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F Y 2 0 1 5  M A R K E T I N G  A C T I V I T Y

Item #4



 Reduce vehicle trips and miles

 Reduce traffic congestion and improve      
air quality

 Convert single occupant vehicle drivers to 
alternative modes

 Encourage continued use of alternative 
modes

PROGRAM OBJECTIVES



 Ridesharing Campaign

 Guaranteed Ride Home Campaign

 ‘Pool Rewards 

 Bike to Work Day

 Employer Recognition Awards

 Newsletter 

 Car Free Day

INITIATIVES



SPRING CAMPAIGN SCHEDULE



Ridesharing



CREATIVE
rideshare



MEDIA
rideshare

 Drive time radio

 Promotions & partnerships

 TV snipes & squeezebacks

 Live reads & celebrity endorsements

 Social media

 Streaming audio



DIRECT RESPONSE CAMPAIGN
rideshare



Radio $136,000

Network TV $  90,000

Cable TV $  50,000

Digital $  10,000

Total Paid Media: $286,000

Added Value: $ 66,700

Direct Mail: $ 44,000

rideshare

MEDIA BUDGET



RADIO

Flight weeks: 2.23 – 6.15

rideshare

 :30 English radio spots (2)

 :30 Spanish radio spots (2)

103.5



TV

Flight dates: 2.23 – 6.15

rideshare

WJLA Squeezeback



TV

Flight dates: 2.23 – 6.15

rideshare

Comcast Snipe



DIGITAL & MOBILE ADS

Smart phones, tablets, and desktops  

 Popunder geotargeting VA,MD, & DC

 Baltimore Sun & Daily Press

 Washington Times

rideshare

Flight weeks: 3.1 – 5.31



DIGITAL ADS
rideshare

Baltimore Sun & Daily Press



PROMOTIONS
rideshare



PROMOTIONS
rideshare



PROMOTION: CONCERT TICKETS

107.3 Favorite Things To Do While Commuting contest

rideshare



PROMOTION: SILVER DINER

WTOP  ‘Ride Happy’ contest

rideshare



PROMOTION: KARL ALZNER

Comcast SportsNet contest

rideshare

CSN E-Newsletter





rideshare

CSN homepage takeover

PROMOTION: KARL ALZNER



social media

Facebook registration page

PROMOTION: KARL ALZNER



RESULTS TO DATE: KARL ALZNER PROMOTION
social media



PROMOTION: INTERVIEW

CBS Radio Community Affairs Program

Interviews with Commuter Connections

WPGC-FM El Zol Hispanic Station
Air Date May 10th 7am Air Date May 10th 8am

rideshare



VALUE ADD

Added value from the media 
outlets including:

rideshare

 :05 & :10 radio reads

 Homepage takeover

 Banner ads

 E-newsletter promotion

 Snipes, billboards & ticker 
messaging on Comcast 
SportsNet Baltimore feed Billboard & ticker messages during Caps & 

Wizards games 



VALUE ADD
rideshare



VALUE ADD
rideshare

Comcast SportsNet E-Newsletter



Guaranteed Ride Home



 “Just in case”: it’s there when you need it

 Bring forward what it is - not when you use it

 Prominent call to action  

STRATEGY
guaranteed ride home



guaranteed ride home

CREATIVE



 :30 radio spots (2)

 :15 live reads

Flight weeks: 3.2 – 6.22

guaranteed ride home

MEDIA

103.5



MEDIA BUDGET
guaranteed ride home

Radio $190,302

Added Value: $ 14,900

Direct Mail: $ 44,000



guaranteed ride home

PROMOTION: RADIO 

Promotional spot

 5 radio stations promoted on air

 Online entrants told us what they do “just in case”

