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COMMUTER CONNECTIONS 

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

Item # 

Item #5 



 Car Free Day 

 Newsletter 

 Fall Regional Umbrella Campaign 

 Spring Regional Marketing Campaign 

Development 

 Direct Mail 

 ‘Pool Rewards Development 

 Bike to Work Day Sponsorship 

 2015 Employer Recognition Awards Call for 

Nominations 

 

MARKETING ACTIVITIES 



 Convert single occupant vehicle commuters 

to alternate modes of transportation 

 

 Encourage continued use of alternative 

modes 

 

 Reduce vehicle trips and miles of travel 

 

 Reduce traffic congestion and improve      

air quality 

 

 Engage commuters & employers 

OVERALL OBJECTIVES 



OVERALL SCHEDULE 

SEP  Car Free Day 

OCT   Refine 2015 concepts based on feedback  

OCT   Fall umbrella campaign begins 

NOV   Conduct focus groups 

NOV - DEC   Spring campaign development 

NOV   Awards nomination brochure finalized 

DEC   Fall umbrella campaign ends 
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JAN   Finalize & produce spring creative 

FEB    Spring campaign launch 

MAY   Bike to Work Day  

JUN    Spring umbrella campaign ends 

JUN    Employer Recognition Awards 

 



car free day 



4,656 pledges 

 

13% increase over 2013 

 

40 Earned Media placements, includes print & online, newsletter, 

calendar listings, radio, television, and blogs 

 

30 Social Media posts including Facebook, Twitter, and Instagram 

 

305 free transit ads placed, donated by Arlington County, Fairfax 

County Connector, Montgomery County Commuter Services and 

Metrobus 

 

 

 

RESULTS 
car free day 



ridesharing 



FY15 FALL 

rideshare 

STRATEGY 

 

 Position Commuter Connections as a trusted regional provider of 

ridesharing information for 40 years 

 Seek more audience engagement 

 Geographic emphasis middle and outer ring commutes 

 Expand audience to include younger age brackets and greater 

ethnic diversity 

 Continue to emphasize monetary savings 

 Continue spring FY2014 creative 

 

 

 

 

 

 



FALL CREATIVE 

rideshare 



FALL RIDESHARE MEDIA 

rideshare 

 Radio – WFMD, WFRE, WFLS, WTOP, El Zol, WBQB, 

and WAFY/WWEG 

 TV snipes on Comcast SportsNet and squeeze-

backs on ABC News 7/WJLA 

 Streaming audio with companion banner on 

Pandora 

 Comcast SportsNet in-game billboards and ticker 

messaging during Caps & Wizards games 

 

Campaign Live: Oct 6 – Dec 31, 2014 

 

 

 



Radio   $174,515.20 

TV   $ 87,422.50 

Pandora   $ 24,000.00 

Total Paid Media:  $285,937.70 

 

Added Value:     $ (149,982) 

 

Direct Mail:   $  43,750 

 

rideshare 

FY15 FALL MEDIA BUDGET NET $ 



RADIO 

 :30 radio spots in English (2) 

 

 

 

 

 

 :30 radio spots in Spanish (2) 

 

rideshare 



FALL RIDESHARE RADIO 

 Radio station ridesharing flight dates: 10/6, 10/20, 11/3, 

11/17, 12/1, 12/15, and 12/29 

 

 

 

 

 

rideshare 

      930 AM                                     99.9     93.3  103.5 

        107.9                      101.5       103                           106.9 



FALL RIDESHARE TV 

 TV station ridesharing flight dates: 10/6, 10/20, 11/3, 11/17, 

12/1, 12/15, and 12/29 

 

 

 

 

 

rideshare 

      snipes         squeezebacks 



FALL RIDESHARE TV 

 

 

 

 

 

rideshare 

     Comcast SportsNet snipes 



FALL RIDESHARE TV 

 

 

 

 

 

rideshare 

     Comcast SportsNet  in-game billboards & ticker message 



FALL RIDESHARE TV 

 

 

 

 

 

rideshare 

        WJLA ABC 7 squeezebacks 



FALL RIDESHARE DIGITAL ADS 

 Pandora promoted ridesharing: 10/6, 10/20, 11/3, 11/17, 

12/1, 12/15, and 12/29 

 

 

 

 

 

rideshare 

        Audio Web Banner 



FALL RIDESHARE DIGITAL ADS 

 

 

 

 

