work day and employees are getting ready to head home when one employee
offers to bring the rickshaw around. The rickshaw is being used as a way to save money on the
commute since the employee has not been able to find anyone to rideshare with. He is
reminded of the ease of Commuter Connections’ new online ridematching system to find
carpools.

Value Added Promotions

For the fall campaign, radio stations supported Commuter 20
Connections’ Rideshare Tuesday campaign during the weeks

the Rideshare spots were running. Radio stations provided A

additional on-air mentions, sponsorships or PSAs on :
Mondays and Tuesdays asking listeners to consider a "dESI:Iare
“Different Way to Get to Work” and to make Tuesday, a t“es av

Rideshare Tuesday.

During the weeks the GRH spots ran, radio stations provided additional on-air mentions,
sponsorships or PSAs to promote the GRH program. These additional mentions assured
commuters that concerns about getting home in the case of emergency or unscheduled
overtime while using alternate transportation need not be a worry with the GRH program.

The value-add promotions provided by the radio station totaled almost $100K in additional air
time, sponsorships, and web banners and pages.
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Internet Advertising

Internet advertising during the fall campaign included placement of banner ads served to
specified websites and geo-targeted to IP addresses in the Washington DC DMA.

As seen in the FY09 campaign and supported by the findings in the 2007 State of the Commute
Survey, a change to jobs or work hours is a top reason (as reported by 18% of the survey
respondents) a commuter may look to change the method used to get to work. The FYQ9
campaign supported this finding with high performance figures for the Rideshare banner ads
placed on monster.com. The fall campaign continued to leverage this finding by placing
Rideshare banner ads solely on monster.com.

The following sites were used in the fall campaign, geo-targeted to Washington region
registered IP addresses:

e accuweather.com

e weather.com

e monster.com

¢ Washington Times

e wtopnews.com

e iii-interactive.com run-of-network

Based on past campaign performance, GRH ads were run solely on Washington Times, where
the GRH message responded well. Rideshare ads and GRH ads were rotated evenly across
accuweather.com, weather.com, and wtopnews.com. A 2:1 rotation of GRH ads to Rideshare
ads were served as run-of-network popunders to achieve an overall even spend on GRH and
Rideshare banner ads for the fall campaign. Statistics were collected throughout the campaign
allowing for ad placement optimization. Based on impressions delivered and CTR, site
placement was adjusted to provide optimal performance.
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Internet Banner Ad — Rideshare

try a
different

way
to get
to work.
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Internet Banner Ad — Guaranteed Ride Home

raise your
comfort level

when an unexpected
family emergency arises

or you have
unscheduled overtime

we'll get you home for free.

learn more.
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Carpool Incentive Demonstration Project
‘Pool Rewards

‘Pool Rewards is a three-month trial (per carpool) pilot program that uses a cash incentive to
encourage drive alone commuters to change their commute behavior by trying carpooling. By
carpooling, commuters will improve air quality and reduce traffic congestion. Drive alone
commuters are offered an incentive to start carpooling in the hopes that participants will
continue to carpool even after completion of the program. The program is similar to the Cash
for Commuters program implemented in Atlanta.

Target Market
The target audience for this campaign shares the demographics of the Rideshare target
audience, namely the following:

e 25-54 years old (82%), 35-54 years old (63%)

e Caucasian (64%) and African-American (20%)

e $80,0000+ annual household income (68%)

e Commute of more than 20 miles/30 minutes

e Live in Virginia (65%) or Maryland (33%); work in D.C. (49%) or Virginia (34%)

e Work for employers with 100+ employees (71%), work for employers with 1000 or more

employees (41%)
o Work for federal agencies (50%) and private sector (31%)
e Professional (37%), Executive/managerial (30%), and administrative (16%)

This target audience is further defined as SOV drivers using one of the following corridors for
their commute:

e |-495: Bethesda to Tyson’s Corner (westbound in the morning, eastbound in the
evening). At a minimum, the commute must include travel on this corridor between MD-
190 (River Road) and VA-123 (Chain Bridge Road).

e [-495: MD-295 (Baltimore-Washington Parkway) to 1-270 (westbound in the morning,
eastbound in the evening). At a minimum, the commute must include travel on this
corridor between MD-295 to I-270.

e [-395: Washington, DC to Northern Virginia (southbound in the morning, northbound in
the evening). At a minimum, the commute must include travel using the 14™ Street
Bridge (I-395) to travel between the District of Columbia and Virgina.

Marketing Strategy

The marketing strategy for ‘Pool Rewards built upon the recognition of the Commuter
Connections brand as an umbrella resource committed to improving traffic congestion and air
guality in the metropolitan Washington DC region.
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The strategy for the ‘Pool Rewards marketing campaign included the following:

o Creating a ‘Pool Rewards landing page on the Commuter Connections web site where
all web traffic generated about the program would be channeled. On this web page,
potential new carpoolers can obtain more information and see if they qualify.

¢ Informing and engaging the public and media through an outreach campaign. A press
release was issued on October 26, 2009 along with media outlet outreach.

¢ Sending direct mailers to residents within specific targeted zip code boundaries
surrounding the three eligible ‘Pool Rewards corridors.

¢ Placing online banner ads (including Yahoo text ads) targeted to specific zip code
boundaries within the identified commute corridors.

e Utilizing social networking sites such as Facebook to help promote the program.

e Sending email blasts to:

0 Registrants in the Commuter Connections database corresponding to the
identified geographical areas and self-identified as SOV commuters.

o Employers within the Washington region

o Commuter Connections Bulletin Board members

As a result of marketing and public outreach efforts, the total number of visitors during the
months of November and December 2009 to the ‘Pool Reward web page was 10,310.

‘Pool Rewards Logo
A logo was developed for use on all creative, communications, and the Commuter Connections

website for the ‘Pool Rewards campaign. The logo used the Commuter Connections colors and
combined the chosen program name with the “cash for carpools” tagline.

'POOL REW@RDS

cash for carpools
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‘Pool Rewards Direct Mail

A 9"x6” postcard was designed and mailed to 30,000 residents within specific targeted
geographical areas. The areas comprised of select zip code boundaries within and surrounding
the three eligible ‘Pool Rewards corridors. The majority of mailers were sent to residents
through a purchased list based on defined demographic criteria developed for the ‘Pool
Rewards program, namely household's with ages 25-54 combined with incomes of $75k or
more. A smaller portion of mailers were sent to 1,300 commuters, marked as SOV’s, which
were already part of the Commuter Connections database and living within the designated zip
code boundaries.

The postcard boldly declared the cash reward offer through the prominent use of the “cash for
carpool” tagline and through visual elements of money. The budget for the mailing was $7,000
including printing, postage, mailing list and mailhouse fees.

PRESORTED
NOM-PROFIT
L& POSTAGE
D

Parmit No. 9770
Washingion 0.E.

Get Started

Log on to www.commuterconnections.org TODAY to apply
for 'Pocl Rewards. 'Pool Rewards pays you $2 per doy for
each doy you travel in an eligible corpool (moximum $130
per person). Registration is required. Hurry! Trial offer
valid to a imited number of commuters.®

'POOL

Chedk it out todoy—apphy online, stort or join o new
carpool (we'll even help you find o carpool partmer) and
start coshing in your Pool Rewards for o better commute.

Cash,,
o Carpools

oS B BEL ]

TIES 0P AMERICA
~ A L77925690M

Vanm T 18

8007 45.RIDE COmmMUtErConnections.org

@

Just 2 days a week to cash in!

IF you currently drive alone to work, ond oon sign up to corpool ot least 2 doys
per week during o three month period, you may quolify for Pool Rewarnds!

Your commute must indude ot least one trip on any of the 3 following routes:
I-495 between Bethesdn (MD-190) and Tysons Corner WA-123),

I-495 between Baltimore-Woshington Poriway (MD-295) ond I-270, or
1-395 14th Street Bridge between Woshington, OC ond Northern Vinginio.

Join or start a new carpool and claim your $130 'Pool Rewards today!*
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'Pool Rewards Banner Ads
Weather and news sites were primarily chosen to serve the ‘Pool Rewards zip code targeted
banner ads. Sites were selected based on past Commuter Connections online Rideshare

campaign performance and their ability to target ads by zip code.

The sites used for the ‘Pool Rewards campaign were:

e AOL

e accuweather.com
e NBC4

e News8

e Washington Times
e WILA

¢ WUSA

e WTOPNews.com
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‘Pool Rewards Earned Media

A ‘Pool Rewards press release was sent to media outlets throughout the Washington region,
followed by an extensive pitching campaign. The team reached out to newspapers, television
and radio stations and secured 19 media placements in the first 24 hours after the release was

sent.

This effort resulted in the following earned media placements:

Print/Online

Frederick News Post
Richmond Times Dispatch
WAMU online

Washington Business Journal
Washington Examiner
Washington Post

Frederick News Post

Television
FOX

NBC Washington
WHSV

WJILA

wJz

WUSA 9

Radio
WAMU
WTOP
NPR

Blogs
readysetdc.com
socialmedian.com
cityrenewed.com

Eco Women: Protectors of the
Planet!

Cars.com Kicking Tires
SiloBreaker

Program offers commuters cash for carpooling

D.C.-area commuters offered cash to carpool

Pool Rewards: Some D.C. Commuters Will Cash In on Carpooling
Commuters could get cash for carpooling

Program offers commuters cash for carpooling

Program to offer cash incentives for carpooling to work

Drivers can make money not driving

Test the waters of TransIT's Pool Rewards

Pool Rewards: Cash for Carpools

Commuters Offered Cash For Carpooling

Carpool and Earn Money Too

Program Offers Drivers Money to Carpool in D.C. Area
Program Offers Commuters Cash for Carpooling
Program Offer Commuters Cash for Carpooling

Get Paid $2 to Carpool Under a Pilot Program

Pool Rewards: Some D.C. Commuters Will Cash In on Carpooling
Carpooling could earn you a couple of bucks a day
Cities Use Cash To Encourage Carpooling

‘Pool Rewards: Earn Cash for Carpooling

Pool Rewards: Some D.C. Commuters Will Cash In on Carpooling
Government Eco-Action Mon.: Commuter Connections’ ‘Pool
Rewards Offers Cash to Carpoolers

Carpool Cash

Cities Pay Drivers to Carpool
Cities Pay Drivers to Carpool
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Special Events

Car Free Day

September 22, 2009 marked the second region-wide celebration of Car Free Day, a
worldwide event to encourage commuters to pledge to “uncar” for a day. Started in 2000,
Car Free Day now counts 1,500 participating cities in 40 countries, where commuters
pledge to leave their car at home for the day, and ride a train, bus, bicycle, subway,
telework, or walk to work. People also could go “car lite” by carpooling or vanpooling.

Car Free Day Creative

Radio, posters, bus kings and queens, and bus shelter ads were created to bring attention
to this event and drive the public to the DDOT-sponsored website,
www.carfreemetrodc.com, to make a pledge to go car free. Text messaging was used to
encourage people who already made a pledge to ask family, friends, and colleagues to join
them in going car free for the day. Links were provided from the website to the new online
ride-matching system, transit info and itineraries for WMATA and other systems.

-

go carfree in metro dc
ooy I ———

Uncar for a Day

= Uncar for a Day

pledge at carfreemetrodc.com

CAR
FREE ik 2
DAY -

go carfree in metro dc

september 22

METRO,DC &
9.22.09 — —————
CAR
FREE
DAY

METRO,DC

9.22.09
pledge at carfreemetrodc.com

COMMUTER G CONNECTIONS

B00.745 RIDE
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Car Free Day Radio

A :60 second radio spot was created for Car Free Day to encourage listeners to make the
pledge to “uncar” on September 22 by going to www.carfreemetrodc.com.