 Call to action guided entrants to GRH registration  



guaranteed ride home

PROMOTION: RADIO PRIZES



DONATED TRANSIT SPACE
spring 2015



VRE’s RIDE Magazine Ad

DONATED PRINT SPACE
spring 2015

GRH DATA Lifestyle tabloid Ad



EMPLOYER EMAIL



EARNED MEDIA

OBJECTIVES
 Increase impressions
 Build trust

STRATEGY
 Position as key resource & innovator
 Promote economical, environmental, and social benefits

spring 2015



RESULTS COMBINED RIDESHARE 
& GUARANTEED RIDE HOME

spring 2015



’Pool Rewards



Promote benefits & encourage registration
Use new & traditional media

STRATEGY
’pool rewards



NBC4 $ 20,910

Facebook Ads $ 3,000

Net spend $ 23,910

MEDIA BUDGET
’pool rewards



’pool rewards

Digital ad

CREATIVE



’pool rewards

Facebook ads

CREATIVE



’pool rewards

TV ad

CREATIVE



RESULTS TO DATE: FACEBOOK ADS
’pool rewards



Bike to Work Day



OPPORTUNITIES
btwd

 Passionate base

 Bike-friendly region

 Expanded bike sharing system



CHALLENGES
btwd

 Limited media budget

 Unpredictable weather

 Other news happenings



STRATEGY

btwd

 Paid placement

 Earned media

 Social media



MEDIA BUDGET

Radio: $ 39,882

Print: $ 4,542

Net spend:       $ 44,424

Added Value: $ 80,500

btwd



PROCLAMATION

Signed
April 15, 2015

Greg Billing – WABA
Adrienne Moretz – TransIT & BTWD Committee Chair
Phil Mendelson - DC Council Chair & TPB Chair

btwd



SPONSORS
btwd



SPONSOR CONTRIBUTIONS

Cash: $ 47,100

In-Kind: $ 10,945

Total: $ 58,045

btwd



btwd

Print ads

CREATIVE



btwd

Posters

CREATIVE



btwd

T-shirt

CREATIVE



btwd

Rack card

CREATIVE



btwd

Pit Stop Banner

CREATIVE



btwd

Website

CREATIVE



btwd

Twitter

CREATIVE



btwd

Facebook

CREATIVE



VALUE ADD
btwd

iHeart media promotion



EVENT MAY 15, 2015

btwd

Congressman Don Beyer 
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EVENT MAY 15, 2015

btwd

Co
ur

te
sy

 D
C 

B
ik

e 
B

lo
gg

er



RESULTS
btwd



Employer Recognition Awards



OBJECTIVES

• Increase employer support of alternative commute options

employer recognition awards



STRATEGY

• Recognize employer success through awards program

• Recognize sales team and organizational winner accomplishments

• Provide publicity for program & winners

• Engage elected officials in the process

employer recognition awards



employer recognition awards

Invite

CREATIVE



employer recognition awards

Program Booklet

CREATIVE



NOMINEES

Awards to be announced June 30 at Grand Hyatt Washington

employer recognition awards

ABT Associates
Boeing Company
Calvert Investments
Honest Tea
MITRE
National Cancer Institute

Opower
Southern MD Electric Cooperative
Toole Design Group
U.S. Nuclear Regulatory Commission
United Therapeutics Corp.
WeddingWire



newsletter



additional marketing

OBJECTIVES

• Create loyalty

• Develop relationships and trust

• Help build momentum



additional marketing

STRATEGY

• Published quarterly

• Reaches 8,000 employers 



newsletter

Newsletter

CREATIVE



LOOKING AHEAD

Employer Recognition Awards           June  2015 

FY16 Campaign Ideation July 2015

Car Free Day September 2015

Fall Campaign October 2015

New FY16 Creative Campaign February  2016

Bike to Work Day May 2016 



FY2016 CAMPAIGN DEVELOPMENT TIMELINE

 Review Research, Trends, and Prior Campaign Results July  2015

 Write Marketing Communications Plan July 2015

 Reg TDM Marketing Group Feedback via SharePoint Aug 2015

 Conceptual Approaches at Reg TDM Marketing  Mtg Sep 2015

 Feedback from Marketing Workgroup Oct 2015

 Refine, Develop and Finalize     Nov 2015

 Media Selection Dec 2015

 Production and Distribution to Media Jan  2016

 New FY16 Creative Campaign Goes Live Feb  2016



Review and analyze
• Marketing Communications Plan
• 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



Q&A


