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F Y 2 0 1 4  S P R I N G  M A R K E T I N G  A C T I V I T I E S

Item #4



 Convert single occupancy vehicle 
commuters to alternate modes 
of transportation

 Encourage continued use of alternate 
modes of transportation

 Reduce vehicle trips and miles of travel

 Reduce traffic congestion and improve 
air quality

PROGRAM OBJECTIVES



 Ridesharing

 Guaranteed Ride Home

 40th Anniversary

 Mobile-friendly Website 

 Bike to Work Day

 ’Pool Rewards

 Newsletter

 Employer Recognition Awards

INITIATIVES



SCHEDULE

SEP Present conceptual approaches to Regional TDM Marketing Group

OCT- Refine and develop approach based on Workgroup feedback
DEC 2

0
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3
2

0
1

4

JAN Finalize & produce creative

FEB Spring Umbrella Campaign launch

MAR Rideshare campaign launch

APR Rideshare Tuesday’s Park and Ride events kick off

MAY ‘Pool Rewards promotion kicks off

MAY Bike to Work Day - May 16 

JUNE Employer Recognition Awards – June  24



ridesharing



SPRING CREATIVE
rideshare



MEDIA
rideshare

 Radio as anchor media
 TV snipes and squeezebacks
 Streaming audio with banner on Pandora
 Online video pre-roll (via YuMe)
 Promotions (sports and interactive)

Campaign Live: Feb 24-June 22



Radio $134,775

TV $87,417

Pandora: $24,000

YuMe $12,300

Promotions $10,000

Total Paid Media: $268,492

Added Value: $ 66,500  (Additional 23.87%)

rideshare

MEDIA BUDGET



RADIO

 :30 radio spots in English (2)

 :30 radio spots in Spanish (2)

rideshare



Six radio stations selected for ridesharing messages:  Feb 24 – June 22

99.9                              930 AM 93.3

103.5 95.5 107.9

rideshare

RADIO



rideshare

DIRECT MAIL



Feb 24 – June 22

Stations airing snipes and squeezebacks

rideshare

TV



rideshare

Comcast snipe

TV



rideshare

ABC7 squeezeback

TV



Pandora
 Web & Mobile
 Audio & Display Ads
 Feb 24 - June 22

Online Video (YuMe)

 Multi-screen Digital Audio & Display Ads
 Companion Banners
 Feb 24 - June 22

DIGITAL ADS

rideshare



Pandora mobile

rideshare

DIGITAL ADS 



Pandora web

rideshare

DIGITAL ADS 



rideshare

STREAMING VIDEO
Ads were placed on these 
YuMe sites:

All Recipes
Auto World News
Pandora
ABC News
Huffington Post
Money and Markets
USA Today
MSNBC
The Weather Channel
Food Channel
Washington Post
Yahoo!



STREAMING VIDEO

YuMe – 300x250 pre-roll & 
Mobile pre-roll



rideshare

Rideshare Tuesdays

 Partner with radio station and Dunkin Donuts 
 Social media promotion 
 On-site sign ups via tablet & mobile
 On-air mentions
 On-site station prizes plus two Samsung Galaxy 7 tablets                         

grand prize giveaways per event

PROMOTION



rideshare

Rideshare Tuesdays – April 8th , May 20th & June 3rd

PROMOTION

Park & Ride events include street 
team sign-ups & goodies

FORT TOTTEN



rideshare

Rideshare Tuesdays – April 8, 7-9 am, Equestrian Center                   
(Show Place Arena), upper Marlboro

PROMOTION



rideshare

Rideshare Tuesdays – June 3, 4-6 pm, Ft. Totten Metro

PROMOTION



rideshare

Celebrity Ride

 Carpool/vanpool grand prize wins a limo ride to work with Redskins 
pro quarterback Kirk Cousins

 15 sec spot on Comcast & video pre-roll on Sportsnet website
 Home page takeover Sportsnet website
 Promoted through Sportsnet e-newsletter to 13,000+ subscribers
 Facebook & Twitter promotions
 Creating a buzz

PROMOTION



rideshare

Homepage Takeover (Comcast Sportsnet)

PROMOTION

Carpools / vanpools enter to win a limo ride with Redskin pro quarterback Kirk Cousins



PROMOTION
rideshare

Commuter Connections Facebook “Likes” Rise!