 

rideshare 

Audio Mobile Tile & Following Banner 



FALL RIDESHARE VALUE ADD 

Continued support of the ‘Pool Rewards program and new mobile friendly 

app with added value from the media outlets including: 

 

 

 

 

 

rideshare 

 Radio and TV bonus spots 

 

 Matching spots on Comcast 

SportsNet’s Baltimore feed 

 

 Radio stations aired live short  

messages promoting the new mobile 

friendly app and ‘Pool Rewards 

incentive program 

 

 Banner ads posted to station web 

sites with a link to 

commuterconnections.org 



FALL RIDESHARE VALUE ADD 

rideshare 



FALL RIDESHARE VALUE ADD 

rideshare 

WFRE-FM 

 

WFMD-FM 

 



EARNED MEDIA PLACEMENTS 

 

 

 

 

 

rideshare 

 Comcast Newsmakers “Metropolitan 

Washington Council of Governments” 

Yolanda Vazquez interviews Nicholas 

Ramfos 

 

 The impetus behind the Comcast 

Newsmakers interview was Commuter 

Connections’ 40th anniversary. 

 

 Interview covered alternative ways to 

commute in DC, Commute Connections 

ridematching program, and Bike to 

Work Day and Car Free Day events. 

 

  

http://comcastnewsmakers.com/2014/10/23/metropolitan-washington-council-of-governments/


guaranteed ride home 



STRATEGY 

 

 

 Encourage commuters who Rideshare to register for GRH by 

positioning it as another great benefit 

 

 Position GRH as an important safety net that will enable SOV 

commuters to comfortably make a change to Ridesharing 

 

 

 

 

 

 

 

FY15 FALL 

guaranteed ride home 



FALL CREATIVE 

guaranteed ride home 



Radio – ESPN, WTOP, WBIG, WWDC, WIHT, 

WMZQ 

 

        Campaign Live: Oct 13 – Dec 28, 2014 

 

guaranteed ride home 

FALL GRH MEDIA 



FY15 FALL MEDIA BUDGET NET $ 

guaranteed ride home 

Radio   $189,133.50 

 

Added Value:    $ (56,640) 

 

Direct Mail:  $  43,750 

 



 :30 radio spots (2) 

 

 

 

 

 

guaranteed ride home 

RADIO 



 6 radio stations pulsing GRH creative: 10/13, 10/27, 11/10, 11/24, 

12/8, and 12/22 

 

 

 

guaranteed ride home 

FALL GRH RADIO 

             103.5            980 AM                     100.3 

       101.1                       99.5                98.7 



guaranteed ride home 

FALL GRH VALUE ADD 

:10, :15, and :30 second live reads aired 

on ESPN and WTOP 

 

No charge spots aired on ESPN           

and WTOP 

 

Banner ads were posted to DC101, Big 

100.3, Hot 99.5, and 98.7 WMZQ  

 

Mobile banner ads on iHeart Radio 



guaranteed ride home 

FALL GRH VALUE ADD 



’pool rewards 



OBJECTIVE 

 

Raise awareness and encourage participation in the ‘Pool Rewards program 

 

Support the opening of the 95 Express Lanes in December 2014 

 

Encourage participation in the ‘Pool Rewards program in tandem with the 

new 95 Express Lanes by offering an additional $100 bonus incentive 

 

 

 

 

 

 

 

’POOL REWARDS – FALL CAMPAIGN 

’pool rewards 



STRATEGY 

 

Promote ‘Pool Rewards program through fall campaign value add 

 

Promote special bonus incentive given to new carpoolers with three 

or more occupants using the 95 Express Lanes with an E-ZPass Flex, 

who qualify for ‘Pool Rewards 

 

 

 

 

 

 

 

’POOL REWARDS – FALL CAMPAIGN 

’pool rewards 



Radio $15,766 

Print – Military $2,797 

Online – Military $1,500 

 

Total Paid Media:   $ 20,063 

 

Added Value:    $ (TBD) 

 

 

 

 

 

 

 

 

’POOL REWARDS – PROPOSED MEDIA BUDGET 

’pool rewards 



’POOL REWARDS CREATIVE 

’pool rewards 



 

 

 

 

 

 

 

 

’POOL REWARDS CREATIVE 

’pool rewards 



 

 

 

 

 

 

 

 

 

 

’POOL REWARDS – FALL RADIO 

’pool rewards 



 

 

 

 

 

 

 

 

 

 

’POOL REWARDS – FALL PRINT/ONLINE 

’pool rewards 



spring umbrella campaign 



FY2015 SPRING RIDESHARE 

STRATEGY 

 