Car Free Day::60—MUST NOT BE LOVE

Despite immensely loving her car, a woman desires some “space” in her relationship
with it and speaks of the opportunities that may arise when she spends some time away
from her car.

Three radio stations were selected to run the Car Free Day spots.

WASH (Soft Rock 97.1FM) WRQX (Mix 107.3FM)

WBIG (BIG 100 100.3FM)

The ClearChannel stations, WBIG, provided a radio presence at the downtown street closure at
7" and F St, NW, for 4 hours. Josh Cunningham, a DJ from WBIG, provided additional hype
during a 2 hour appearance at the street closure. WRQX provided additional on-air mentions,
traffic reads and a tile ad on the website as value add.
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Car Free Day Facebook and Twitter

A Facebook event and Twitter account were used to create additional buzz for the event.

facebook Home Profile Friends Inbox

[ Car Free Day
Uncar for aDay

Host: Commuter Connactions
Type: Causes - Rally

Hetwork: Global

Date: Tuesday, September 22, 2009
Tirme: 12:00am - 12:00pm

Location: The Metro-DC area
Description

Uncar for a day and go Car Free in Metra D.C.1

Your RSYP

Improve traffic and help the environment! Go Car Fres in Metro D.c. and join millions of others around the

world on Tuesday, September 22, Or go Car Lite and carpool. O attending

O Maybe Attending

Fledgs to go Car Fres on September 22 at CatFrasMetroDC.com of by caling 500,745, RIDE. © Mt Attending
Already Car Free? show your support and pledge ot CarFresMetroDi.com Other Information
Guests ars allowed to bring

Check back for mare information and svent lacations! friends to this event,

Photos Other Invites

Displaying 2 photos Ses All Maybe Attending (35) see Al
FREE o

Szeweili  CodyRice  Elliot Holar

oo Nk Atterding [145) e Al
FIIT A 3 X
| ] ;
Tames  Platthew  Peter
. Pearce  Van Papamath
Displaying 1 link See sl
fywaiting Reply (455 See sl
[ CarFreeDay -

Soutce: carfreemetrods com

Take the Car Free Challenge and pledge to be car fres on September 22,
20031hen you participate, youll not only help to improve air quality, save

maney, and reduce your carbon Footprink, but also get & chance to vin some Ian Chin Kei Jason kwak Alisan Lee

e pres, FREE Y
METRO DC Event Type
s L

Dn [

. - 3
o =& Home Profile Find People Settings Help Sign out
Cwitter ple Seling felp 51

Name Commuter Connections

CAR
FREE 2 34
A CarFreeMetroDC

METRO DC
Tweets 6
AR Favorites
L. Actions
So far over 2,500 people have visited Elock CarFresMetranc

http.//mww.carfreemetrodc.com and ol
pledged to go car free on Tuesday '“g
Sept 22, 2009! Go good people ;)

ahout 2 hours aga fram wekb
RB8 feed of

S CarF reeMetoDC's twests

0w Josh Cunningharn from WEIG 100.3F k. bt Masini whig.com will
e appearing at the Car Free Day celebration on Sept 22 at 7th &
F&tsinD.C.

ahout 22 hours sgo from ek

So far over 1,000 people have visited

ity ffweiry CATrEEMETOE cOM and pledged to go car free on
Tuesday Septernber 22, 20091

1010 Ak Sep Sth from wek
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Car Free Day Electronic Employers Kit

An electronic Employer Kit featuring an email cover letter was used to introduce Washington
region businesses to Car Free Day and encourage employee participation. The Employer Kit
included an email template for employers to help communicate with employees about going car
free on September 22; a link to the event flyer; and a newsletter template for company-wide
distribution. This kit helped publicize carfreemetrodc.com to employers in the region and
encouraged employee registration for Car Free Day.

Car Free Day Public Relations and Earned Media

An impactful public relations and media pitching campaign was developed for the Car Free Day
event. A media advisory/calendar listing was developed and submitted to newspapers. A pre-
event press release announcing Car Free Day 2009 and promoting registration at
carfreemetrodc.com was written and distributed with a fact sheet featuring commuting facts that
encouraged commuters to uncar. Material was distributed to Washington DC metropolitan
media outlets. Traditional and new media outlets were contacted throughout the region. This
outreach included newspapers, television and radio stations and blogs to publicize Car Free
Day 2009, securing over 20 media placements.

In addition to promotional giveaways provided by the Nationals, a table was provided for
Commuter Connections at the evening game on September 22 for distribution of literature.

Marketing efforts resulted in a total of 6,211, up 14% from 2008.

Earned media placements are as follows:

Print/Online
The Examiner D.C. workers commute longer, more likely to use transit
Express Night Out Lose the Wheels and Find Your Feet: Car Free Day Hits D.C.
Frederick News Post Traveling Through — Come on and take a free ride
Gazette.Net County tries out a Car Free Day
WAMU online Commuter Connections Offers Alternatives To Driving
Washington Business Journal  Sept. 22 marks International Car Free Day
Washington Post A Day for Rethinking Our Four-Wheeled Fixation
Car-Free Event Explores Alternatives
A Day Without the Detriments of Driving
Car-Free Diet Hard to Swallow For Many
The Joys of Living Car-Free (Letters to the Editor)
DC Environmental News Car Free Day is Tuesday, September 22
Examiner
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Television

ABC3 Winchester
NBC Washington
News Channel 8
WJILA

Radio
WAMU
WKYS

Blogs

blunoz.blogspot.com
dc.about.com

DCist

notionscapital

Rebuilding Place in the Urban
Space

thewashcycle.com
thecityfix.com
washington.bizjournals.com

Car Free Day

Car-Free Day Comes Amid Reports of Increasing Traffic
Walk, Pedal, Roll: D.C. Celebrates Car-free Day
Commuters Urged to Ditch Their Wheels for 'Car Free Day

A CarFree Tuesday for the D.C. Region (Audio)
Car Free Day

Car Free Day is 22 September

DC Area Celebrates Car Free Day!

Car Free Day on Tuesday

DC Car Free Day 22 September 2009

Join us for the Car Free Day Street Celebration

Car Free Day 2009 Tomorrow
D.C. Commuters Go Car Free
Sept. 22 marks International Car Free Day
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Commuter Connections Newsletter and Federal ETC Insert

Summer and Fall editions of Commuter Connections, with an insert for federal Employee
Transportation Coordinators, were produced during the first half of FY2009. The six page 4-
color quarterly newsletter was distributed to approximately 5,000. It was also placed in pdf
format on the Commuter Connections web site. Newsletters were also sent to federal agencies
through GSA along with a special Federal ETC Insert. A pdf of the insert was placed online at

www.federaletc.orq .
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Employee Tronspartation Coordinator

JOSEPH COX RECOGNIZED AS EMPLOYEE
TRANSPORTATION COORDINATOR CHAMPION
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bike to work day
2010

Sponsorship Drive

Bike to Work day will be sporting a new logo for 2010. The new logo displays a business-attired
female bicyclist against the skyline of familiar Washington landmarks. It also identifies with the
suburban areas of the region through the use of trees.

The drive for sponsors for Bike to Work Day 2010 started at the beginning of October 2009.
The success of the sponsorship drive will involve forging key partnerships with newly
identified prospects and expanding existing sponsor relationships. A one-page “proof of
value” report on the more measurable benefits of sponsorship has been produced to help
re-sign previous sponsors as well as to attract new ones. In addition, opportunities to
partner with “green” and health organizations that promote commute alternatives have been
identified and will be pursued. The first few weeks of the sponsorship drive saw the first
confirmation of a gold level sponsorship and the return of several 2008 sponsors that sat
out the event in 2009.
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Thirteenth Annual Employer Recognition Awards

The Commuter Connections Annual Employer Recognition Awards recognize employers who
voluntarily initiate worksite commute programs to assist their employees. Winners and
nominees will be honored at an awards ceremony in June 2010. A brochure and application
form for nominations was developed and distributed in December 2009. The nomination
materials were also made available electronically at www.commuterconnections.org.

PLEASE APPLY WITH THIS FORM OR GO TO WWW.COMMUTERCONNECTIONS.ORG

Application form

Eligibility
Employers in the District of Columbia, suburban Maryland, and Northern Virginia that have initizted, enhanced or expanded an alternative commute or telewark program
may apply for these awards. To be eligible, pragrams must have been initiated or improved by January 1, 2000,

Deadline
APPLY AND

Get recognized for what you're doing right Meet our 2009 winners

The application deadiine is February 1, 2010,
Completed applications should be sent ta:

Commuter Connections
Dauglas Franklin
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Additional Marketing, Outreach, and Earned Media
Tysons Corner Center Video

Commuter Connections Rideshare and Guaranteed Ride Home banner ads were converted to
run as short 10 second flash videos at Tysons Corner Center appearing on five 42"

monitors. The purpose of the project was to provide real-time, multi-modal, Tysons Corner
specific traveler information to patrons throughout the mall. The strategically placed monitors
provide shoppers with the traveler information, transit/TDM options, Megaproject news and
upcoming construction activities. Animated flash ads by Commuter Connections featuring the
Guaranteed Ride Home program and ridesharing as well as ads by Telework VA! ads rotate
between information segments.

GRH Rewards Coupons Sponsors

Outreach efforts continued to elicit sponsors for GRH Rewards coupons. Area businesses were
asked to provide coupons that entitle the bearer to free or discounted services. These coupons
will be provided to GRH program participants upon re-registration in 2010. Area businesses
that sign on as a sponsor will have their business logo displayed on the Commuter Connections
website under the GRH Rewards page.

Additional Earned Media

In addition to the substantial amount of press coverage for Car Free Day and ‘Pool Rewards,
Commuter Connection garnered additional coverage for expansion of the online ridematching
service to include special event ridematching and for the services offered by the GRH program.
In addition, Commuter Connections figured prominently in the article “A Road Less Traveled...”
in Thinking Highways, Sept/Oct 2009, North American Issue.

Commuter Connections featured in the following:

Print/Online

Thinking Highays A Road Less Traveled...

Washington Examiner Transit backup program gave 3,096 free rides home last year
Washington Post Ride-Share Work Expands Beyond the Daily Grind

Radio

WTOP Commuter Connections gives 3,000+ free rides

Blogs

welovedc.com Commuter Connections Expands Services
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Web Visits

FY09 FY10

Month Web Visits Month Web Visits +/- +/- %

Jul-08 10,063 Jul-09 9,008 -1,055] -10.48%

Aug-08 14,710 Aug-09 8,865 -5,845| -39.73%

Sep-08 11,302 Sep-09 8,111 -3,191] -28.23%

Oct-08 8,653 Oct-09 11,757 3,104 35.87%

Nov-08 7,093 Nov-09 12,579 5,486 77.34%

Dec-08 7,281 Dec-09 14,648 7,367 101.18%
59,102 64,968 5,866 9.93%

Phone Calls
700 Calls Made to 800 745-RIDE Week Fall EY10
Campaign Began
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Rideshare Applications

FY09 Rideshare FY10 Rideshare
Month | Applications| Month | Applications +/- +/- %
Jul-08 1,213 Jul-09 552 -661| -54.49%
Aug-08 880 Aug-09 563 -317| -36.02%
Sep-08 1,214 Sep-09 461 -753| -62.03%
Oct-08 959  Oct-09 863 96| -10.01%
Nov-08 351 Nov-09 792 441| 125.64%
Dec-08 465|  Dec-09 617 152|  32.69%
5,082 3,848 -1,234]  -24.28%
GRH Applications
FY09 GRH FY10 GRH
Month | Applications| Month | Applications +/- +/- %
Jul-08 1,203 Jul-09 469 734 -61.01%
Aug-08 700  Aug-09 644 56| -8.00%
Sep-08 626 sSep-09 518 -108| -17.25%
Oct-08 494  Oct-09 529 35 7.09%
Nov-08 429  Nov-09 429 0 0.00%
Dec-08 438| Dec-09 392 46| -10.50%
3,890 2,981 -909| -23.37%
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ITEM #4B

commuter (CconnEcTIONS

A SMARTER WAY TO WORK

Metropolitan Washington Council of Governments
FY 2010 Second Half Draft Marketing Campaign Summary

Introduction

Transportation challenges persist for metropolitan Washington DC commuters in the second
half of FY10 as road construction, steady gas prices, transit disruptions and a modest uptick in
the economy bring more commuters back onto the road.

