Optimizing,
Evaluating, and
Using Social, Digital,
and Mobile
Marketing for
Transit and TDM




:r(' trend —

) , digital
















Now, brands are shaped by Word of Mouth and what they say about us
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PORTLAND
TRIMET

Background

TriMet provides bus, light rail
and commuter rail service in
the Portland, Oregon region.

TriMet's Brand Position is
strongly rooted in the
Portland community:.

They are the 24th largest U.S.
metro area, but 11th in
transit ridership.

TRIGMET
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PORTLAND
TRIMET

Challenge

With 6% of ridership being school
trips, TriMet wanted to expand its
efforts to keep school-age kids safe
around and on the TriMet System.

With increasingly distracted
pedestrians combined with young
people's attention spans becoming
shorter and shorter in today's digital
age, the existing youth safety materials
were outdated.

TriMet was tasked to develop a fresh,
new, engaging approach to youth
safety.



a4 H B
Z Z 2
1 H B
7 ~ ~




L
Y
w
o
O |
D
4




PORTLAND
TRIMET

Results

Pulsar achieved TriMet's vision of fresh,
modern and engaging youth safety
communications, fully produced with a very
cost-efficient budget.

We also recommended ways to extend
characters in experiential communications
to further engagement among a wider youth
audience.
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UBER

Background

Uber expresses their
Brand Position while
showing us why we
should use their
service, as well as
why we should work
for them.

Uber
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WHAT ARE USERS UP TO?

Time spent with digital media "

will overtake traditional media this year,
driven by digital video consumption.
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driven by digital video consumption.

A

[[  Digital | Traditional

12:03  12:07 1208  12:09 1211

2016 2017 2018 2019 2020 0% 100%

Average Time Spent per Day with Media Among US Adults (hrs.mins) Digital'’s Share of Daily Time Spent with Media Among US
Adults, 2018 (% of total)



Adults, 2016-2020

Average Time Spent per Day with Major Media by US

hrs:mins

2016 2017 2018 2019 2020
Digital 345 6:03 619 631 641
—mobile (nonvoice) 308 325 337 3:46 3:52
—Audio 0:43 0:48 052 055 0:58
——>5ocial networks 0:34 0:41 .44 0.47 0:49
—Video* 031 0:34 0:38 0:a1 0:43
—0ther 1:10 1 1:13 1:13 113
—Desktop/laptop** 205 202 200 158 1:57
—\fideo* 0:24 0:24 0:24 0:24 0:23
——>5ocial networks on 0:10 009 009 0:09
—Audio 0:07 007 0:06 0:06 0:06
—0ther 1:24 12 1:20 1:20 119
—Other connected devices 031 0:36 0:42 0:47 051
Tywas 4:05 3:56 3:45 3:36 b 3 3 |
Radio*** 127 125 123 122 11
Print*** 025 023 021 020 020
—Naewspapers 014 013 012 on 0:11
—Magazines 011 010 009 009 009
Other** 021 020 020 019 019
Total 12203 12207 1208 1209 1211

i
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WHERE IS THE MONEY GOING?

“0‘ Y

Digital Ad Spending in the US, 2018-2023
billions, % change and % of total media ad spending

$201.83
$187.77

$172.29
£151.29
$129.34

2018 2019 2020 2011 2022 2023

Bl Digital ad spending
B % change % of total media ad spending



Digital Ad Spending in the US, 2018-2023
billions, % change and % of total media ad spending

$201.83
$187.77

$172.29
$151.29
$129.34

2018 2019 2020 2021 2022 2023

M Digital ad spending
M % change % of total media ad spending



n” il b

Digital Ad Spending in the US, by Format, 2019-2023
billions

2019 2020 2021 2022 2023
Display $70.06 $81.38 $92.53 $100.71 $107.91
—Video $36.01 $42.58 $49.02 $53.99 $58.39
—Banners and other*  $25.94  $30.20 $34.23 $37.12 $39.70

—Rich media $5.28 $5.44 $5.85 $6.00 $6.10
—Sponsorships $2.84 $3.16 $3.44 $3.60 $3.72
Search $53.73 $63.90 $73.31 $80.43 $87.15
Lead generation $2.59 $2.84 $3.05 $3.15 $3.24
S:fjgﬂ‘r’ig: and $219  $2.34  $2.49  $2.53  $2.56
Email $0.49 $0.55 $0.61 $0.65 $0.68
Mobile messaging $0.28 $0.28 $0.29 $0.29 $0.29

Total $129.34 $151.29 $172.29 $187.77 $201.83

St www.eMarketer.com
S G delide paR S0

. Conselho Directivo, 4 P,

Ciéncia €4 l'amdﬂt:-'________________
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WHAT'S MOST IMPORTANT
GOING FORWARD?

