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Vital Few Objective:

Strengthen existing customer
relationships by improving our
customer’s overall riding experience.
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Satisfaction with Service

Satisfaction ratings range for
97% to 70% . Steps taken to
improve ratings for both Bus
and Red Line service.

Satisfied Dissatisfied No Opinion

Trolley Paratransit CSU Line HealthLine Park-N-Ride Light Rail Red Line W Bus
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Would Refer Others to RTA

Overwhelmingly, our
customers are very willing
to refer others to RTA.

Would refer Would not refer No Answer

CSU Line HealthLine Park-N-Ride Green Line Blue Line Red Line
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Vital Few Objective:

Maximize ridership growth targeting
work trip commuters, millennials,
special event riders.
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Targeting Work-Trip Commuters

Inner Thoughts Campaign

Media - TV, Radio, Digital
5-Week Schedule
Target Audience —
Young Professional
Commuters

Ready to Ride
Direct Mail Campaign — Targeting Program

CSU Line and #135 North Royalton
routes
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Targeting Special Event Riders

July 4t Family Fest St. Patrick’s Day

The Feast

Cleveland
International Film
Festival

Greater Cleveland Regional Transit Authority @




Targeting Special Event Riders

Cavalier Basketball Browns Football

Tribe Baseball
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Targeting Millennials

Summer Tour Events — Wade Oval Wednesdays,
Edgewater Live & Tribe Baseball
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Targeting Millennials

Student Advisory Council Search the City Scavenger Hunt

Brite Winter Festival Bike to Work Day Sponsorship
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Targeting Millennials
Digital Advertising

Used Sweepstakes to Hook Audience; Discounts to Engage.
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2016 Marketing Campaign
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2016 Marketing Campaign

Objective: Build awareness of the “| Go RTA”

campaign in order to educate potential riders on
the benefits of RTA and encourage trial to ride
Instead of drive.

Target Audience: College students, young
professionals and young families

Time Frame: May — October
Media: Cable TV, Radio, Digital, Direct Malil
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Partnership decal
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Target Audiences

Both young families and young professionals are among the heaviest users of the internet and
among the lightest users of newspaper and TV. Radio use remains strong with both audiences over
indexing as medium and heavy radio listeners.

Internet use is a given for these audiences, but mobile usage continues to demand more of people’s
time.
— 93% of Young Professionals use their mobile phone to access email, internet, etc. and 77% of
parents with children ages 2-17

Both audiences are more likely to spend 1-2 hours per day on social media and parents are more
likely to spend 3+ hours per day.

Video content is very popular, especially on mobile devices

— Young professionals are 135% more likely to watch video clips on a smartphone and parents
are 66% more likely
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Strategy & Approach

Strategy

Reach parents and young professionals where they are spending time in digital channels: social, mobile, display and video.
Building awareness however they choose to interact digitally.

Tactic

Facebook Advertising

Twitter Advertising

Pre-roll Video

Display Advertising

Display — Direct Mail Tie-in

Start

5/16

End

9/25

10/30

Approach Estimated Budget Allocation

Utilize Facebook’s precise targeting and high
engagement to drive clicks and expand the reach of $20,000
the campaign through social sharing

Target followers of campaign partner and
Cleveland-focused accounts to reach users $10,000
engaged with local events and culture

Expand the power of video into the digital realm
with advertising before users actively viewing $22,500
content

Maximize campaign reach across the web with

targeted display advertising $16,500

Amplify the direct mail message with targeted
display advertising geo-targeted to locations with $6000
recent direct mail drops

Total Estimated Budget $75,000

Total Estimated Impressions 7,361,232
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Social Advertising

* Ads appear in the desktop and mobile newsfeeds
» Targeting by geography, demographic,
behavioral and interest
Link Ads, Video ads and

All ads feature Facebook’s engagement
features: likes, shares and comments

70% reach among Young Professionals and
67% among Parents

Estimated Impressions = 2,500,000
Estimated Clicks = 8,750
Estimated Social Engagements = 3,650
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Social Advertising

* Ads appear in the desktop and mobile newsfeeds

* Targeting people who follow campaign
partner accounts and Cleveland specific
accounts in targeted zip codes

All ads feature Twitter’s engagement
features: favorites, replies and retweets

236 usage index for Young Professionals and
131 for Parents

Estimated Impressions = 869,565
Estimated Clicks = 4,350
Estimated Social Engagements = 700
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Pre-roll Video

* Pre-roll advertising runs across the web before a
user watches a video. Ads are targeted to parents
and young professionals.

» Desktop, mobile and tablet

e 15 recommended because it runs on
unskippable inventory

Driver of recall and higher CTRs because of
the longer time spent with content

Reaches audiences wherever they are
choosing to view video content

Estimated Impressions = 1,125,000
Estimated Clicks = 3,940
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Display

» Display ads run across the web reaching targeted
users and building cost efficient reach and
frequency.

» Desktop, mobile and tablet

e Opportunity to tap into private deals with top
local and national sites

Retarget site users across devices to expand
the message from desktop to mobile

Estimated Impressions = 2,200,000
Estimated Clicks = 2,200 Clicks
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Display — Direct Mail Tie-in

To amplify the effect of direct mail we will work with The
Trade Desk and Semcasting, a location based digital
targeting company, to serve display ads to the direct
mail drop zones the week of the drops.

* We provide Semcasting with the Direct Mail send
lists and they build out they build out a digital replica
we can serve advertising too
Activated 6x throughout the campaign to correspond
with the drops
Direct Mail considerations: Red Line, Cleveland
State Line, Lee-Van Aken, Little Italy, Cleveland
Heights (#9 & #7), #90F

Estimated Impressions = 666,667

Estimated Clicks = 667
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Streaming Audio

Pandora has the largest reach of any of the streaming
audio services and when looked at as another radio
station consistently performs at the top of most
markets.

Audio Everywhere serves across devices: Desktop,
mobile, tablet, connected TV, connected car

Less spots per ad block, leading to better SOV and
message retention

Ads run with 300x250 companion banners,
providing an opportunity to click-through after
hearing the message

Target 8% SOV Weekly & 4x Frequency
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2016 Media Flow Chart

AUGUST SEFTEMBER OCTOBER
GRaMD
8115 28] 85 [12]18 31017 TOTAL
CoL

PRODUCT MARKETING
£ o 74

-Cable
Spat Cable: pounger-skewing networks 35,000.00
[:15/15 bookends or back-to-back, PR/LF]

-Radio
WAKS 5E.5, wiial 104.1, WhMS 100.7, wkRE 52.3, £a.000.00
WwiEAR 93,5, WHLK 1065, WEMZ 107.9

[:15. M-F 7a-10p plus 5/5 Ba-6p, dayparted, 8=/ wk]

Pandara: A18-34, Cuyahoga County 38,000.00
[:15/30 audio + 2 display ads, 73% reach, 4« freq, 8% SOV weekly)

-Drigital
Social media, pre-roll video and display advertizing ¥5,000.00

-Drirect Mail
B drops tied in with digital advertizing, 1w/ month 43.000.00

GRAMD TOTALS: 259.000.00

Greater Cleveland Regional Transit Authority




Marketing Update

Operations Committee
April 5, 2016

Greater Cleveland Regional Transit Authority @