Commuter Connections and its network members continue to educate commuters and to help
them find alternatives to single occupancy vehicle (SOV) commutes. Activities undertaken in
the second half of FY2010 include the following:

¢ The launch of a new umbrella marketing campaign in February 2010 that continues to
explore new messaging and media to most effectively communicate solutions to the
region’s transportation challenges.

e Continuation of the ‘Pool Rewards program, including March 2010 expansion.

¢ Marketing initiatives tied to specific event planning to keep alternative commuting
options front of mind including Bike to Work Day and the Employer Recognition Awards.

e The launch of the GRH Rewards program.

¢ Communication outreach such as the employer newsletter and earned media efforts.

o Diligent efforts of network members to forge and leverage relationships with commuters
throughout the region.

The foundation for marketing efforts for FY2010 was laid with a marketing brief distributed to
network members in August 2009. The strategies behind the FY10 marketing campaign reflects
the current state of events for the region’s commuters and builds upon the research and findings
of the following reports:

e Transportation Emission Reduction Measure (TERM) Analysis Report FY2006-2008
e Fiscal Year 2009 Applicant Database Annual Placement Survey Report

e 2007 Bike to Work Survey TERM Analysis Report

e 2007 State of the Commute Survey

e 2007 GRH Survey Report

¢ Commuter Connections Stakeholder Attitudes and Opinions, April 2007

Based on these reports, a separate analysis was conducted by Odonnell Company that looked

at the implications and findings on specific marketing strategies. Specifically, this analysis
noted the following:
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e Alternative commute modes, including train, carpool/vanpool, bus and bike/walk are all
up from 2004 levels.

¢ One in every three reported trips was either avoided entirely or made with an alternative
to driving alone.

e Women and men are increasingly equal in their percentage of using alternative
transportation.

e People with incomes above $30,000 per year are a discretionary market with opportunity
for growth in ridership. Because no further distinction in income was indicated, all
income levels above $30,000 can be targeted with campaign messages.

e The top reasons for using alternative transportation included save money (18%);
changed jobs or work hours (18%) and save time (13%).

The Guaranteed Ride Home (GRH) program is free to commuters who use alternative
transportation modes at least 2 days a week and find themselves in need of a ride home due to
personal or family emergency or unscheduled overtime. With a 95% satisfaction rate, the GRH
program delivers on its promise. Building on the findings of the 2007 survey of GRH
participants which indicated that a third used a GRH trip to tend to a sick child , the new
marketing campaign launched in February 2010 targets working parents and emphasizes the
“insurance” it offers them in case of an emergency.

Research, campaign experience, and current events all contribute to the planned strategy for
FY10 to convert SOV commuters to alternate transportation by raising awareness of GRH as
commute “insurance” and by driving home the message that money can be saved by sharing a
ride. The team'’s efforts for the second half of FY10 include the following:

¢ The launch of an exciting new umbrella campaign that promotes ridesharing as a means
for a commuter to “cash in” on his commute by sharing the ride. Commuters are urged
to “insure” their commute by registering for Guaranteed Ride Home. A focused pitch is
made to parents of young children to remind them of the GRH promise.

e Promotion of Bike to Work Day as a regional event, inviting commuters in the
metropolitan Washington region to bicycle to work on May 21 and to consider bicycling
as a commute alternative.

¢ Recognition of the area’s employers who are providing new and innovative programs or
incentives to improve their employees’ commute to work.

This draft report covers the second half FY2010 Marketing Campaign for the Metropolitan
Washington Council of Governments’ Commuter Connections program.
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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 (COG). Commuter Connections offers free services to
those who work in the metropolitan Washington area. Major services include ridematching for
carpools and vanpools and administration of the Guaranteed Ride Home program. Through its
Employer Outreach Representatives, Commuter Connections also helps employers establish
commuter benefit programs for their employees, including teleworking.

Organizations represented in the Regional TDM Marketing Group include:

City of Alexandria

Fairfax County Office of
Transportation

Northern Virginia

Transportation Commission

(NVTC)

TYTRAN

Virginia Department of Rail

and Public Transportation

Virginia Railway Express
(VRE)

Arlington County

General Services
Administration (GSA)

Maryland State Highway
Administration

Montgomery County

Northern Neck
Rideshare/PDC

ARTMA

National Institutes of Health
(NIH)

Potomac and Rappahannock
Transportation Commission
(PRTC)

VDOT

Dulles Area Transportation
Association (DATA)

Washington Area Bicyclist
Association (WABA)

MDOT

District Department of
Transportation (DDOT)

Montgomery County Ride On
Rappahannock Area

Development Commission
(RADCO)

Fairfax City

Mass Transit Administration
(MTA)

Virginia Department of
Transportation Northern
Virginia District Office

LINK

Tri-County Council for
Southern Maryland

Washington Metropolitan Area
Transit Authority (WMATA)

VPSI

Loudoun County Office of
Transportation Services

Montgomery County
Commuter Services

Rappahannock-Rapidan
Regional Commission
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Cornerstones of the Marketing Program

The key products and services that are featured in the marketing program include the
Guaranteed Ride Home and Ridematching programs. Both of these programs are critical 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 program include the following:

o Create a platform which promotes all network products and services individually while
reinforcing the support provided by the umbrella program of Commuter Connections.

¢ Raise awareness of the Commuter Connections network and position the group as the
region’s first resource for alternatives to driving alone.

¢ Promote awareness of Ridematching services among commuters and increase
applications for the program.

¢ Promote awareness of the Guaranteed Ride Home service among commuters and
increase applications for the program.

e Use special events such as Car Free Day or Bike to Work Day to encourage commuters,
or in the case of Car Free Day the general population, to use the occasion to try an
alternative form of transportation.

Messaging Strategy

The second half of FY2010 saw the launch of new creative
: — for the spring umbrella campaign. With economic concerns

you've been sitting on cash. Rideshare. continuing to be a focus for FY2010, the message for the
'y spring campaign’s Ridematching program centered on the
economic gains that could be attained through ridesharing.
The image of cash in the driver’s seat with the message
“You've been sitting on cash” made a strong and easy
association between saving money and commuting. The
visuals remind commuters that Commuter Connections’
ridematching service is free and calls upon them to sign up
at commuterconnections.org.

free instant ridematching service
sign-up at commuterconnections.org or call 800.745.RIDE
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Radio spots continued the direct message of economic
gains through ridesharing. Playing on the word
“recalculate”, an instruction frequently issued by GPS
systems, a GPS instructs a driver on how he can save
money on his commute by going to Commuter
Connections. A slightly over-the-top financial expert urged
listeners to stop giving their money away by driving alone.
With listeners’ attention gained, listeners were again
reminded that Commuter Connections’ ridematching
service is free and called to sign up at
commuterconnections.org.

shortcut to savings. Rideshare.

The focus on this year’s Guaranteed Ride Home program
is as a free commuter insurance policy with a play on the
word “coverage.” The visuals include images of people
being covered. The message is direct and to the point;
“We've got you covered and it's free!” The call to action is kept equally straightforward; sign up
today and insure your commute.

free instant ridematching service
sign-up at commuterconnections.org or call 800,745 RIDE

N =
1

we've ‘ we've!

got you - gotyou
covered. ’cgvered.
(and it's free!) h (@nd it's free!)

#*

GUARANTEED RIDE HOME!

slgn up today, Insure your commute homo in case of an unexpected emergendy.

commuterconnections.org 800.745.RIDE m',“m“

GUARANTEED RIDE HOME.

sign up teday, insure your commute home in case of unscheduled overtime.

commuterconnections.org  B00.745RIDE mm 'Im

Radio spots played with improbable what-if scenarios all returning to the same message, “No
more excuses.” Commuter Connections has you covered in case of unexpected personal or
family emergency or unscheduled overtime.
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Overall Target Market

The overall target audience for the communication was:

Commuters between 25-54 years old

Caucasian (65%) and African-American (20%)

$60,000+ annual household income

Commute more than 20 miles / 30 minutes

Live in Virginia (65%) or Maryland (33%); work in D.C. (49%) or Virginia (34%)
Work for employers with 250+ employees (68%)

Work for federal agencies (54%) and private sector companies (30%)
Professional (40%), Executive/managerial (19%) and administrative (18%)

Brand Character

The Commuter Connections network wishes to be perceived as a network of organizations
working to improve individuals’ commutes. Through Commuter Connections’ new online
ridematching system, commuters registering for the ridematching service are given direct

access to other commuters who are seeking to carpool as well as commute routes and options.
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SPRING FY2010 Media Flowchart

SPRING 2010 FLOWCHART

COG
IMEDIA FB MARCH APRIL MAY JUNE TOTALS
22 8115|22|29]| 5 |12]|19]26 10|17]|24 |31 141 21|28

Rideshare $188,802

GRH $151,041]

Bike to Work Day TBD|
Radio (Total) $339,843
Television $30,000
Backpack Flyers*> TBA
Internet $80,000
Donated Transit* TBA|
Direct Mail* $94,645
WSJ Print Ad TBD
Total $544,488
GRH Only GRH/RS Employer Recognition Awards

Rideshare Only

Bike To Work Day

* Printing and other non-media expenses only
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Media Objectives: Guaranteed Ride Home

The Guaranteed Ride Home program campaign utilized a mix of media to raise GRH awareness
among commuters and increase applications. Guaranteed Ride Home leverages alternative
transportation by removing one of the perceived barriers, how to get home in case of an
emergency.

Target market ~
o 35-54 years old, secondarily 25-54
e Caucasian (65%) and African-American (21%)
e $60,000+ annual household income
e Commute of more than 30 miles / 45 minutes
e Live in Virginia (64%) or Maryland (34%); work in D.C (60%) and Virginia (30%)

Geographic Targeting

Washington D.C. DMA

GRH Spring Budget COG Cost
Radio $151,041
Television $15,000
Internet (including earned media $40,000

with radio partners)

Backpack Flyers (printing) TBA
Donated space (printing) TBA
Direct Mail (printing & mailing) $47,323
Total Budget $253,364

" Source: 2007 GRH Survey Report
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Media Objectives: Rideshare

The campaign to promote the Rideshare program uses a mix of traditional approaches to
maintain awareness among commuters and increase applications for this program.

