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F Y 2 0 1 6  M A R K E T I N G  A C T I V I T Y

Item #5



§ Encourage alternatives to SOV commuting

§ Reduce vehicle trips and miles

§ Reduce traffic congestion and improve
air quality

PROGRAM OBJECTIVES 



§ Ridesharing

§ Guaranteed Ride Home

§ ‘Pool Rewards

§ Bike to Work Day

§ Employer Recognition 
Awards
 

INITIATIVES 



SPRING SCHEDULE 

JAN    Production and Media Placement 

FEB    GRH Campaign Launch 
FEB      Rideshare Campaign Launch  

FEB      Winter Newsletter & E-Newsletter Distributed 
FEB    ‘Pool Rewards Promotion  

MAY    Bike to Work Day Promotion 

JUN      Employer Recognition Awards Event 

spring umbrella 2016 



Spring Umbrella Campaign 



§ Be engaging, yet quick

§ Be creative, yet relevant

§ Be appealing to a wide audience, yet relatable

CREATIVE REQUIREMENTS 
rideshare spring 2016 



§ Primary motivator is saving money

§ Consider all the complex things we do to save money

§ Contrast complex methods to simplicity of Ridesharing

§ Use of kids to bring forward simplicity in a fun way 

CREATIVE APPROACH 
rideshare spring 2016 



rideshare 

CREATIVE 

§ :30 English radio spots (2)

§ :30 Spanish radio spots (2)

Kids Stock Market Kids Stressed Out 

Kids Stock Market Kids Stressed Out 



rideshare 

Free Ridematching Services.
RIDESHARE. 

commuterconnections.org

It’s never too early 
to form good habits.

800.745.RIDE

Free Ridematching Services.
RIDESHARE. 

commuterconnections.org

It’s never too early 
to form good habits.

800.745.RIDE

CREATIVE 



MEDIA CONSUMPTION 
 

rideshare spring 2016 

RADIO BOASTS HIGHEST MASS REACH AMONG POPULAR MEDIA 

Weekly  Reach  
(% of Population)

Source: Nielsen Comparable Metrics Report  Q3 2015 

Presentation courtesy of the Radio Advertising Bureau, 2015 – All Rights Reserved 



MEDIA CONSUMPTION 
 

rideshare spring 2016 



MEDIA STRATEGIES 
rideshare 

§ For drive time – broadcast radio is #1

§ Social media – appeals to a wide range

§ Include Hispanic and African-American media



Radio    $  159,056 

Network/Cable TV   $    98,005 

Social Media   $    12,690 

Pandora    $    49,036   

Total Paid Media:   $  319,0057 

 

Added Value:     $  59,210 

Direct Mail:    $  42,900 

 

rideshare 

SPRING MEDIA BUDGET (NET) 

Campaign Live: February 8, 2016 – June 26, 2016 



rideshare 

SPRING RIDESHARE RADIO 
Flight dates: Feb 8 – June 26 



SPRING RIDESHARE TV AD 
rideshare 

“Save your Sanity” 



SPRING RIDESHARE TV 
rideshare 

§  Flight weeks: 2/8, 2/22, 3/7, 3/21 4/4, 4/18, 5/30, 6/13, and 6/20  

 

            Comcast SportsNet TV                                             WRC/NBC 4 



SPRING RIDESHARE SOCIAL & ONLINE 
rideshare 

§  Flight weeks: 2/8, 2/22, 3/7, 3/21 4/4, 4/18, 5/30, 6/13, and 6/20  

 

Facebook                                                      Twitter 

Instagram                                                    Pandora 



SPRING RIDESHARE VALUE AD 
rideshare 

 
§ :30 bonus spots
§ :05 billboards
§ 300x250, 300x50, and

500x500 Banner ads

Added value includes: 



Guaranteed Ride Home 



§ Help audiences to imagine the experiences to motivate them to
register and be prepared

§ Focus on life’s little emergencies

CREATIVE STRATEGY 
guaranteed ride home 



guaranteed ride home 

CREATIVE 

§  :30 Radio spots (2) 

 

