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● Encourage alternatives to SOV commuting

● Help reduce vehicle trips and miles

● Help reduce traffic congestion and improve air
quality

COMMUTER CONNECTIONS 
PROGRAM OBJECTIVES



● Car Free Day

● Ridesharing

● Guaranteed Ride Home

● incenTrip

● ‘Pool Rewards

● Bike to Work Day

● Employer Recognition Awards

● Newsletters

FY20 FALL INITIATIVES



AUG Summer Newsletter

SEPT Car Free Day Promotion

OCT incenTrip Campaign Launch

OCT GRH Campaign Launch

OCT Rideshare Campaign Launch

NOV ‘Pool Rewards Launch

NOV Fall Newsletter

DEC Employer Recognition Rewards Nomination Brochure

DEC Direct Mail 

FY20 FALL SCHEDULE



CAR FREE DAYS 2019 EVENT



● Promote alternative modes of transportation for 
both commute and lifestyle

● Encourage taking the pledge to go car free or 
car-lite

● Generate in-kind sponsorships

● Offer prizes and promotions as incentives

● Engage employers, general public and area 
universities

● Promote Car Free Days as a re-introduction to 
using Metrorail again (post-platform 
construction)

STRATEGY Car Free Days



Car Free Day Proclamation Signing July 24, 2019

PROCLAMATION Car Free Days



● Website

● Posters

● Social Media

● Traditional and Internet Radio

● Text Messaging

● Earned Media Placements

● Donated Transit Space

● Jurisdiction Special Events

● Native Articles 

● College Promotion

STRATEGY Car Free Days



POSTER Car Free Days



WEBSITE Car Free Days



Car Free Days



FACEBOOK RESULTS

● 107,941 Impressions

● 5,897 Video Plays 

● 3,508 Post Engagements

● 3,505 Page Engagements

● 1,428 Post Reactions

● 651 Link Clicks 

Car Free Days



Car Free Days



MEDIA BUDGET (NET) Car Free Days



PAID MEDIA: IHEART RADIO Car Free Days



RADIO SPOTS

Car Free Day Generic Car Free Day Family

Car Free Days



PAID MEDIA: IHEART SOCIAL POSTS 
Hashtags Used: #CarFreeDay #CarFreeDays2019 #CarFreeDayMetroDC

Car Free Days



PAID MEDIA: IHEART SOCIAL POSTS Car Free Days



PAID MEDIA: WFMD BLOG POST Car Free Days



WTOP BANNER AD PLACEMENT
Car Free Days



WTOP ARTICLE RESULTS
Native Article

● 7 ways you can make an impact this Car Free 
Day

● Native Article Views: 909 

● 810,000 Display Ad impressions 

● Average Time on Page: 2 minutes, 28 seconds 

● Homepage Impressions: 961,654

● Facebook Reach: 28,200

● Facebook Impressions: 42,215

● Facebook Reactions, Shares and Comments: 134

● 964 Clicks

Car Free Days

https://wtop.com/sponsored-content/2019/09/7-ways-you-can-make-an-impact-this-car-free-day/


● Park it on Car Free Day Starting 
September 21

● Millennial and Gen X-focused 
audience of 300,000, monthly 
visitors with 2.3 million pageviews 
per month

● Each article is posted on PoPville  
and posted on Facebook

● 88,800 Native Article Impressions

● 1, 512 People Reached on Facebook

● 351 Pageviews on Newsletter 

● 1:45 average time on Newsletter 
page 

POPVILLE ARTICLE RESULTS
Car Free Days

https://www.popville.com/2019/09/park-it-on-car-free-day-starting-september-21/


RADIO & BANNER AD

Car Free Day Generic
(same as radio)

Car Free Day Family
(same as radio)