Increased 
Commuter 
Connections 
Likes by  
83.4% since 
May 1st!



Bonus spots on Frederick’s Free Talk 930 WFMD, Free Country 99.9 WFRE, 93.3 
WFLS - Today’s New Country, WTOP 103.5 FM, El Zol, WPGC-95.5, ABC 7 News

Matched snipes on Comcast Sportsnet Baltimore feed and 100,000 banner ad 
impressions

5 and 10  sec live reads on El Zol, WPGC-95.5

Additional Pandora audio banner, follow up banner and tile ad impressions

Added YuMe interactive pre-rolls and companion banner ad impressions

rideshare

VALUE ADDS



rideshare

Comcast SportsNet website

VALUE ADDS



guaranteed ride home



 Inspiration started with 40 year anniversary and the impacts of 
Commuter Connections services

 50% of participants that drove alone before signing up for GRH 
cited Guaranteed Ride Home as “very important” to making a 
change to alternative transportation

 Guaranteed Ride Home is another great benefit for people who 
rideshare

CREATIVE STRATEGY
guraranteed ride home



SPRING CREATIVE
guraranteed ride home



 Radio as anchor media
 Web Banners
 Direct Mail

Campaign Live: March 3 - June 29

guraranteed ride home

MEDIA



MEDIA BUDGET
guraranteed ride home

Radio $179,000

Total Paid Media: $179,000

Added Value: $ 13,325  (Additional 7.46%)



 :30 radio spots (2)

guraranteed ride home

RADIO



Four radio stations running creative March 3- June 29

guraranteed ride home

RADIO

103.5

100.3101.1

980



guraranteed ride home

BANNER ADS



guraranteed ride home

DIRECT MAIL



 Bonus spots at no charge or reduced 
rates on ESPN 980,  BIG 100.3,  DC101 
– DC’s Rock Station, WTOP 103.5 FM

 Matching streaming ads on ESPN 980

guraranteed ride home

VALUE ADD 



guraranteed ride home

VALUE ADD BANNER ADS



MEMBER DONATED TRANSIT
guraranteed ride home

5 Bus Kings from  Prince William’s County (PRTC)

120 Bus shelters from Prince George’s County

25 Bus Kings from Fairfax

25 Transit Interiors from MARC

60 Bus Interiors from Arlington (ART)

VRE Ride Magazine 4-color half page ad



MEMBER DONATED TRANSIT
guraranteed ride home

MARC Transit sign



bike to work day



Promote Bike to Work Day as an opportunity 
to consider bicycling as a viable alternate 
commute mode

Continue to build regional participation

Encourage active engagement, participation, 
sponsorship by area employers and 
organizations

bike to work day

STRATEGY



MARKETING EFFORTS FOR BIKE TO WORK DAY
Bike to work day

 Poster and rack cards

 T-shirt

 Pit stop banners

 Social Media

 Radio

 Media placements

 Earned Media



SPONSORSHIP DRIVE

• Reached a cash total $44,675
• In addition, in-kind sponsorships of $16,425 helped provide 

promotional giveaways in addition to t-shirts and banners

bike to work day

Anthony Foxx, U.S. Secretary of Transportation
w/ Chuck Bean, COG Executive Director



bike to work day

GOLD

SILVER

BRONZE

SPONSORS



POSTER
bike to work day



bike to work day

T-SHIRT



RACK CARD
bike to work day



bike to work day

PIT STOP BANNER



bike to work day

SOCIAL MEDIA



bike to work day

SOCIAL MEDIA



RESULTS

Commuter Connections 40th year was marked by a record setting Bike to Work Day 
(BTWD).  The 2014 event broke records in registration and media coverage.  

Highlights include:

 16,800 commuters registered – an increase of 15 percent over last year.

 79 Pit Stops – seven more than in 2013

 120 media placements across print, internet, radio and television outlets

 237 social media mentions were counted on Facebook, Twitter, Tumbler and 
YouTube, an increase of more than 110 percent over the previous year

bike to work day



40 year anniversary



 Logo
 Tagline 
 Digital Timeline
 Promotional giveaways
 FY2015 Planning

40 YEAR ANNIVERSARY CONSIDERATIONS
anniversary



LOGO AND TAGLINE
anniversary

Providing trusted, free Ridematching since 1974.