Target market:"
o 35-54 years old, secondarily 25-54
e Caucasian (64%) and African-American (20%)
e $80,000+ annual household income
e Commute of more than 20 miles / 30 minutes
o Work for employers with 250+ employees
e Live in Virginia (65%) or Maryland (33%); work in D.C (49%) or Virginia (34%)
o Work for federal agencies (50%) and private sector (30%)
e Professional (37%), Executive/managerial (30%), and administrative (16%)

Geographic Targeting

Washington D.C. DMA

Rideshare Spring Budget COG Cost
Radio $188,802
Television $15,000
Internet (including earned media $40,000

with radio partners)

Backpack Flyers (printing) TBA
Donated space (printing) TBA
Direct Mail (printing & mailing) $47,323
Total Budget $291,125

" Source: Fiscal Year 2009 Applicant Database Annual Placement Survey Report
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Radio

Radio was selected as the anchor medium due to its ability to reach a large portion of our target
market (90 percent) with significant frequency during possibly stressful, frustrating, costly and
long commutes. A mix of radio stations were selected including WLZL, El Zol, allowing the
campaign to reach metropolitan Washington DC’s Hispanic population.

In addition to traditional radio spots, the spring campaign includes live traffic reads through
Metro Networks delivering Commuter Connections’ messages along with traffic updates.

In total, the following D.C.-focused and exurban stations are being used during the campaign:

WASH (Soft Rock 97.1FM) WLZL (El Zol, 99.1FM) WTOP (News/Talk 103.5FM)
WBIG (100.3 FM) WPGC (95.5 FM) Metro Networks

WIAD (94.7 Fresh FM) WRQX (Mix 107.3FM)

(formerly WTGB)

Both the Guaranteed Ride Home and Ridematching campaigns have two radio spots each,
evenly rotated, to sell the benefits of the respective Commuter Connections program. The radio
campaign is alternating between Rideshare and Guaranteed Ride Home weeks for a total of 9
weeks with an on-air period from February 22 until June 20.

The following spots are promoting the Guaranteed Ride Home and Ridematching campaigns
this spring:

Guaranteed Ride Home::30—"What If Child”

A child presents a number of what-if scenarios that could happen at school or play. With
each scenario, the mother reassures the child that she will be there if she is needed.
Sound effects are used to catch the listener’s attention. The announcer reminds the
listeners that by signing up for Guaranteed Ride Home, they’re covered in case of an
unexpected emergency or unscheduled overtime.

Guaranteed Ride Home::30—"“What If"

Similar to the “What If Child” spot, two co-workers exchange what-if scenarios that could
require them to return home at an unplanned time. Sound effects are used to catch the
listener’s attention. The announcer reminds the listeners that by signing up for
Guaranteed Ride Home, they're covered in case of an unexpected emergency or
unscheduled overtime.
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Ridesharing::30—"Recalculate”

An intelligent GPS directs a frustrated commuter to Commuter Connections to
recalculate the cost for his commute by ridesharing. Listeners are reminded that
Commuter Connections’ free ridematching service is a shortcut to savings.

Ridesharing::30—*Cash Cushion”

An energetic and slightly over-the-top financial expert pulls out all the bells and whistles
to let listeners know they are giving money away by riding alone. Commuters are urged
to turn their empty passenger seat into a cash cushion by signing up for Commuter
Connections’ free ridematching service.

Value Added Promotions

For the spring campaign, some of the additional free “value add” promotional opportunities
provided by the radio stations are being used to promote the ‘Pool Rewards campaign. Bonus
live traffic reads during the month of February and March on Metro Networks will remind
commuters that they may be eligible for cash for commuting if they form or join a new carpool
on one of the targeted high traffic corridors:

Do you drive to work on the Beltway anywhere between Bethesda and Tysons Corner?
You could earn up to $130 in cash just to carpool. Visit commuterconnections dot org
today and click on the Pool Rewards logo. . Rules and limitations apply.

Do you drive to work on the Beltway anywhere between the BW Parkway and 270? You
could earn up to $130 in cash just to carpool. Visit commuterconnections dot org today
and click on the Pool Rewards logo. Rules and limitations apply.

Do you cross the 14" street bridge into Virginia on your way to work? You could earn up
to $130 in cash just to carpool. Visit commuterconnections dot org today and click on the
Pool Rewards logo. Rules and limitations apply.

Value add proposed promotions received from the radio stations include additional free spots,
sponsorship billboards, and links and information posted to radio station websites. To date, the
proposed value add promotions total over $50,000 in additional air time, sponsorships, and web
banners and pages.

In addition to the value add being provided by the radio stations, over 300,000 bonus
impressions are being offered by the online media vendor. The bonus impressions are being
offered on Washington Times, Monster, Parenting, and iii-interactive’s Run-of-Site/Run-of-
Network (ROS/RON) popunders (720x300 pixel size) ads. The value of these bonus
impressions exceeds $4,000.
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Television

Commuter Connections’ “Paula” commercial will be aired this spring on Mid-Atlantic Sports
Network during the first 30 games of the 2010 Nationals baseball season. The commercial will
be aired during the game, in the pre- and post-game shows, the Batting Practice show, and
again during game rebroadcasts. During these games, a Commuter Connections billboard
including a live read and logo on screen will be featured during the Nationals Batting Practice
show and National Xtra pre-game show. In April, a Commuter Connections representative will
be interviewed in the pre-game show.

In addition, the commercial will be aired 180 times in MASN programming on shows such as
ESPN News, Nationals Classic Games, Orioles Classic Games, and sports talk shows.

The commercial features Paula, a woman frustrated by her long commute to the point that she
wants to change her job. She is referred to Commuter Connections and finds there are
solutions to her commute frustration that will save her time and money. She also finds out
about Guaranteed Ride Home that will get her home in case of an unexpected emergency.
After joining a carpool and with her commute frustration behind her, she is back to enjoying her
job. Viewers are urged to visit commuterconnections.org for flexible solutions for a better
commute.

1800 g
www.commuterconmections.org
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Internet Advertising

An aggressive Internet component is part of the spring campaign. Sites that have performed
well in the past, for example Monster and Accuweather, will continue to be used. All banner ads
are IP targeted to the DC DMA and range in size from 160x600 to 720x300 pixels.

The following sites are being used in the spring campaign:
e accuweather.com
e monster.com
e Washington Times
e Parenting.com
e Disney.com
¢ Run-of-Site/Run-of-Network (ROS/RON) popunder ads served to select websites of
iii-interactive’s publisher list

To target parents of elementary school age children, reinforcing the Commuter Connections’
message that we have you covered in case of unexpected emergency, the Parenting and
Disney websites were selected for this campaign. GRH banner ads with visuals similar to the
one used on the backpack flyers will be placed on Parenting and Disney.

Several factors went into choosing these two parenting sites including audience data, traffic
levels, and previous experience. The audience data for these sites hit the qualitative profile well
in terms of age, household income, profession/managerial status, and education. These sites
have a good traffic level in the Washington DC DMA and the media vendor has experienced a
high level of performance in the past using the selected sites.

Rideshare ads will be placed on Monster, leveraging the findings of the 2007 State of the
Commute Survey that a change to jobs or work hours is a top reason (as reported by 18% of the
survey respondents) a commuter may look to change the method used to get to work. Past
high performance of Rideshare ads on Monster supports this finding.

For the remaining ad placements on accuweather, Washington Times, and ROS/RON
popunders, the Rideshare and GRH banner ads will be served equally on a rotating basis.

Four ad sizes, 160x600, 300x250, 728x90 and 720x300, are being used for the campaign.
Statistics were collected throughout the campaign allowing for ad placement optimization.
Based on impressions delivered and Click Thru Rates (CTR), site placements may be adjusted
to provide optimal performance.
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Preliminary Draft Banner Ads

Rideshare (Recalculate)

TRY A REAL SHORTCUT TO SAVINGS!

Go to Commuter Connections!

RID ES HARE. Take the shortcut > GIIHHII‘]'EIIWIHIH!EB'I'I[IHS'
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Rideshare (Cash Cushion)

You can't You've

afford to been Turn that

miss this sitting empty seat

opportunity! Sharing a oncachl into a cash
ride saves cushion RIDESHARE
you Even if you NOW! SafE cashingihs

CA- rideshare
CHING part-time!

GRH (What If Child)

Guarantees
you're

there GUARANTEED
should RIDE HOME’

something

You're

covered

(&it's free)

Get covered today »

happen
to your
little one.

i3 pass

out
dissecﬁgg
the frog?
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Backpack Flyers

The 2007 GRH Survey Report found that 33% of GRH participants surveyed reported illness of
a child as their reason for requiring a GRH trip. The ability to return home due to an unexpected
emergency or iliness is an important consideration for working parents, especially for parents
with young children.

Backpack flyers will be distributed in the backpacks of elementary school student in
Montgomery and Fairfax county (approximately 88,400 in Fairfax County and 63,400 in
Montgomery County). The flyers are scheduled to be distributed in April.

The message was already sent home electronically over school systems’ email networks. The
message was sent in early March while the February snowstorm disruptions were still fresh.
The backpack flyer was sent as a PDF attached with the following message:

“An unexpected school delay can be difficult. But getting home in case of an unexpected
emergency when you rideshare or take public transportation is easy when you sign up for a free
guaranteed ride home at commuterconnectons.org. Sign up for free carpool and vanpool
matching, too.”

J.. .

What if I pass out dissecting the frog?
What if I break myarm doing Rarate?

What if the ants escape from the ant farm and bite me? '

-
v
we've
got you

covered.®

(and it's free!)

sign up today, insure your commute home in case
of an unexpected emergency if you rideshare or
take public transportation,

GUARANTEED RIDE HOME.

commuterconnections.org

COMMUTER § CONNECTIONS
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Member Donated Space

The free contributions of Commuter Connection network members are greatly valued as an
effective channel for communicating the Commuter Connection message. By delivering the
Commuter Connections message along the much traveled commuter routes, Commuter
Connections is assured frequency of message in an affordable and effective manner.
Commuter Connections has received generous donations of space on various transit properties
from the following network members:

MARC

A
Better Ways PRTC
To Work! iz v
sloamac a PP OTIOS
Transportation Commission
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MARC Interior Rail Cards

i

GUARANTEED RIDE HOME'

sign up today, insure your commute home in case of unscheduled overtime.

we've

got you
covered.

(and it's free!)

GUARANTEED RIDE HOME?

sign up today, insure your commute home in case of an unexpected emergency.

commuterconnections.org 800.745.RIDE BIHHIIEHWI}IIN!IDEBTIIIHS
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Bus Exteriors

free instant ridematching service

slgn-up at commuterconnections.org or call 800.745.RIDE

COMMUTER \y: CONNECTIONS

commuterconnections.org 800,745 RIDE

free instant ridematching service

sign-up at commutercoennections.org or call 800.745,RIDE

COMMUTER {4y CONNECTIONS'

commuterconnections.org 800.745.RIDE

we've GUARANTEED RIDE HOME?
sign up todoy, msure your commute home.
got you i
e covered. COMMYTER () CONNECTIONS
(and it's fl‘EE.I} commuterconnections.org 800.745 RIDE

GUARANTEED RIDE HOME?

sign up today, insure your commute home.

commuterconnections.org 800.745.RIDE
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Direct Mail to Households

A direct mail campaign was sent in February to 450,000 households within the Washington
region to promote Carpool Ridematching and the Guaranteed Ride Home (GRH) program.
Recipients were ages 35-54 and had annual incomes above $50,000. Mailers included a
postage paid reply application form to mail back, and commuters were also encouraged to go
online to CommuterConnections.org. Additional information on other options such as transit,
smartcard, bicycling, telework, HOV Lanes etc. can also be requested.