Voice Search

- 50% of all searches will be voice by 2020 per comScore.

+ Mobile voice searches are 3X more likely to be local-based
than text searches per Search Engine Watch.

- 40% of adults use voice search at least once a day according to
Location World.

- 46% of voice search users look for a local business daily
according to Bright Local.




When did you first start using voice
search/commands?

m&nhﬂ Between 6 months Bn-nﬂn! mzus Ilnrl'!-lar-:
and 1 year ago

Source: MindMeld 018
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GOOGLE TRENDS FOR "NEAR ME" SEARCHES

interest over time () + ¢ <
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THE USER EXPERIENCE IS CRITICAL

If content is not optimized, user will leave..

(&)

MOBILE USERS ARE .

FIVE TIMES MORE LIKELY TO T el T
ABANDON THE TASK

OF THE SITE IS @PTIMIZED FOR MOBILE

WILL SEARCH

FOR ANGTHER SITETO
COMPLETE THE TASK
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If content is not optimized, user will leave..

)

MOBILE USERS ARE
FIVE TIMES MORE LIKELY TO
ABANDON THE TASK
IF THE SITE ISN'T OPTIMIZED FOR MOBILE.

WILL SEARCH

FOR ANOTHER SITETO
COMPLETE THE TASK
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THE USER EXPERIENCE IS CRITICAL

of users reported they stopped
using an app due to poor performance and

deleted or uninstalled at least one mobile

app because of problems with its performance.

By 2020,
customer experience will overtake price
and product as the key brand differentiator.
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WHAT DO WE DO ABOUT IT?

alkinyour
mer's shoes
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. OVERVIEW

1 JLI_Et like digital "

See how audience

behaviors are changing

Social media still a
landscape that shifts
quickly

Understand Your
Audience

One audience may use
social media very differently
than another

They use different platforms
in different ways

TN

b Ll i
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E__ B
TRUE OR FALSE?

Social networking is free and
that's why it has grown so quickly
as a marketing channel
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R
WHAT'S CHANGED?

Social media networks are now more pay-to-play

Users are more . . Orgamc reach has
accepting of ads, and become more
are willing to difficult (and costly)

participate with them for brands

44.



HOW DO WE USE IT?

- Facebook provides best-in-class targeting capabilities for
any self-serve platform ®

- Behavior-based targeting is now accessible with limited technical knowledge

- Website analytics and customer lists (First-party data) is extremely valuable, and
Facebook allows you to capture & use this value

- Facebook makes money because they've created the best tools for advertising
online: lean into their system and let it work for you
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rE__ =
WHY DO YOU NEED TO USE IT?

You don't own your brand anymore, it is shaped by the
people who talk about it on social

Your audience is on social media, go where they are

The data you receive is crucial

It can be a very cost-efficient media outlet

46.



E 8§
WHAT ELSE CAN WE DO? .

SEM - Search Engine Marketing
GoogleAds is the next obvious option
- The approach is fundamentally different than social, but crucial to a well-rounded
digital advertising program
Search and display are the two most crucial components to the Google ecosystem
« Search is likely the most relevant to your audience
- Display is best for more broad-reaching retargeting efforts

47.



WHAT NOTTO DO

Google
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Nike.com | Nike Foctwear & Clothing | Shop The Latest From Nike

(] wewew ik comy? -

Afristen Ao the World, Whan Ane Vou feing To Do To Choss Vour Dresma? Discover the Laiest
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GoogleAds

Don't pay for a keyword that organically shows your brand in search results
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Google

nike 4 Q

All Shopping Hews Images Maps More Settings Tools

About 2,610,000,000 results (0.82 seconds)

Nike.com | Nike Footwear & Clothing | Shop The Latest From Nike

(Ad] www.nike.com/ =

Athletes Around the World, What Are You Going To Do To Chase Your Dreams? Discover the Latest
Gear for Men, Women, Boys, & Girls. Shop at Nike.com Today. Fast Shipping. Free Shipping For
Members. Free 30-Day Retums. Live Support Available. Types: Air Force 1, Cortez, Metcon, Air Max.
@ Mew York - 10 locations nearby

Nike Epic React Flyknit 2 Nike Best Sellers

Defying Gravity Shop Our Best Selling Shoes, Gear
With Our Newest Running Technology. & Clothing. Available Mow at Nike

Nike Air Force 1 Nike Summer Shop

Iconic Style. Fresh Details. Gear Up For Festival Season With

Shop the Legendary Air Force 1. The Festival Outfit Collection

Nike. Just Do It. Nike.com

https:/fwww.nike.com/ =

Nike delivers innovative products, experiences and services to inspire athletes. Free shipping and
returns on every order from certain countries with NikePlus,

United States Men's
Experience sports, training, shopping Shop Nike.com for men's shoes,