DIGITAL TIMELINE
anniversary



GIVEAWAYS
anniversary



 Upgraded website to be more 
mobile friendly & responsive

 Launched this spring

MOBILE-FRIENDLY WEBSITE
website



MOBILE APP
website



earned media



STRATEGY

GOALS

To showcase Commuter Connections as the leader in transportation 
services with 40 years of experience 

Support Commuter Connections upcoming initiatives including the new 
mobile platform, Bike to Work Day, and the Employer Recognition Awards.  

earned media



STRATEGY

Position organization as:

 Innovative commuter solutions provider

 The source for regional commuting information

 Provider of affordable commuter solutions

 Employee commuter incentives is smart business for businesses

 Services are free of charge

earned media



’Pool Rewards



CHALLENGES AND STRATEGY

Strategy
 Hit audiences when they’re in the beginning

of change (new job, etc.)

 Company relocations

Audiences
 New homeowners
 Company relocation
 Military

pool rewards



 Print ads in federal and military publications
 Online ads on the Washington Post
 Radio
 Listserv announcements – federal, military, 

and relocation audiences
 Online Career sites
 Article in Spring newsletter
 Value-add radio

MEDIA
pool rewards



 Print ads in federal and military publications

PRINT ADS
pool rewards



pool rewards

Washington Post ads



pool rewards

Washington Post Online ads



 Radio stations aired :15 and :30 reads in English and Spanish

RADIO
pool rewards



ONLINE CAREER SITES
pool rewards



employer recognition awards



EMPLOYER RECOGNITION AWARDS 
STRATEGY

Engage with regional employers who deliver 
measurable commuter benefits

Promote awards and event with:

 ETC Newsletters

 Commuter Connections newsletter coverage

 Email blast to employer database

 Media outreach - print, radio, regional & trade 
publications

 Social media – online and blogger news, Facebook

 Awards ceremony will be held June 24 at the 
National Press Club



employer recognition awards

Incentives

Chevy Chase Land Co.
Cohn Reznick
HOK
MedImmune

The Cadmus Group

Marketing

Bethesda Urban 
Partnership
FDA
MITRE Corp
Wellness Corp 
Solutions, LLC

Telework

Europ Assistance USA
US Forest Service

NOMINEES



employer recognition awards

NOMINATION BROCHURE



employer recognition awards

INVITATION



additional marketing



additional marketing

NEWSLETTER



what’s next



LOOKING AHEAD

 FY15 campaign ideation Aug – Sept 2014

 Car Free Days Aug – Sept 2014

 Fall Campaign Sept – Dec 2014

 Spring Campaign Feb – June 2015

 Bike to Work Day Apr – May 2015 

 Employer Recognition Awards June 2015 



Review research and results from recent campaigns                      June 2014

Develop Marketing Communications Plan                                       July 2014

Feedback on plan from Regional TDM Marketing Group (Extranet)   Aug 2014

Present conceptual approaches to Regional TDM Marketing Group Sep 2014

Refine and develop approach based on workgroup feedback        Oct 2014

Finalize creative Nov 2014

Produce creative Dec 2014

Distribution to media vendors Jan 2015

Campaign launch Feb 2015

FY2015 CREATIVE DEVELOPMENT SCHEDULE



FY2015 CREATIVE PROCESS

 Campaign input:

• COG research

• Industry trends

• Current events

• Prior campaign results

 Write Marketing Communications Plan

 Develop campaign concepts

 Receive workgroup feedback

 Production 

 Campaign goes live

 Results and analysis 



Review and analyze
• Marketing Communications Plan
• Previous campaign results
• 3rd party media data from Strata, Scarborough, Arbitron

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

Analyze
• Cost/value proposition of each media option

Reality check
• Does it make sense?

Negotiate
• Evaluate best negotiated options

Media purchase

Run campaign

Evaluate results

MEDIA SELECTION PROCESS



action and trends



Our audiences are hearing our messaging in increasing numbers.  
84% said the advertising encouraged their action.



Overall significant increase in rideshare trips (includes carpool, vanpool, 
transit, bike, and walk.)* Slight downturn in 2013 vs. 2010.
*2013 SOC with Bureau of Labor Statistics employment data applied.



Losses primarily due to slight reduction in transit in 2013 vs. 2010.



When we include Telework & Compressed Work Week - Alternatives to 
driving alone show an increase throughout the range.



Q&A