● 378,563 Impressions

Car Free Days



PAID MEDIA: YOUTUBE
Go Car Free

Car Free Days

Click here to view video

https://www.youtube.com/watch?v=qPp3F8J5yYw


PAID MEDIA: YOUTUBE
Telework

Car Free Days

Click here to view video

https://www.youtube.com/watch?v=KwORHwtiW7w


PAID MEDIA: YOUTUBE
Ways to Commute

Car Free Days

Click here to view video

https://www.youtube.com/watch?v=76eGYaXFS64


PAID MEDIA: SOCIAL MEDIA Car Free Days



PAID MEDIA: OPT-IN TEXT MESSAGES

Thanks for taking the Car 
Free Day pledge; tell 

family, friends & 
colleagues to take the 
free pledge too! More 
raffle prizes added at 

www.carfreemetrodc.org

Car Free Days



● $30 Nift Gift (neighborhood gift), (given to all who take the pledge) courtesy of Nift

● D.C. United Pair of Tickets, courtesy D.C. United

● Newseum Pair of Tickets, courtesy Freedom Forum Institute

● Capital Bikeshare annual memberships, courtesy goDCgo

● Samsung Galaxy Tab A, courtesy Tri-County Council for Southern Maryland

● KIND Healthy Snacks gift bag, courtesy KIND, #bekindtoyourself

● SmarTrip cards with $25 in fare, courtesy Washington Metropolitan Area Transit Authority

● Free T-shirt and annual membership, courtesy East Coast Greenway Alliance

● Grocery Store gift cards of $25 value, courtesy Giant Food

● Pair of single ride tickets, courtesy VRE

● Annual memberships, courtesy Washington Area Bicyclist Association

● A free crepe of your choice, courtesy Crepeaway

● George Washington’s Mount Vernon tickets for four, courtesy The Mount Vernon Ladies’ Association of the Union

● International Spy Museum pair of tickets, courtesy the International Spy Museum

● Nando’s PERi-PERi, Full Platter at DC, Maryland, or Virginia locations, courtesy Nando’s PERi-PERi

● Winery Tour – Tasting for Four, courtesy City Winery Washington, DC

● Heurich House Museum – The Brewmaster’s Castle – Two tickets to a public program, courtesy Heurich House Museum

● Brilliant Bicycles – 4 bikes, courtesy of iHeart Radio

SPONSORSHIP RAFFLE PRIZES Car Free Days



COLLEGE CAMPUS CHALLENGE

● Digital toolkit sent to promote Car Free Days  
on college campuses and among student 
groups, including sustainability and 
transportation groups

● A campus party was offered to the 
university/college with the most pledges

● Georgetown won a 2 hour campus party,   
co-hosted by Ledo’s Pizza and iHeart radio!

Car Free Days



COLLEGE CAMPUS SOCIAL POSTS Car Free Days



● Find local sponsors to offer prizes, coupons, etc.

● Develop and distribute a promotional digital toolkit for colleges and employers to use

● Encourage friendly competition between colleges/organizations to get the highest number of pledges 
to win a DC101 Pizza Party

● Renew partnership with American Lung and Heart Associations

● Use incenTrip to find travel options during Car Free Days

● Use Car Free Days as a way to win back Metrorail ridership after platform shutdown

● Press releases/media advisories

● Implement grassroots influencers campaign

● Calendar listings

● Digital social media toolkits

● Radio/TV interview placements

EARNED MEDIA STRATEGY Car Free Days



DONATED SPACE

Transit space donated by:

● Arlington Transit (ART)

● Prince George’s TheBus

● Fairfax Connector

● Metrobus

● Montgomery County 
Ride On

Car Free Days



PRESS RELEASES Car Free Days



EARNED MEDIA PRESS Car Free Days



PARTNER PROMOTIONS
Hashtags Used: #CarFreeDay #CarFree Days #CarFreeDays2019 #CarFreeDayMetroDC

Car Free Days



PARTNER PROMOTIONS
Hashtags Used: #CarFreeDay #CarFree Days #CarFreeDays2019 #CarFreeDayMetroDC

Car Free Days



PARTNER PROMOTIONS
Hashtags Used: #CarFreeDay #CarFree Days #CarFreeDays2019 #CarFreeDayMetroDC

Car Free Days



PARTNER PROMOTIONS
In September, Clean Air Partners focused on promoting alternative transportation and Car Free Days as part of Commuter 
Connections’ sponsorship.  Social media posts garnered more than 8,250 impressions on Twitter.  An email blast was also sent 
to 7,000 subscribers to promote the event.  Clean Air Partners Ambassador teams also conducted grassroots outreach at ten 
farmer’s markets in DC, Maryland, and Northern Virginia and highlighted the Car Free Days event.