Nike <

Footwear manufacturing
company

@ nike.com

Nike, Inc. is an American multinational corporation that is
engaged in the design, development, manufacturing, and
worldwide marketing and sales of footwear, apparel,
equipment, accessories, and services. The company is
headquartered near Beaverton, Oregon, in the Portland
metropolitan area. Wikipedia

Stock price: NKE (NYSE) $84.87 +0.86 (+1.02%)

May 16, 12:02 PM EDT - Disclaimer

Customer service: 1 (800) 806-6453

Headquarters: Beaverton, OR

Subsidiaries: Converse, Hurley Intemnational, NIKE Flight,
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Nike.com | Nike Footwear & Clothing | Shop The Latest From Nike

(Ad) www.nike.com/ ¥

Athletes Around the World, What Are You Going To Do To Chase Your Dreams? Discover the Latest N ike <:

Gear for Men, Women, Boys, & Girls. Shop at Nike.com Today. Fast Shipping. Free Shipping For _

Members. Free 30-Day Retums. Live Support Available. Types: Air Force 1, Cortez, Metcon, Air Max. P S &
@ New York - 10 locations nearby g e

Nike Epic React Flyknit 2 Nike Best Sellers
Defying Gravity Shop Our Best Selling Shoes, Gear @ R
With Our Newest Running Technology. & Clothing. Available Now at Nike
Nike Air Force 1 Nike Summer Shop e e
Iconic Style. Frash Details. Gear Up For Festival Season With ""“":‘“"' s cabign, Savslopamant. nsnitenering,
Shop the Legendary Air Force 1. The Festival Outfit Collection MO NUNEELIRY SEILl S 0 SO, -
equipment, accessories, and services. The company is
headquartered near Beaverton, Oregon, in the Portland
- Nike. Just Do It. Nike.com metropolitan area. Wikipedia
R S a——— _ I o Stock price: NKE (NYSE) $84.87 +0.86 (+1.02%)
Nike delivers innovative products, experiences and services to inspire athletes. Free shipping and May 16, 12:02 PM EDT - Disch

returns on every order from certain countries with NikePlus,
Customer service: 1 (800) 806-6453

United States Men's Headquarters: Beaverton, OR
Experience sports, training, shopping Shop Nike.com for men's shoes, Subsidiaries: Converse, Hurley Intemnational, NIKE Flight,
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HOW DO WE KNOW IT'S WORKING?

When deciphering a campaign’s performance, we look at two elements:

--

51.



N1
HOW DO WE KNOW IT'S WORKING?

Ad
Performance

f

S Sk

¥

LR e | e Ew— A FE 2 N B e -

using the “Breakdowns"” feature - this will tell you all the statistics
you need to know at a glance, broken down by a number of criteria
including device type (desktop, phone, tablet, Apple vs. Android,
etc.), age, gender, location, or time of day (among others).



HOW DO WE KNOW IT'S WORKING?

Crucial stats to measure ad performance:

Note that while there are
benchmarks for performance,
it varies significantly across
industries and campaigns.
You should define what
success means for each of
these, or use each campaign
as a benchmark.
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HOW DO WE KNOW IT'S WORKING?

Crucial stats to measure site performance:

Viewing how users who have
gone through a paid
campaign vs. organic traffic
will inform how to evaluate
your own site: how can you
keep users on your site
longer? Are there pages that
could be A/B tested? Is there a
feature or component that's
missing in the user’s journey?

4.



e
WHAT DOES THIS ALL MEAN?  -Lots of details
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SOCIAL MEDIA :’
DEVELOPMENT >~

RIDE SOLUTIONS i | l
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o WHAT IS RIDE SOLUTIONS? &

Transportation Demand Management agency
- Promote alternatives to SOV travel like transit,
carpool, bike, walk, and telework

- Essentially a marketing agency for
transportation choice i RIDE

Connecting the Region's Commuters 3
: —

60.



WHAT ARE OUR GOALS?

- TDM goals vary by region.

Economic
Development

Quality Mobility

of Life

61.



WHO DO WE SERVE?

Transit Agencies We Assist

+ Valley Metro (Greater Roanoke
Alleghan S Transit Company)

Hiighlands - Smart Way Bus
- Greater Lynchburg Transit
. Company (GLTC)
‘New River ; - Blacksburg Transit
Valley - ~ - Radford Transit

« Pulaski Area Transit

+ Danville Transit

West Piedmont « Piedmont Area Transit
' - Mountain Express

62.



¥
WHY SOCIAL MEDIA?

E N

Small Program, Small Budget, Big Needs
- Staff: 1 FTE, 4 PT across four regions
- Area size of Massachusetts with varying mobility needs
- ~$100k marketing budget doesn't go far

T T
‘\ .. . ; Branding and Awareness

- Between 2001 and 2006, four different directors with four different visions
- Needed to establish and communicate a coherent, consistent identity for the program
« Community needed to trust our services and understand our goals

1
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HOW DO WE USE SOCIAL?