 Focus on the benefits of saving money, time and reducing stress 

 Consider reduction in gas prices  

 Lower focus on cost savings, and increase focus on a ridesharing 

“lifestyle”  

 Upbeat & fun campaign – people having fun while ridesharing 

rideshare spring 2015 



CREATIVE 

rideshare spring 2015 



CREATIVE 

rideshare spring 2015 



DIRECT MAIL 

rideshare spring 2015 



DIRECT MAIL 

rideshare spring 2015 



FY2015 SPRING GUARANTEED RIDE HOME 

STRATEGY 

 

 Continue to promote Guaranteed Ride Home as FREE and always there 

when you need it 

 Stress the simple steps it takes to prepare for life’s unexpected 

emergencies 

 Encourage ridesharing commuters to sign up 

 

 



CREATIVE 

guaranteed ride home spring 2015 



CREATIVE 

guaranteed ride home spring 2015 



DIRECT MAIL 

guaranteed ride home spring 2015 



DIRECT MAIL 

guaranteed ride home spring 2015 



EARNED MEDIA 

OBJECTIVES 

 Extend paid media with earned media saturation of messaging  

 Affirm Commuter Connections network as the Washington metropolitan 

region’s primary resource for alternative transportation information and 

services  

STRATEGY 

 Engage the media in a dialog about Commuter Connections programs 

 Promote MWCOG/TPB’s efforts to educate commuters, employers, and the 

public about the economical, environmental, and social benefits of using 

alternative forms of transportation  

 Affirm Commuter Connections as an innovator in transportation alternatives in 

the region 

 Advance Commuter Connections’ leadership as the regional resource for 

information on transportation related issues 

spring 2015 



Review research and results from recent campaigns                       Jun 2014 

Develop Marketing Communications Plan                                        Aug 2014 

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

Present conceptual approaches to Regional TDM Marketing Group Sep 2014 

Conduct Commuter and Stakeholder Focus Groups  Nov 2014 

Refine approach based on workgroup and focus group feedback     Oct 2014 

Finalize creative                                                   Nov 2014 

Casting/Talent Selection     Dec 2014 

Produce creative      Jan 2015 

Distribution to media vendors    Jan 2015 

Campaign launch      Feb 2015 

 

 

CREATIVE SCHEDULE 

spring 2015 



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 

spring 2015 



bike to work day 



BIKE TO WORK DAY 

btwd 

Friday May 15, 2015 

STRATEGY 

 

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 



LOGO 

btwd 



SPONSORS 

btwd 

The sponsorship drive started in November 

 

Sponsors secured to date: 

 Gold: Marriott International 

 Silver: Bike Arlington 

 Bronze: Potomac Pedalers, Crystal City BID, Coalition for the 

Capital Crescent Trail, and General Dynamics 

 

 

 

 

The sponsorship drive will continue through January 2015 



employer recognition awards 



2015 EMPLOYER RECOGNITION AWARDS 

STRATEGY 

 

Engage with regional employers who deliver measurable 

commuter benefits 

 

Increase recognition level of award and event 

 

 Commuter Connections newsletter coverage 

 Email Blast to Employer Database 

 Media Outreach – Print, Radio, Regional & Trade 

publications 

 Social Media – Online and Blogger news, Facebook 

 

 



NOMINATION FORM 
employer recognition awards 2015 



SCHEDULE 

SEP     Form Awards Workgroup 

OCT     Develop concepts 

OCT    Selection by Workgroup  

NOV     Finalize brochure and nomination form 

NOV    Set up online nomination info and form 

DEC     Mailing to level 3 & 4 employers in database 

   Nomination period begins 
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JAN    Email blast to level 3 & 4 employers in database 

JAN    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 2015 



additional marketing 



additional marketing 

NEWSLETTER 

STRATEGY 

 

• Exploring a potential transition to incorporate web version along with 

traditional print version 

• Build digital presence and following 

• Maintain frequency and content volume 

• Include one infographic from the 2013 State of the Commute                  

per quarterly issue 

 

 



NEWSLETTER 

additional marketing 



LOOKING AHEAD 

 Launch ‘Pool Rewards (Fall) Dec ‘14 – Jan ‘15 

 Winter newsletter  Feb  2015 

 Launch Spring campaign  Feb - June 2015 

 Launch ‘Pool Rewards (Spr) Feb – Mar 2015 

 Bike to Work Day Campaign Apr – May 2015  

 Employer Recognition Awards June 2015  

 



Q&A 