Take the direct route to saving. RIDES

A carpool or vanpool can reduce the frustration of your commute and finding someone to ride with is free and easy with Commutar
Connections. Save maney by sharing some of the costs of your commute, from gasoline to tolls and parking.

Register today. It's FREE and finding rideshare partners just takes a few easy steps.
Commuter Connections can provide you with a list of potential carpool partners who live near you, work near you, and share similar

schedules. For your convenience, there are over 350 Park & Ride Lots suitable as gathering points throughout the Washington
metropolitan area, and the vast majority offer free parking.

Register for Ridematching or Guaranteed Ride Home:

gency or unscheduled overtime, you
ut being stranded at work. We'll arrange
i or even rental car up to four times

fidematching and/or Guaranteed Ride
today at commuterconnections.org.
chlist by mail or email, simply fill out
For questions, call 1.800.7 45.RIDE.
ate carpool/vanpool partners through
rd.

you've been sitting on cash.

try our shortcut to savings.
Rideshare.
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Name Employer/ Agency
Home Address Work Address
City State Zip City State Zip

County of Residence County of Workplace

commuren @ comeenions

e : we've
' got you

covered.

(and it's free!)

GUARANTEED RIDE HOME'

* Some restrictions apply
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N
bike to work day@$
2010

Special Events

On May 21, area commuters will leave their cars at home to participate in the Bike to Work Day
event. In preparation for the event, a sponsorship drive helped reach our goal to pay for 8,500

event T-shirts, banner and other possible items.

provide food and beverage for many of the pit stops.

Posters and rack cards will
be sent to employers and
employees through various
distribution channels in
order to create awareness
and encourage registration.

Radio advertising will target
adults ages 25-49, slightly
skewed toward men, with a
household income above
$30,000. Signage will
appear on Downtown
Circulator buses.

In-kind sponsorships were also secured to

Are you pumped?

WASHINGTON D.C.
Buzzard Point
Freedom Plaza
Nationals Fark

MARYLAND
Bethesda
Bowin

College Park
Frederick
Hyattsville
Indian Head
North Bethesda

PIT STOFS

Dxen Hill
Rackville
Silver Spring
White Dak

[ P ———

VIRGINIA
Ale

Rallstan
Burke
Crystal City
Fairtax
Fairfax City
Herndeon
Leesburg
Manassas
Merrifield
Reston
Rosslyn
Springfield
Sterling
Tysens Corner
Vienna

Bike to Work Day ks also funded by
the District of Columbia, Maryland,
Virginia and U5, Departments of Transportation.

REGISTER AT WABA.ORG OR CALL 202-518-0524
Pre-Register by May 14 for Free T-Shirt and Bike Raffle!
FREE FOOD, BEVERAGES AND GIVEAWAYS AT ALL LOCATIONS

Visit web site for specific pit stop locations and times, T-Shirts available
at pit stops to first 8 500 who register,

25 B B
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Bike to Work Day Rack Card

We're pumped!

REGISTER AT WABA.ORG OR
CALL 202-518-0524

Pre-Register by May 14 for Free T-5hirt
and Bike Raffle!

FREE FOOD, BEVERAGES AND GIVEAWAYS
AT ALL LOCATIONS

Visit wabaorg for specific pit stop lacations and times
T-%Shirts available at pit steps 1o tirst B 500 whao regisker

E WASHINGTON B.(. VIRGINIA
O lurzard Foint Alenandrla
; Freedam Plaza Baliztan ).
= Matinmals Park Burke hh‘ wl\'ﬂrkd
B MARYLAND Ceystaf Ciy o
Nethesds FRIEEAR o
Bswie Fairfan Cily
Herndam
Callege Park :
e Lepsburyg
Ny attsville Manassan
adian Head :‘":'r""
n
Worth Bethesda RS
oxan il Rasslyn
Rackeille JRringiinty

i-:nllluq
Tyians Corner
Wignna

Sllver Speing
White Dak

Bike te Work Day
iz also funded

by thie District

of Columbla
Maryland. Virginia
and .5
Depariments of
Traniportation

P, e v R
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Bike to Work Day T-Shirt

bike to M

Friday 5.21.2010

Bike to Work Day Banners

/‘\

NATIONALS PARK &inih
B 2> o0 W

1500 South Capitol St SE
i to
, L Work
We're pumped!

6:30 am to 7:30 am
Register at waba.org or call 202.518.0524

Commuter Connections FY10 2nd Half DRAFT Marketing Campaign Summary Report Mar 16, 2010 24



Employer Recognition Awards

The Commuter Connections Thirteenth Annual Employer Recognition Awards recognizes
employers who voluntarily initiate worksite commute/telework programs to assist their
employees. Winners and nominees will be honored at an awards ceremony in June 2010. An
application was developed and distributed for the 2010 awards, and a web-based application
form was also produced. A special invitation and program agenda are being produced for this
event. After the event, a ¥4 page advertisement will be placed in the Wall Street Journal
(Washington/Baltimore edition).

<~
: Ir L Elamluvsn_l'
ﬂfcuﬁnnrj] ’

AWARDS
R

WEEN L COMBS Lo Carmmiling;

do you

stand out

from the crowd?
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Additional Marketing, Outreach, and Earned Media
Commuter Connections Newsletter and Federal ETC Insert

A winter edition of Commuter Connections, with an insert for federal Employee Transportation
Coordinators, was produced during the second half of FY2010. The six page 4-color newsletter
is distributed to approximately 5,000 employers and mailed quarterly. It is also placed in .pdf
format on the Commuter Connections web site. Newsletters are also sent to federal agencies
via GSA along with a special Federal ETC Insert. A .pdf of the insert is also placed online at
www.federaletc.orqg .

TIssue 1, Volume 14 Winter 2010

ETC UPDATES

Employee Transpartation Coordinator

SERVING THE MOBILITY NEEDS OF AMERICA'S DEFENDERS

TRANSPORTATION OPTIONS ABOUND FOR DEPARTMENT OF DEFENSE EMPLOYEES AT
THE PENTAGON AND IN LEASED FACILITIES IN THE NATIONAL CAPITAL REGION.

If the Pentagon were a country, Brian Higgins, PhD, PE, would
be one of its diplomats. As Special Assistant for Environment &

WHAT'S INSIDE

COMMUTER\§y CONNECTIONS

A SMARTER

The Commuter Information Source for Maryland,
Virginia, and the District of Columbic

y

SOLUTIONS TO COMPANIES

A package of major transportation infrastructure
improvements in the Tysons Corner area has led to temporary
but significant traffic disruptions. Collectively known as the
Virginia Megaprojects, the improvements are meant to
ultimately help reduce traffic congestion. Major projects
include High-Occupancy Toll (HOT) lane construction on nearby
interstates, as well as the extension of Metrorail through the
area. As construction of these projects has ramped up, efforts
by Virginia transportation officials to mitigate traffic backups
have shifted into high gear.

The Virginia Department of Transpartation (VDOT) and Virginia
Department of Rail & Public Transportation (VDRPT) teamed
up to coordinate efforts. One of their primary strategies to
improve mobility is to work with Tysons-area employers

and commuters.

Virginia Megaprojects officials set up a special group of
transportation experts to provide direct outreach on how
workers in the affected construction area can best get around
during the construction period, explains Steven Titunik,
communications director of Virginia Megaprojects. Going back
to spring of last year, the outreach has already connected with
nearly half of the approximately 135,000 employees who work
in the Tysons Corner area.

“Using a combination of employer meetings, seminars, events,
e-mail alerts, phone calls and other outreach efforts,
companies can communicate with employees regarding
available transportation options that best suit their

VIRGINIA MEGAPROJECTS INTRODUCE CONGESTION

WAY TO WORK

commuting needs,” says Titunik. Capitalizing on the free
outreach assistance available, employers in the area are
developing tax-free, customized SmartBenefits® plans;
providing ridematching ser ; starting or enhancing
telework programs; and intr ing flextime or other
alternative work day schedules.

Discovering Choices

“Employees discover they have transportation choices) says
Titunik. The transportation experts help commuters learn
about traffic-reducing methods and practices, such as carpooling,

HOT Lanes and Dulles Rail construcsion

vanpooling, bicycling, teleworking, or flexible work schedules.
Such choices not only offer escapes from Tysons traffic during
this significant period of infrastructure development, they
also empower employees to live “greener” lifestyles.

Continued on page 2
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Ms. Passagaluppi and her Assistant, Marina Stonewall,
organized the first two Pentagon transportation fairs in 2008
and 2009. They brought representatives on-site from numerous
mobility organizations, including Commuter Connections,
Metro, and local jurisdictions. "The first fair in the Pentagon
Conference Center attracted hundreds, and the second fair in
the Center Courtyard attracted thousands;” recalls Higgins.

Additional options for DoD employees are the Pentagon Motor
Pool, Virginia Railway Express (VRE), Maryland Transit
Administration's MARC Train Service, Commuter Connections’
Guaranteed Ride Home Program, and WMATA's MetroAccess
Paratransit Service. Many commuters ride motorcycles, and
increasing numbers use bicycles. The Pentagon Renovation
Program shares bicycles among offices and job sites.

WHS provides a Customer Assistance Center on the Pentagon
Concourse, just inside the Metro Entrance Facility in Room
2E122, as a one-stop shop for information, 7:00 am - 5:00 pm,
Monday-Friday. Wall racks contain brochures on many topics
and services.

Ms. Alexis Olmsted of DFD manages the DoD Transit Subsidy

Program in the National Capital Region. More than 33,000

DoD commuters receive tax-free fare media in amounts equal
Continued on bock

Commuter Connections FY10 2nd Half DRAFT Marketing Campaign Summary Report Mar 16, 2010 26


http://www.federaletc.org/�

GRH Rewards Coupons and Earned Media

Area businesses were approached to be sponsors for the Guaranteed Ride Home program.
Sponsors are requested to provide coupons for free or discounted items or services which will
be distributed to GRH participants upon re-registration. In return, Commuter Connections
recognizes their participation and sponsorship on the Commuter Connections website.

A press release was issued in February to announce the Commuter Connections GRH Rewards

program and its sponsors, McDonalds and GrubHub. Media coverage was on Washington
Examiner and Frederick NewsPost.

EN ESPAiiOL QUICK LINKS ORDER. BROCHURES BULLETIN BOARD SEARCH

COMMUTER '\ CONNECTIONS

WAY TO WORK

COMMUTER PROGRAMS EMPLOYER PROGRAMS COMMUTING RESOURCES ABOUT US HEWS & EVENTS

Home = Commuter Programs = Guaranteed Ride Home

¥ COMMUTER PROGRAMS

GUARANTEED RIDE HOME

TAMTEED RIDE HORE GRH CORPORATE SPOHSORS

o Spply Mo

o Wyhat | =
o Participation Guidelines

¥ \
3 oK
LA . . ]
0 Areas of Service -—--l-lr i) r B B
o Commuter Testimonials J “ > .
o GRH Rewards
7| G Guaranteed Ride Home (otherwize known as GRH) ®

provides commuters who regularly (twice a week) carpool, REGISTER i+

wanpoaol, bike, walk or take transit to waork with 2 FREE and ::IODE E#&E%LSJEAEMD

- = -
relisble ride home wwhen one of life's unexpected , , ®
EMErgeEncies arize. I m ov I n I

Commuters may take advantage of GRH up to four times per year to get home for

unexpected emergencies such as a personal iiness or & sick child. GRH can also be

used for unscheduled overtime when your employver mandates that you must stay late.