Car Free Days



AMERICAN UNIVERSITY 
Hashtags Used: #CarFreeDay #CarFree Days #CarFreeDays2019 #CarFreeDayMetroDC

Car Free Days



RIDESHARING



● Increased focus on GRH as a benefit to those who Rideshare

● Promote the use of incenTrip mobile application

● Promote ‘Pool Rewards 

● Continue use of creative from spring FY19

● Campaign Live: October - December 2019

FY20 FALL STRATEGY Rideshare



● $54,963.60 Fall Spending

FY20 MEDIA BUDGET Rideshare



FY20 FALL RADIO Rideshare



FY20 RADIO SPOTS Rideshare

:30 second

Why Rideshare? 
Why not? (Bob)

Why Rideshare? 
Why not? (Jane)



FALL RIDESHARE CREATIVE APPROACH Rideshare

Why Rideshare? Why not?



FALL VIDEO: YOUTUBE Rideshare

Click here to view video

https://www.youtube.com/watch?v=PXMwCYyz9Ek


FALL DIGITAL ADS Rideshare



STATE OF COMMUTE PRESS RELEASE State of the Commute



STATE OF COMMUTE EARNED MEDIA State of the Commute

1. NBC4: Study Identifies the Happiest Commuters in DC Region
2. WTOP: Solo drivers are dumping cars; more commuters take transit or telework
3. WAMU: Most People Spend 43 Minutes Commuting, Plus 9 Other Facts From ‘The 

State Of The Commute’
4. Curbed DC: Driving alone remains the most popular way of commuting in the D.C. 

area
5. Maryland Matters: Survey Shows Fewer D.C.-Area Commuters Are Driving Solo
6. Prince George’s Community Television: CTV News 9/18/19
7. WUSA 9: Here’s what’s making crippling DC commutes slightly better, according to 

a new survey
8. ArlNow : Morning Notes

https://www.nbcwashington.com/news/local/Study-Identifies-the-Happiest-Commuters-DC-Region_Washington-DC-560714342.html?akmobile=o?akmobile=o&appVideoHub=y
https://wtop.com/dc-transit/2019/09/solo-drivers-are-dumping-cars-more-commuters-are-choosing-to-take-transit-or-telework/
https://wamu.org/story/19/09/18/most-people-spend-43-minutes-commuting-plus-9-other-facts-from-the-state-of-the-commute/
https://dc.curbed.com/2019/9/19/20873247/dc-commuting-traffic-driving-metro-transportation-survey
https://www.marylandmatters.org/2019/09/18/survey-shows-fewer-d-c-area-commuters-are-driving-solo/
https://www.youtube.com/watch?v=psEdiYQUd_Y
https://www.wusa9.com/article/traffic/survey-teleworking-could-fix-dc-metro-area-traffic/65-6a42ea00-ce4a-4a44-93b0-d8b58b252fb7
https://www.arlnow.com/2019/09/20/morning-notes-2235/


STATE OF COMMUTE EARNED MEDIA State of the Commute

“In fifteen years, driving alone has dropped 13%. Those 
in charge of the survey say the reason is simple: 

teleworking.”

“The happiest commuters are the cyclists and the 
walkers because they don’t have to commute as far and 

they feel like they are on top of the world.”