Baby Working Late 



guaranteed ride home 

CREATIVE 



guaranteed ride home 

RADIO 
Flight dates: 2.1 – 6.12.16 



§  Flight Weeks: 2/1, 2/15, 2/29, 3/14, 3/28, 4/11, 4/25, 5/23 and 6/6  

guaranteed ride home 

SOCIAL & ONLINE 

Facebook                                                      Twitter 

Instagram                                                    WTOP and NBC4 



guaranteed ride home 

dvuksan
Stamp

dvuksan
Stamp



SPRING MEDIA BUDGET 
guaranteed ride home 

Radio    $  181,143 

Social Media  $    14,850 

Online    $    17,000 

Total Paid Media:  $  212,993 

Added Value:  $   10,875 

Direct Mail:  $   42,900

Campaign Live: February 1 – June 12, 2016 



guaranteed ride home 

SPRING GRH VALUE ADD 

 
§  :30 bonus spots 
§  320x50, 970x90, and 

468x60 Banner ads  

Added value includes: 



Review and analyze 
§ Marketing Communications Plan 
§ 3rd party media data: Strata, Scarborough, Arbitron 

Calculate 
§ Reach & frequency of target demographics for each 
§ Media options  

Analyze 
§ Cost/value proposition of each media option 

Reality check 
§ Does it make sense? 

Negotiate 
§ Evaluate best negotiated options 

Media purchase 

Run campaign 

Measure/Evaluate results 

MEDIA SELECTION PROCESS 



’Pool Rewards 



OBJECTIVES 

Promote benefits & encourage registration 

Use TV and paid social media to promote 

‘POOL REWARDS - SPRING 
’pool rewards 



TV  $ 38,908 

Facebook   $   2,100 

Twitter   $   2,100 

Total Paid Media  $ 43,108 

 

SPRING MEDIA BUDGET 
’pool rewards 

Campaign Live: February 8 –March 31, 2016 



’pool rewards 

CREATIVE - TV AD 



’pool rewards 

Facebook ads 

CREATIVE 

Twitter ads 



bike to work day 

2016



BIKE TO WORK DAY 
bike to work day  

Friday May 20, 2016 

STRATEGY 

Promote bicycling as a viable alternative commute mode 

Build regional participation 

Engage employers and organizations 

2016



2016 SPONSORS 
bike to work day  



BIKE TO WORK DAY 
bike to work day  

Cash sponsors secured, final: 

$43,350 

In-Kind Sponsorship total:  

$9,945 



POSTER 
bike to work day  



T-SHIRT
bike to work day  



RACK CARD 
bike to work day  



PIT STOP BANNER 
bike to work day  



WEBSITE 
bike to work day  



SOCIAL MEDIA - FACEBOOK 
bike to work day  



SOCIAL MEDIA - TWITTER 
bike to work day  



employer recognition awards 



2016 EMPLOYER RECOGNITION AWARDS 

STRATEGY 

Recognize regional employers  
who deliver measurable  
commuter benefits 

§ Newsletter 
§ Web site
§ Print ad
§ Earned media
§ Social media 

Help winners leverage recognition 
§ Employer Winner Kit



SCHEDULE 
20

16
 

JAN    Email blast to level 3 & 4 employers in database 

FEB    Nomination period ends 

MAR     Selection Committee meets 

APR    Development of program brochure, invitations, video and other materials 

MAY    Media coordination 

JUN      Employer Recognition Awards ceremony 

JUN      Print Ad 

employer recognition awards 2016 

Employer Recognition Awards Ceremony 
Washington Marriott at Metro Center 



Newsletter 



OBJECTIVES 

§ Create loyalty and brand awareness

§ Develop relationships and trust

newsletter 



STRATEGY 

ß Print and e-newsletter published quarterly and 
reaches

• Employers

• Committee members

• Other TDM stakeholders 

newsletter 



newsletter 

PRINT 

Winter Newsletter 



newsletter 

E-NEWSLETTER



LOOKING AHEAD 
- Spring Reg Marketing Campaign 

- ‘Pool Rewards           

- Bike to Work Day Campaign         

- Spring Newsletter 

- Employer Recognition Awards

Feb – June 2016  

Feb – Mar 2016  

Apr - May 2016                    

May 2016 

June 2016 



Q&A 