. Decide on a personality that will guide
your social shares and content, and
define how your audience sees you.
Woice may be somewhat platform
dependent, but we try to be consistent
across platforms as much as possible.

i Our case: Local, neighborly, a little
irreverent, proud of our community and its
accomplishments, aware of its past and
where it needs to go better.

64.



Voice

. Decide on a person;
your social shares ar
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Voice

 Decide on a personality that will guide
your social shares and content, and
define how your audience sees you.

. Voice may be somewhat platform
dependent, but we try to be consistent
across platforms as much as possible.

. Our case: Local, neighborly, a little
irreverent, proud of our community and its
accomplishments, aware of its past and
where it needs to go better.

66.
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S
SUCCESSES

» Despite not using social as a direct sales platform, Facebook is still
our #2 referrer after Google to the website .
- Activity on social regularly impacts our traditional media pick-up - often
reporters reach out to us prompted by social media post to do follow-up stories
- Be careful you don't conflate media attention with reach - traditional media
is highly fragmented and doesn't go where it used to go
- Awareness in the region has increased; people are generally aware who we
are and what our goals are.
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"I had no idea you were
a government agency."

John Bryant, Roanoke B
Natural Foods Co-Op
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CHALLENGES
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4“ RIDE Solutions &
‘, Publshed by Jeremy Holmes (7] - Apnl 2, 2018 - @

EXAMPLE

Page  iniea  Moificionsl iighs Pusisting T Ad Gttt Moe = Ssmings  Hep - We're sorry to report thal a large armount of the equipment for this week's
planned bikeshare expansion was stolen from our assembly area over the
weekend. We are curmently working with the Roanoke City Police to
determing if we can track down the thieves and recoves the materials. We
will share more information as it becomes available, but unforunately this
will cause a delay in our expansion planned for this Wednesday,

Thie missing pieces look like the components in the attached photo. If you

Hhave any information on he stolen bikeshare equipment pleass contact the
RCPD at 540-853-2211 or the Crime Tips line at 540-344-8500.

Thank you for your understanding and we'll share more information as it
becomes available.

s b, Undoxbarsieky o bt
s ek beyord repset d
[T ——— e ——
e agulens el fown, gl e
Y ——

[
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Page Inbox Notifications [ Insights Publishing T... Ad Center More

Settings Help »

Wiriter By Bus

Roanoke
@writerbybus

Services ple Liked = =\ Following = & Share
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ndesolutionsva

Feshiburn Park

ridesolutionsva Looks like someone
had a @zagsterbikeshare adventure
this weekend. Thanks to @jmgillespie
for giving us a heads up on this
missing bike. Unfortunately, the bike
was wrecked beyond repair and will
have to be replaced. If you see rogue
ragsters around town, please drop us
a line at info@ridesolutions.org or DM

us. And please make sure your bike is
securely locked when you end your
rental 5o no one can have an
adventure of their own on your dime!

bikerjen73 Can you check the
record of who checked out a

n specific bike or are they tagged

all . s i

eQd

@ Liked by marleerrich and 35 others
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*a RIDE Solutions ®
\r Published by Jeremy Holmes April 2, 2018 - @

STOLEN BIKESHARE STATIONS

We're somry to report that a large amount of the equipment for this week's
planned bikeshare expansion was stolen from our assembly area over the
weekend. We are currently working with the Roanoke City Police to
determine if we can track down the thieves and recover the materials. We
will share more information as it becomes available, but unfortunately this
will cause a delay in our expansion planned for this Wednesday.

The missing pieces look like the components in the attached photo. If you
have any information on the stolen bikeshare equipment please contact the
RCPD at 540-853-2211 or the Crime Tips line at 540-344-8500.

Thank you for your understanding and we'll share more information as it
becomes available.

navas Looks ke scmeons
Bl bekeshare advrbure
wd Tharks to @jmgllegie_
i hesachs ug on this.

. Unfortunatety, the bile
il beyond repain and will
eoplaced. If you e rogue
surd Nown, pleass drop us
i@ricdesolyticrs. ong or Dk
s eruakens e yene bike i
Joed when you e yous
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THANK YOU

Jeremy Holmes

M.“’.(E Davls.. . S erghf: . Director of RIDE Solutions
Digital Media Director  Sr. Strategic Marketing Planner

, - Roanoke Valley-Alleghany
Butler/Till Pulsar Advertising ikl Cmp it
585-274-5163 703-801-9758 8

866-424-3334

mdavis@butlertill.com jwright@pulsaradvertising.com jholmes@rvare.org
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