GUARANTEED RIDE HOME



● Increase focus on GRH as a unique benefit offered                                                  
by  Commuter Connections

● Continue use of creative from spring FY19

● Campaign Live: October - December 2019  

FY20 FALL STRATEGY Guaranteed Ride Home



● Washington, DC 
GRH $494,169.70 
fall spending

FY20 GRH MEDIA BUDGET Guaranteed Ride Home



FY20 FALL GRH RADIO Guaranteed Ride Home



FALL RADIO ADS
:30 English radio spots

Don’t Freak Out!
(Male) Don’t Freak Out!

(Female)

GRH Baltimore



FY20 FALL GRH STREAMING TV Guaranteed Ride Home



NBC4 DIGITAL ADS Guaranteed Ride Home



● Facebook Live (Runs 5x weekly)

● Podcast :30 Commercial

● Ticker Messaging

● Homepage Takeover

● Newspage Takeover

● Display Advertising  (1 million impressions)

● Good Day DC Page Sponsorship

FY20 FALL GRH DIGITAL Guaranteed Ride Home



FOX 5 DIGITAL ADS Guaranteed Ride Home



FY20 FALL GRH NATIVE ARTICLES Guaranteed Ride Home



● $24,918 fall spending

FY20 GRH BALTIMORE MEDIA BUDGET GRH Baltimore



FY20 FALL GRH BALTIMORE RADIO GRH Baltimore



FY20 CREATIVE APPROACH
Don’t Freak Out!

GRH Baltimore



FALL GRH VIDEO GRH Baltimore






FALL GRH VIDEO Guaranteed Ride Home

Click here to view video

https://www.youtube.com/watch?v=ydxXltLI6jM


FY20 SPRING UMBRELLA 
CAMPAIGN DEVELOPMENT



July 2019

Aug 2019

Aug 2019

Sep 2019

Oct 2019

Oct 2019

Nov 2019

Dec 2019

Jan 2020

Feb 2020

● Review Trends, Research, and Results from Previous Campaigns

● Conduct Reg TDM Marketing Group Creative Input Survey

● Develop and Post Marketing Communications Plan & Schedule

● Present Spring Umbrella conceptual approach themes at Regional TDM 
Marketing Group Mtg

● Concepts Presented to Funding Agencies

● Concepts Presented to Marketing Workgroup

● Refine, Develop and Finalize Creative

● Negotiate Media Buys

● Produce and Distribute Creative

● Campaign Goes Live

FY20 FALL SCHEDULE Spring Umbrella



RIDESHARE MARKETING Spring Umbrella



COMMUTER CONNECTIONS 
BRAND POSITIONING 

Spring Umbrella

BALANCE INDIVIDUAL & 
COMMUNITY NEEDS

SECURE & PROTECTS 
PRIVACY

PROVEN, TRUSTED 
NETWORK

REDUCE SOVs SUPPORTS MULTI MODAL 
OPTIONS

EQUALITY & RESPECT FOR 
ALL

REGIONAL PRIORITIES 
CONSIDERED

SYSTEMS TO SUPPORT 
SAFETY RESULTS



Commutes come in all different flavors; 
Let Commuter Connections get you 
home with its many programs. It’s a 

piece of cake to sign up! 

Brand Values: Proven, Trusted Network, 
Supports Sustaining All Options

RIDESHARE - CONCEPTUAL APPROACH Rideshare

Be in charge of the commute mode you 
take! Let Commuter Connections design 
your commute with all the services we 

provide. 

Brand Values: Equality & Respect For All 
People, Balance Individual & Community 

Needs

With so many options and so many 
benefits, no matter how you spin you're 

always a winner with Commuter 
Connections programs. 

Brand Values: Secure & Protects Privacy, 
Regional Priorities Considered



SPRING SELECTED CREATIVE APPROACH Rideshare

With so many options and so many benefits, no matter how you 
spin you're always a winner with Commuter Connections 
programs that fit your commuting needs and rewards that add 
up - That's a Big Deal! Sign up for Commuter Connections today, 
it’s free!