GRH is designed to rescue commuters who are worried sbout how they'll get home when / G_rUbHUb.'com
. . N . —_— Discover who delivers.

an emergency arizes. Knowing there's a guaranteed ride home allovws one to use

commuting options like transit and carpools with pesce of mind and confidence.

Best of all, the GRH service is FREE!
Some restrictions apply =0 be sure to read the PARTICIPATION GUIDELINES

Guestionz? Call us at 1-800-745-RIDE.

Site Map | Contact Us | Terms of Use | Privacy Policy

METROPOLITAN WASHINGTON COUNCIL OF GOVERNMENTS
FE7 Morth Capitol Street, ME = Suite 300 = Washington, DC 20002
Phone: 1-800-745-RIDE = Fax: 202.962.3218 = E-mail:ridematchingi@mweog. org
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TER WAY TO WORK
For Immediate Release February 24, 2010
CONTACT:

Anne Marie Corbalis: 845-855-7077 / amcorbalis@archstreetcommunications.com
Lewis Miller: 202-962-3209 / Imiller@mwcog.org

McDonald’s and GrubHub.com Sponsor Commuter Connections’
Guaranteed Ride Home Program

Washington, D.C.—In addition to free rides home in emergencies, commuters who renew their
registration for Commuter Connections' Guaranteed Ride Home (GRH) program will now receive an
added bonus: coupons for a free McDonald's” “Angus Third Pounder” and a $10 coupon from
GrubHub.com that can be used towards online orders from more than 400 restaurants in the
metropolitan Washington area.

In supporting the Commuter Connections Guaranteed Ride Home (GRH) program, McDonald's® Family
Restaurants of Greater Washington, D.C. and GrubHub.com deliver added value to commuters who
choose “green” alternatives over drive-alone commuting. Coupons will be distributed to commuters who
renew their participation in the Guaranteed Ride Home program.

“Commuters can visit our Web site to learn about Guaranteed Ride Home and other free services
including state-of-the-art ridematching,” said Nick Ramfos, Director of Commuter Connections. “Now
area commuters can share the ride, benefit from the free Guaranteed Ride Home program—and enjoy a
great meal. We appreciate the support of McDonald's® and GrubHub.com in encouraging even more
commuters to share the ride.”

"We think the Commuter Connections Guaranteed Ride Home Program is great and it's such an easy
alternative for people trying to get home during unexpected emergences,” added Mait Maloney, co-
founder and CEO of GrubHub.com. "We hope that Commuter Connections members get a chance to
check out GrubHub.com and take advantage of our $10 off coupons for first-time online orders."

Commuters in the metropolitan Washington region who carpool, vanpool, use public transportation,
bicycle or walk to work two or more days a week can sign up for the free Guaranteed Ride Home (GRH)
program, which ensures commuters a ride home should they have an unexpected personal or family
emergency or unscheduled overtime.

Program participant Lavon Roxbury knows the value of the Guaranteed Ride Home program. “| was at
work when my dad got a call from Johns Hopkins that his compatible kidney had arrived. The commuter
bus was not going to be running for another 2 hours. Since time was of the essence, | called GRH and a
cab was here in 15 minutes. Thank you very much Commuter Connections for the GRH service--it was
right there when | needed it."

To register for the Commuter Connections Guaranteed Ride Home program, commuters can visit
www.commuterconnections.org and click on the Sign-Up for Guaranteed Ride Home Program at the top
of the screen.

Commuter Connections is a program of the National Capital Region Transportation Planning Board at the
Metrapalitan Washington Council of Governments. Commuter Connections promotes ridesharing to wark and other
afternatives to drive-alone commuting, and provides ridematching for carpools and vanpoofs and offers the free
Guaranteed Ride Home pragram. Commuter Connections is funded by the District of Columbia, Maryland, Virginia
and U.S. Departments of Transportation.
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'POOL REW®&RDS

cash for carpools

Promotion of the ‘Pool Rewards program extended into the second half of FY 2010. Ads ran on
Yahoo through the end of February. A portion of the value-added opportunities from the spring
radio campaign are being used to promote ‘Pool Rewards. A promotion called “Double Fill” is
scheduled to be run in March with 94.7Fresh FM. The Fresh street team will be on site at two
highly used gas stations during the morning rush hour. The team will distribute ‘Pool Rewards
information (below) and a gift certificate for a free pizza (courtesy of Papa Johns) to all who fill
up. The station will also have a dedicated splash page that will feature information on the ‘Pool
Rewards program with a link directly to the Commuter Connections website.

'POOL

Cashg,.
: Carpools

Just 2 days a week to cash in!

N

each duq igi um $130 O
per person). Registration is required,

only valid through March 31, 2010 to a limited number of ﬂ
commuters.*

Check it out today—apply o tart or join a new
carpool (we'll even help you pool portner) and
start cashing in your 'Pool R o better commute.

TODAY to uppru

toda 1y’s esh music

Y/ CONNECTIONS' 947FreshFM.com
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Rideshare Direct mailers sent in February supported the ‘Pool Rewards by incorporating a brief

message about the limited time incentive program.
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A press release was sent out in March to announce the expansion of the program throughout
the entire Washington region. Media coverage was enjoyed on WTOP, Washington Post,
Washington Examiner, NBC Washington and MSNBC.

commuTeR (Y CONNECTIONS

ASMAR WAY TO WORK

CONTACT:
Anne Marie Corbalis (845) 855-7077 / amcorbalis@archstreetcommunications.com
Steven Kania (202) 962-3249 / skania@mwcog.org

Commuter Connections Gives Green Light to Expansion of Cash Incentive

Program to Move Commuters into Carpools
Participants Must Register by March 31

Washington, D.C.—Commuter Connections is expanding its pilot program which encourages
commuters in the Washington D.C. region to form new carpools in exchange for cash payouts.
Known locally as ‘Pool Rewards, the initiative is another innovative way Commuter Connections
is trying to promote carpooling to and from work instead of driving alone. Criginally limited to
three major highway bottlenecks, it will now be open to all newly formed registered carpools
traveling anywhere within the region.

Commuters may qualify for a $1 each way incentive for carpooling during the ‘Pool Rewards pilot
program. The offer is only being made for a limited time. Those interested must register to join
or form a new carpool by March 31, 2010. In order to receive payment, participants are expected
to regularly report travel time through an online system. Commuter Connections also helps area
residents find potential ridesharing partners by providing registered commuters with free access
to a list of other commuters who live and work near them, have similar work schedules, and are
interested in carpooling.

Commuter Connections, a regional transportation network coordinated by the National Capital
Region Transportation Planning Board at the Metropolitan Washington Council of Govermments
{COG), is conducting the pilot program as part of its ongoing efforts to improve traffic flow,
decrease air pollution and promote long-term changes in commuting behavior. 'Pool Rewards is
similar to Atlanta’s highly successful Cash for Commuters effort. At the end of its first five years,
the Atlanta program coaxed more than 29,000 drivers out of their cars and saved 32.8 million
vehicle miles traveled, with 64 percent of its participants continuing to use commute alternatives
at least once per week after the cash reward program ended.

“We are always looking for new ways to get people in the D.C. area to carpool,” said Commuter
Connections Director Nicholas Ramfos. “Cash incentives have helped recruit new carpoolers in
other areas, and we hope ‘Pool Rewards can replicate some of that success.”

Commuters who travel during peak commuting times can sign up for the ‘Pool Rewards program
at www.commuterconnections.org. In addition, ridesharing commuters may also be eligible for
other money-saving services such as the free regional Guaranteed Ride Home program that
ensures a ride home when one of life’'s unexpected emergencies arise. Some rules and
limitations apply.

Cormmuter Connections is a program of the National Capifal Region Transportation Planning Board at the Metropolitan
Washington Council of Governments. Commuter Connections prormotes ridesharing fo work and other alternatives fo
drive alone commuting, and provides ridermatching for carpools and vanpools and offers the free Guaranteed Ride
Home program. Comimuter Connections is funded by the District of Columbia, Maryland, Virgimia and U.S. Depariments

of Transportation. www. mwceog.org, www. commuterconnections.org.
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Web Visits

FY09 Web FY10 Web

Month Visits Month Visits +/- +- %
Jan-09 7,841 Jan-10 8,570 729 9.30%
Feb-09 7,139| Feb-10 7,910 771 10.80%
Mar-09 Mar-10

Apr-09 Apr-10
May-09 May-10

Jun-09 Jun-10

Totals 14,980 16,480 1,500( 10.01%

Monthly Phone Calls
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March 2010 data available for first week only.
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= ‘Pool Rewards

" Winter Newsletter

= Spring Umbrella Campaign
* GRH Rewards program

* Bike to Work Day

* Employer Recognition Awards
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CONTACT:
Anne Marie Corbalis (845) 855-7077 / amcorbalis@arch com
Steven Kania (202) 962-3249 / skania@mweoq org

Commuter Connections Gives Green Light to Expansion of Cash Incentive

Program to Move Commuters into Carpools
Participants Must Register by March 31

Washington, D.C.—Commuter Cor ions is expanding its pilot prog which

commuters in the Washington D.C. region to form new carpools in exchange for cash payouts
Known locally as Podl Rewards, the iniiative is another innovative way Commuter Connections
is frying to promete campocling to and from work instead of driving alone. Originally limited to
three major highway bottienecks, it will now be open 1o all newly formed registered carpools
traveling anywhere within the region

Commuters may qualify for a $1 each way incentive for campooling during the 'Podl Rewards pilot
program. The offer is only being made for a limited ime. Those interested must register to join
or form a new carpool by March 31, 2010. In order to receive payment, participants are expected
o regularly report travel time through an online system. Commuter Connections also helps area
i find potential partners by providing registered commuters with free access
fo a list of other commuters who live and work near them, have similar work schedules, and are
interested in carpodiing

Commuter Connections, a regional transportation network cocmlnalec by the National Capmal
Region Transportation Planning Board at the P hington Council of G

(COG), is conducting the pilot program as part of its ongoing efforts to improve traffic fiow,
decrease air pollution and promote long-term changes in commuting behavior. 'Podl Rewards is
similar to Atlanta’s highly successful Cash for Commuters effort, At the end of its first five years,
the Atianta program coaxed more than 29,000 drivers out of their cars and saved 32.8 million
vehicle miles traveled, with 64 percent of its participants continuing to use commule altemnatives
at least once per week after the cash reward program ended.

“We are always looking for new ways to get people in the D.C. area to carpool,” said Commuter
Connectiens Director Nicholas Ramfos, "Cash incentives have helped recruit new carpoolers in
other areas, and we hope 'Pocl Rewards can replicate some of that success.”

Commulers who travel during peak commuting times can sign up for the ‘Pool Rewards program
at www muterconnections org. In addition, ridesharing commuters may also be eligible for
other money-saving services such as the free regional Guaranteed Ride Home program that
ensures a ride home when one of life’s unexpected emergencies arise. Some rules and
limitations apply.

Commuter is @ prog National Caplal Region ﬁumswda!rhmrmﬂ-n
Council of CO(MMQF promotes g o work and other

dirfve alo X g for carpools and vanpools and offers the MGMMR-UO
Home program. cmm.ew cam-elms is furxded by the Distrit of Colurnbia, Maryland, Virginia and U.5. Departments
of Transportation. pave IWEOQ.00G, wwah, COMURAerCoNneclions. org.
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" Ad on YasHoO! ran until March |

* Spring radio value add promotions in March used to
promote ‘Pool Rewards

® Direct mailer

'POOL REW#RDS

cash for carpools
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The “Double Fill”

94.7 Fresh is going to reach Washington Area Commuters O
where they spend a good portion of their week day...in M 7

their cars!