Brand Values: Secure & Protects Privacy, Regional Priorities 
Considered



GRH - CONCEPTUAL APPROACH Guaranteed Ride Home

When you choose an 
alternative commute twice a 
week or more, you’re eligible 
to step in to benefits that fit 

your commuting needs

Brand Values: Actually Reduce 
SOVs

Search for a better way to 
commute that gives you 

confidence

Brand Values: Proven, Trusted 
Network

Reduce congestion, improve air 
quality and use alternative 
forms of travel to and from 

work. Why Ride Alone?

Brand Values: Actually Reduce 
SOVs, Real Results, Proven, 

Trusted Network

Switch to alternative modes of 
travel and plug into a bunch of 
benefits including a free ride 

home!

Brand Values: Supports 
Sustaining All Options



Guaranteed Ride HomeSPRING SELECTED CREATIVE APPROACH

Change the way you commute and get benefits such as Guaranteed 
Ride Home.

Guaranteed Ride Home is top of mind to help you use alternative 
forms of travel to and from work (other than driving alone), this can 
help you as a commuter make that switch. Why Ride Alone?

Brand Values: Actually Reduce SOVs, Real Results, Proven, Trusted 
Network



Review and analyze
● Marketing Communications Plan
● 3rd party media data
● Reach & frequency of target demographics  for 

each
Analyze
● Cost/value proposition of each option 

Reality check
● Does it make sense?  

Negotiate
● Evaluate and negotiate best terms  

Purchase media
Run campaign  
Evaluate results

MEDIA SELECTION PROCESS



incenTrip



OBJECTIVES & STRATEGIES incenTrip

● Promotion of incenTrip, an app that helps 
commuters choose the best travel options 
to reduce traffic congestion and improve 
air quality 

● Fall Spending: $19,925.00

● Campaign Live: October – December 2019 



INCENTRIP FY20 MEDIA BUDGET (NET) incenTrip

● Fall Spending: $19,925.00



CREATIVE APPROACH incenTrip



MEDIA ADVISORY + PRESS RELEASES incenTrip



EARNED MEDIA PRESS incenTrip



‘POOL REWARDS 



● Promote benefits & encourage registration 

● Use Social Media 

● Leverage FY 2019 Creative Approach

● Campaign Live: November - December 2019

OBJECTIVES & STRATEGY ‘Pool Rewards



● Fall Spending $15,490.60

‘POOL REWARDS FY20 MEDIA BUDGET (NET) ‘Pool Rewards



CREATIVE APPROACH ‘Pool Rewards



VIDEO ‘Pool Rewards






BIKE TO WORK DAY



Bike to Work DayOBJECTIVES & STRATEGY

Sponsorship Campaign: 

November 2019 - January 2020

Poster Creative Concepts Development: 

December 2019



2020 EMPLOYER RECOGNITION 
AWARDS 



● 2020 Theme: LEADING THE WAY

● Recognize employers who deliver outstanding and 
measurable commuter benefits and/or telework 
programs 

OBJECTIVES & STRATEGY Employer Recognition Awards



NOMINATION FORM SELF-MAILER Employer Recognition Awards



SCHEDULE Employer Recognition Awards

SEP Form Awards Workgroup
OCT Develop concepts
OCT Selection by Workgroup 
NOV Develop brochure and nomination form
DEC Mailing to level 3 & 4 employers in database
DEC Nomination period begins

JAN    Email blast to level 3 & 4 employers in database
FEB    Nomination period ends
MAR  Selection Committee meets
APR Develop program booklet, invitations, video, and other materials
MAY   Media coordination
JUN    Employer Recognition Awards ceremony
JUN    Print ad



EMPLOYER NEWSLETTER



● Report on relevant TDM news

● Promote Commuter Connections services and special events

● Print Publication and E-Newsletter reaches

○ Employer Transportation Coordinators

○ Committee members

○ Other TDM stakeholders

○ Federal ETC’s (w/insert)

OBJECTIVES & STRATEGY Newsletter



SUMMER EDITION Newsletter



FALL EDITION Newsletter



THANK YOU
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