The Fresh Street Team will be on site at two highly used
gas stations during morning rush hour. The team will

distribute ‘Pool Rewards information and a gift certificate
for a free pizza (courtesy of Papa Johns) to all who fill up.

94.7Freshfm.com will have a dedicated splash page that will
feature information on the ‘Pool Rewards program with a
link directly to the Commuter Connections website.

'POOL REW#RDS

cash for carpools
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‘Pools Rewards Promotion
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FY 10 Winter Newsletter
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SERVING THE MOBILITY NEEDS OF AMERICA'S DEFENDERS

TRANSPORTATION OPTIONS ABOUND FOR DEPARTMENT OF DEFENSE EMPLOYEES AT
THE PENTAGON AND IN LEASED FACILITIES IN THE NATIONAL CAPITAL REGION.

VIRGINIA MEGAPROJECTS INTRODUCE CONGESTION
SOLUTIONS TO COMPANIES
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> Reviewed research and results from previous campaigns

> Developed FY 2010 Marketing Brief

> Collected feedback from Marketing Committee on
Marketing Brief (via extranet)

> Presented conceptual approaches to Reg TDM Mktg Group Committee

> Presented visual concepts and scripts to Marketing Workgroup for feedback
> Refined and developed approach based on Workgroup feedback

> Finalized and produced creative

> Distribute creative to media vendors

> Campaign Live

odonnellcoMpPANY

June 2009
July 2009

Aug 2009

Sept 2009
Sept 2009
Oct-Nov 2009
Nov-Dec 2009
Jan 2010

Feb-Jun 2010
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Rideshare

25-54 years old (82%), 35-54 years old
(63%)

Caucasian (64%) and African-American
(20%)

$80,0000+ annual household income
(68%)

Commutes more than 20 miles/30
minutes

Primarily lives in Virginia (65%) or
Maryland (33%); and works in D.C. (49%)
or Virginia (34%)

Works for employers with 100+

employees (71%), work for employers
with 1,000 or more employees (41%)

Works for federal agencies (50%) and
private sector (31%)

Professional (37%), Executive/managerial
(30%), and administrative (16%)

Source: FY09 Applicant Database Annual Placement Survey Report

odonnellcoMpPANY

GRH

* 35-54 years old, secondarily 25-54

* Caucasian (65%) and African-
American (21%)

* $60,000+ annual household income

¢ Commutes more than 30 miles / 45
minutes

* Primarily lives in Virginia (64%) or
Maryland (34%)

* Primarily works in D.C (60%) and
Virginia (30%)

Source: Commuter Connections 2007 GRH Survey Report
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SPRING 2010 FLOWCHART

COG
IMEDIA FB MARCH APRIL MAY JUNE TOTALS
22118 |15)22]29] 5 |12]19] 26 1017|2431 7 114)21) 28
Rideshare $188,802
GRH £151,041
Bike to Work Day TBO)
Radio (Total) $339,843
[Television $30,000
Backpack Flyers $0)
[Internet $80,000
Bus Exterior S0
[TransIT*
PRTC* $0)
|Montgomery Cnty* $0
IMARC Train card* $0)
Bus Shelter $0
[Montgomery Cnty*
Direct Mail* 40|
[WS] Print Ad TBD|
otal $449,843]
GRH Only GRH/RS Employer Recognition Awards

Rideshare Only
* Printing expenses onl
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New creative

Campaign live February — June 2010
Media

* Radio (anchor)
" Television
"= Member donated transit space

® |nternet banner ads
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Nationals Baseball Commercials
" |80 commercials, April 3 - May 8
" In-game, pre- and post-game, batting practice, encore

game

Billboards with logo and live read

Pre-game interview in April
MASN Advertising

= |80 commercials, April — June

= ESPN News, Nationals Classic Games, Orioles Classic
Games, sports talk shows, etc.
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Rideshare Television
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Frederick County TranslT: bus exteriors

Montgomery County Ride On: bus shelters, bus
exteriors

-' Better Ways
ToWork! .mi
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Rideshare Bus Exteriors

free instant ridematching service
sign-up today!

shortcut to savings. Rideshare.

Transil  COMMUTER & CONNECTIONS'

WAY TO WoR

commuterconnections.org 800.745.RIDE

A ll.l’llgﬁ*lf l'. WOoRK

commuterconnections.org 800.745.RIDE

ZBetter WaysToWork!

Your local connection to Commuter Connections

free instant ridematching service
sign-up today!
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High performance job, weather, and news sites
from past campaigns
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Rideshare Cash Cushion Banner Ads

You can’t afford
to miss this opportunity!
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Rideshare Cash Cushion Banner Ads
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Rideshare Cash Cushion Banner Ads

Saves you CA-CHING

even if you rideshare
part-time!
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Rideshare Cash Cushion Banner Ads
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Rideshare Cash Cushion Banner Ads

People, this is a big
picture investment!
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Rideshare Cash Cushion Banner Ads
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Rideshare Cash Cushion Banner Ads

You've been
sitting on cash!
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Rideshare Cash Cushion Banner Ads
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Rideshare GPS Banner Ad
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Rideshare GPS Banner Ad

Recalculating...
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Rideshare GPS Banner Ad




Rideshare GPS Banner Ad

Recalculating...
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Rideshare GPS Banner Ad
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Rideshare GPS Banner Ad




Rideshare GPS Banner Ad

Go to Commuter Connections

odonnellCOMPANY COMMUTER i CONNECTIONS



Rideshare GPS Banner Ad

for free instant
ridematching
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Rideshare GPS Banner Ad
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8 radio stations airing Rideshare spots

MIX10Z3IM

MIESS

METRO NETWORKS
o We oo Clne pomgpany
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Recalculate ¢

An intelligent GPS directs a frustrated commuter to Commuter
Connections to recalculate the cost for his commute by ridesharing.
Listeners are reminded that Commuter Connections’ free ridematching
service is a shortcut to savings.

Cash Cushion 4

An energetic and slightly over-the-top financial expert pulls out all the bells
and whistles to let listeners know they are giving money away by riding
alone. Commuters are urged to turn their empty passenger seat into a cash

cushion by signing up for Commuter Connections’ free ridematching service.
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Messages embedded in the traffic reports

Delivered live by trusted traffic reporters

Save money on your commute to work! Turn YOUR empty car seat
into a cash cushion with Commuter Connections free ridematching
service. Sign up at CommuterConnections dot org or call

1-800-745-RIDE.

COMMUTER \\' CONNECTIONS

A SMARTER WAY TO WORK

METRO NETWORK

o Wi i Clhied Do gy
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Proposed value add promotions

= Bonus spots on Metro Networks l(@'

~___—~

= Carpool contest promotion MIX10/3M

» Additional air time, sponsorships, web banners and pages
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Rideshare Direct Mail

PPy

Take the direct route to saving. RIDESHARE.

L 0-£L00Z 20 v
0OF 3NS IN WaNs oude) ULeN £
s L0 S
the frustrati
ring sare 0

YW A1d3y SsaNISNE

]

try our shortcut to savings.
Rideshare.

MEMBERSHIP FEES!

Pern

you've been sitting on cash.
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New creative

Campaign live February — June 2010
Media

* Radio (anchor)

" Television

"= Member donated transit space
" |[nternet banner ads

* Backpack flyers
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Frederick County TranslT: bus exteriors

MARC Train Service: train interior cards

Montgomery County Ride On: bus shelters, bus
exteriors

PRTC — bus exteriors

TRANS.' MARC Better Ways PRTC

Montgomery County
TO WOf k! Commuter Services

Potomae amd Ruppaimnul::u:k
Transportation Commission
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GRH MARC Train Interior Rail Cards

ER_N

we've } L
& gotyou
covered.

(and it's free!)

— -~

we've

got you
covered.

(and it's free!)

*
*
. | GUARANTEED RIDE HOME. GUARANTEED RIDE HOME’
sign up today, insure your commute home in case of unscheduled overtime. sign up today, insure your commute home in case of an unexpected emergency.
commuterconnections.org 800.745.RIDE m@l.’,“.!'!!m commuterconnections.org 800,745.RIDE ﬂlllm&_ﬂ,qalm
* Sars realriktinm épy * Seww seitrictars iy
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GRH Bus Exteriors

-

GUARANTEED RIDE HOME'

sign up today, insure your commute home.

commuterconnections.org 800.745.RIDE

COMMUTER () CONNECTIONS

commuterconnections,org 800.745.RIDE

got you = e
covered. GUARANTEED RIDE HOME?

Your local connection to Commuter Connections
(and it's free! - -
and It's ree.) sign up today, insure your commute home.
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High performance weather and news sites
from past campaigns

Placement on parent-focused websites introduced

The home of

Parenting & Babytalk
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GRH What If Child Banner Ad

What if?
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GRH What If Child Banner Ad
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GRH What If Child Banner Ad
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GRH What If Child Banner Ad
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GRH What If Child Banner Ad

GUARANTEED
RIDE HOME
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GRH What If Adult Banner Ad

What if?
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GRH What If Adult Banner Ad

odonnellcOMPANY IW*“"“‘“



GRH What If Adult Banner Ad
’ iy
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GRH What If Adult Banner Ad
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GRH What If Adult Banner Ad

GUARANTEED
RIDE HOME
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8 radio stations airing GRH spots

MIX10Z3IM

METRO NETWORKS
i W vl Clrsd pormgary
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What If Child g

A child presents a number of what-if scenarios that could happen at
school or play. With each scenario, the mother reassures the child
that she will be there if she is needed. Sound effects are used to
catch the listener’s attention. The announcer reminds the listeners
that by signing up for Guaranteed Ride Home, they’re covered in
case of an unexpected emergency or unscheduled overtime.

What If ¢

odonnellcoMpPANY

Similar to the “What If Child” spot, two co-workers exchange what-
if scenarios that could require them to return home at an unplanned
time. Sound effects are used to catch the listener’s attention. The
announcer reminds the listeners that by signing up for Guaranteed

Ride Home, they’re covered in case of an unexpected emergency or
unscheduled overtime.

COMMUTER (g CONNECTIONS



Messages embedded in the traffic reports

MEIRD NETWORKS

Delivered live by trusted traffic reporters

Consider it free commuter insurance! Sign up today for Guaranteed
Ride Home and rideshare stress-free tomorrow. If an unexpected
emergency or unscheduled overtime comes up, you're covered. Sign
up at CommuterConnections dot org or 1-800-745-RIDE. Some
restrictions apply.
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Proposed value add promotions

" Bonus spots on:

= Additional air time, sponsorships, web banners and pages
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COMMUTER '\’ CONNECTIONS
A SMA!TEI@%AY TO WORK

COMMUTER CONNECTIONS

GUARANTEED RIDE HOME (GRH)
PROGRAM

2007 GRH SURVEY REPORT

Prepared for:

Metropolitan Washingten Council of Governments
Commuter Connections Program
Prepared by:

LDA Consulting

Washington, DC

In association with:

CIC Research, Inc.
San Diego, CA

November 20, 2007

ih With the Trip

|(8124) respondents waited 20 minutes or less

‘pnnections 2007 GRH Survey Report November 20, 2007
Table 30
Reason for Taking a GRH Trip — Most Recent Trip
(n=285)
Reason Percentage
Tliness of child 33%
Tilness (self) 25%

lliness of family member
Unscheduled overtime

Other personal emergency
Other*

*Each respomse in the “Other” category was mentioned lezs than one percent of respon-
dents

whao had taken a GRH trip were asked if the service was satisfactory. The overwhelming
9) said they were satisfied. Reasons given by the 22 uasatisfied respondents were: “prob]
imer service representative™ (5 respondents), “waited too long” (4 respondents). “no one an,
" (3 respondents), “hard to get approval” (3 respondents). “faxi went o the wrong place”
. aad “dida’t like taxi/driver” (2 respoadeats),

Table 31, respondents waited an average of 16 minutes for a taxi, the same wait time as o
2004 GRH survey. In 2007, almost half (43%) said the taxi arrived within 10 minutes an

Reason for taking a GRH
Trip

lliIness of child 33%

38
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Additional Focus: Working parents

Tactic: Distribution of message to parents through
schools, radio, and websites

Message:
= GRH is commute insurance

" |n case of unexpected emergency, you're covered
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Reach parents of students in Fairfax and Montgomery
Counties

= 88,400 students in Fairfax County

" 63,400 students in Montgomery County

Backpack distribution in April 2010

odonnellcoMPANY COMMUTER g CONNECTIONS
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GRH Backpack Flyers

commuterconnections.org
B00.745.RIDE

+Sooma rmtriccians apply

we've

got you
covered.

(and it's free!)

-----------------

COMMUTER g CONNECTIONS



School email distribution lists in Fairfax and
Montgomery Counties

Email message with attached flyer:

An unexpected school delay can be difficult. But getting home in
case of an unexpected emergency when you rideshare or take
public transportation is easy when you sign up for a free
Guaranteed Ride Home at commuterconnectons.org. Sign up for
free carpool and vanpool matching, too.

First email in March 2010

odonnellcOMPANY COMMUTER { CONNECTIONS



GRH Direct Mail

When unexpected personal or family emergencies arise or you need towork unscheduled overtime -

FREE GUARANTEED RIDE HOME. We've got you covered.

to ride with &
d

LT3 W B 18

d SSIANISN

(and it's free!) o e
GUARANTEED RIDE HOME.

i R AR Y

HO MEMEERSHIP FEES! HO COMMITMENTS! FREE AHD EASY SERVICE!

[IMT4 Tan

aranteed Rids Homeh

we've
got you e e we

covered.
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Coupons to GRH Re-Registrants

\
[ MD) rubtiuhcom

’mlovin’it’
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GRH Rewards Sponsors

v ooceims || ommmoonnes || owsersono | s |
cOMMUTER (' CONNECTIONS

ASMAR Y TO WOR

% COMMUTER PROGRAMS GUARANTEED RIDE HOME

¥ GUARAMTEED RIDE HOME H CORPORATE

== 1)

’mlovin’it

R GUARANT!
RIDE HOME PROGRAM

(& GrubHub.com

METROPOLITAN WASHINGTON COUNCIL OF GOVERNMENTS
777 Morth i E = Suit i )
-RIDE -
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GRH Rewards Sponsors

facebook

Home Profile  Find Friends  Account ~

Commuter Connections | &1 Become a Fan
Wall Info Photos Discussions Boxes Video >
Commuter Connections + Fans Just Fans == n Ad
I '80 0' ?4 5' R |DE . . . Money in your

www.commuterconnections.org ! ’ " _ Pocket

COMMUTER (' CONNECTIONS |

Washington DC Food Delivery | Washington DC Restaurant
Delivery | GrubHub.com
Informati :
nformation acldr
phone.

Commuter Connec

Medical Billing
Degrees
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GRH Rewards Earned Media

For Imm

S FrederickNewsPost.com

McDonald’s and GrubHub.com Sponsor Commuter Connections’
Guaranteed Ride Home Program

d bonus:
oupon from GrubHub.com
restaurant:

ol, use public
n up for the free
e home sho

/ .. ™
Frederick Area Shared Transportation—Rideshare / Commuter Assistance Services
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Marketing and Promotional Materials include:

Radio
Poster and rack card
T-shirt

Pit stop banners

Circulator bus cards 2\ rcuLoktonr
MASN g '
= 30 Second PSAs on Nat’s Programming /

Considering print ads @
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BTWD 2010 Poster and Rack Card

We’re pumped!

Are you pumped"

5 AT ALL LOCATIONS
2-'-‘»\. =

CRYSTALfIde e

i-c__F @;‘:ﬂmm

Blackburn

/i)

? bt HONEST)

e G0N

LG 7 Grzezea
LOUIS G RNE-IF rwraooeaics tor 8 ety b

LOUIS &/RNE- LI

rzzzer

Irasa o ot bty st

bike to wnrk day

(-] 2010
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BTWD 2010 T-Shirt

BIKETO =
WORK DAY <

A L ,"r
bike to work day @5@
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BTWVD 2010 Banner

1500 South Capitol St SE
6:30 am to 7:30 am

COMMUTER @BIIHHEBTIIIHS'

@y*” mesh® W

We're pumped!

Register at waba.org or call 202.518.0524
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Selection committee meets March 24

Marketing collateral in development includes:
" |nvitation and response card
= Awards brochure
" Podium signage
*  Winner print ad
Employer Recognition Awards ceremony June 2010

odonnellcoMPANY COMMUTER g CONNECTIONS



2010 Employer Recognition Awards Creative

y W

when it nrnlcgqimrutm
"

do you
S ta Illd ii;!i lr'eclo.ginized for what you're doing right Meet our 2009 winners
from the crowd?

U

i
\ . | o i i
. % t . - g R llll.l.'!lli o~
b ! ) f 32 T : ok in derau e alorw
i W TR 114K WASAEK H8 EOlRETL B aARER ML AT e tucenrves
' o
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Any questions or comments!
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ITEM #5

* Always wear a helmet
« Wear bright, visible clothes

-Rldefar noug
open@aer '

* Keep your bil-:e in goad mpmr«—-adiust your balne_

bmkes and tires regularly

Lgr——myz—=n

GOLDEN TRIANGLE




ITEM #5

DicyEliine

e in the Golden Triangle
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Regional TDM Marketing
Group
3/16/2010,
ltem #6

STREET
SVIART

Spring 2010 Campaign Briefing
Regional TDM Marketing Group
3/5/2010, Iltem #6

6/4/2010 1



The “Street Smart” Campaign

Concentrated waves of Radio, Transit, Cable, and Internet
gd\r/]ert_lsmg designed to change driver, pedestrian, and cyclist
ehavior

Supported by concurrent law enforcement

Funded by Federal Funds with voluntary matching
contributions from WMATA, TPB Member Governments,
since Fall 2002

Run twice annually since 2007
e Fall and Spring waves
* November 2009 and March-April 2010

e November 2009 repeat Spring 2009 materials

FY 2010 budget $658,000
— Spring 2010 $500,000

Details at http://www.bestreetsmart.net



http://www.bestreetsmart.net/�

STREET |
SVIART Spring 2010

>Aarmnai~nna N
Cll I ||JC1|U| 1 LJ

March 14 — April 14

Media Objectives

* Educate the audiences (drivers, pedestrians,
bicyclists) of pedestrian and bicycle safety and
pedestrian safety around buses.

* Inform the audience about increased law enforcement
enforcing pedestrian and bicycle traffic safety laws.



Talavision
Broadcast TV

Comcast Cable Interconnect

Out of Home

Clear Channel Transit Shelters
CBS Busbacks

CBS Bus Sides

Metro Interior Cards

Metro Bus Interior Cards

Internat

FaceBook

VWashingtonPost com Traffic/Lifestyle
WWTOPcom Traffic Sponsorship

Uindertone Metwork

Street Smart 2010 Media Plan

March Impressions Reach Frequency Budget
15 2 9 12 19
n— : 8.923.000 69.2% 5./
40 rating poinis
$54.454
| 3,425,000 B6% 4 5x
200 rating points $62572
50 rating points I FRadio g TV
e wm
wovi 2%
581,137
5.550.000 MA MA
1 500000 Impressions Ll
- - - $3.801
300,000 Impressions $5.324
| 00,000 Imipressicns T30, 440
& Million Impressions $40,583
Total 51938600 5264911



STREET

SMART Spring 2010 Campaign

BeStreetSmart.net

Police are enforcing traffic laws!

dﬁB_EV@ibﬁ"s"é‘I'lISignals

Ride with Traffic

/ W———_——

BeStreetSmart.net

Police are enforcing traffic laws!

| Cross aﬂer theB Bus leaves the'stof

ross safely. Be sure drivers can see you and
Ses m: wide turns.

STREET
msSMART

BeStreetSmart.net
Police are enforcing fraffic laws!

Aﬂghﬁt salety program of the District of Columbia, Maryland and Virginia



USE THE

CROSSWALKS

GRUCGE POR EL PASO DE PEATONES

NN &AEURIAIL

HAY Bl TRONG BUCNG LAN
D‘A’NH CHO NGUO Bl RO

CRITTIRL P

Emd o~

6/4/2010

Hand-Outs

SAFETY
TIPS

For Drivers, Pedesirians, and Bicyclisis

FOR DRIVERS:

STOP FOR PEDESTRIANS
at crosswalks and be cansiul
when passing stopped
vehicles.

SLOW DOWN and obey the
posted speed Imit

YIELD TO PEDESTRIANS &
CYCLISTS whan turning.

LOOK before opening your
%;E doar.

0 ALl OW 3 FEET whaen passing
bioyclists.

STREET

BaStrestEmartnat
A i sa'aly program of e Oitret of Cobmbs, Mardang and agin

FOR PEDESTRIANS:

R

1

CROSS THE STREET AT
MARKED CROSSWALKS
and inerseotions.

BEFORE CROSSING, LOOK
left, right, then left again.

LISE PEDESTRIAN
PUSHBUTTONS,

BEGIN CROSSING THE
STREET ON “WALK" zignal.

STAY VISIBLE AFTER DARK
and in bad weathar.

WATCH OUT FOR TRUCKS
AND BUSES backing out of

parking spaces and driveways.

FOR BICYCLISTS:

OBEY ALL REGULATORY
SIGNS and traffio kghts.

MNEVER RIDE AGAINST
TRAFAC. Ride with traffio to
avoid potential accidants.

USE HAND SIGNALS to tall
miotorists what vou intand
o do.

RIDE IN A STRAIGHT LINE to
the right of raffic and about

a car door width away from
parked oars.

AlWAYS WEAR A HELMET.
Halmats dramaticaly raducse
the rick of haad injury in a
bicyole accident.

USE LIGHTS AT NIGHT and
when visibility is poor.

= Pedestrians and cyclists should watch for turning vehicles.

Motorists must yield to cyclists and pedestrians when turning.




STREET
SNIART

Date: March 23. 2010 Press Event/Speed Demo

Time: 12:00 p.m.
Location: Sligo Avenue between Ritchie Avenue & Chicago
Avenue

Speed Demo -
+ | Westbound Approach : e
. —— E e




Web Site

e http://www.bestreetsmart.net

6/4/2010


http://www.bestreetsmart.net/�

Evaluation

Pre and post-campaign web-based surveys of
300 area motorists

— Shows that people remember the messages, and
where they heard them

PR success measured by “earned media”

Law enforcement agencies report citations
and warnings issued during the campaign

— In 2009 over 50,000 citations & warnings reported
Annual Report, October 2010
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