Metro
Marketing
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Campaign Objectives
Take advantage of this unique period in
Metro’s history
Integrate bus & rail

Clear, compelling, clutter-free
messages

Works across all media
Emphasize quality of life issues
Provide return on investment (ridership)
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Metro Marketing Plan
Focus marketing communications
where capacity exists
Bus and bus-to-rail

Off-Peak and shoulders of the peak

— Late night and other off-peak
— Sports and events

Metrochek and SmartBenefits
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Metro Marketing Plan

» Technology Items
» SmarTrip
» Credit/debit
» E-commerce
» The Ride Guide
+ Web site
» Call Center

* Tourism

+ Green Line Opening




Metro Mafketing Plan

- 25th Anniversary
+ New residents




Campaign Theme &
Framework

. opens
metro doors

This 30 second tv spot was produced in January 2001 and has run on local
network stations as well as cable during the last year.



Opens
Doors

This 60 second radio spot expands on the copy in the tv spot and adds some
great sound effects. The newspaper ad has run in major daily papers and
papers targeting the suburban markets.



Metrobus

§:

We, in cooperation with our planning department and local transportation staff
members, selected 30 bus routes which will receive targeted promotions to
increase ridership. Promotional efforts include ads in local newspapers,
promotional brochures, outreach events and establishing partnerships with
apartment management firms, civic associations and businesses along each
route.
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New express bus service from one our Metrorail stations to Baltimore
Washington International Airport began in November. The new service was
introduced with this newspaper ad which ran in the Washington Post Travel
Section and in suburban newspapers.
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This is a sample of an interior bus card promoting the new service. One card
has been installed in each of our 1,400 buses. Interior rail cards with the same
copy were also produced.
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This promotional brochure, with maps and schedules, is distributed in our
stations, on buses, in hotels and by local businesses near our Greenbelt station.
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Here's The Combination
That Opens Doors
In Montgomery County:

Metrobus 38, J9, 14C, 14D, 0.
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Sample newspaper ad promoting five bus routes serving the same community,
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Los Angeles has |
worse traffic. |

New Aren’t you glad

Washington has |

Residents " etor
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The Washington, DC region has a high turnover rate and we want to reach new
residents with information about the system as soon as they arrive. This ad
runs in a number of NewComer Guides.



Washington Post New Mover
Program
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We have a shared cost direct mail program with the circulation department of
the Washington Post to reach new residents. 25,000 pieces are mailed each
month to new residents of MD, VA and DC. The envelope features a full
color photo of Metro. More information is presented inside along with a copy
of the Metrorail Pocket Guide.



it’s nmot whether you win ar lose.
It’s how you get io the game

Mi

Professional sports in Washington offer us the opportunity to increase our off-
peak bus and rail ridership. The Redskins, Capitals, Wizards, Mystics, DC

United and Washington Freedom all play at facilities served by bus and/or rail.

The “Fan” appears on the Jumbotron scoreboard in the MCI Center during
games. The “Play” ad appears on the wallet sized season schedule for
Georgetown University.
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Radio, newspaper ads and a promotional brochure all encourage residents of
the region to think Metro for more than just commuting.

17



Off-Peak

The National Zoo, with our new pandas, is a major attraction for tourists and
residents. This ad ran the day that the pandas were introduced to Washington.
We have two rail stations and a number of bus routes serving the main
entrance of the zoo.
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Last year we extended our operating hours on Friday and Saturday nights from
| am. to 2 am. Newspaper ads, radio and bus and rail posters all target
Adults 21-34
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This poster in rail stations encourages movie goers to keep going til 2 a.m.
after the movie. This is also a cinema slide which is on the screen in over 75
theaters prior to the beginning of the movie.



Research shows that urban adults 18-34 are a prime target for Friday and
Saturday nights. How do you reach the younger generation? Go where they
go. These posters appear in restrooms in bars, saloons and restaurants. You

will find the poster on the left in the ladies room and the one on the right in the
men’s room.
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Another example of cinema slides
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Late Night
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Match books are made available to bars and restaurants.
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MetrocheleBenefits
mu

Get your employees
moving_with Metrochek.
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This newspaper ad targeting employers promotes the benefits of businesses
offering the transit benefit, Metrochek, to employees either as a paid benefit or
a payroll deduction.
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Brochure explains the new Metrochek/SmartBenefits program which makes 1t
even easier for employers to offer Metrochek to their employees.



Give Us A Litile Time.
We'll Save You A Little Maney.

At Metro's Free SmartBenefits Seminars

S Metrochek, 3 tranet benefit program, 55 the best way
0 give ¥our cmpiayees 3 [ift to work. In Jaruary
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We hold a series of seminars to explain the “ins and outs” of administering the

Metrochek program.



doors to new
communities
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We introduced new bus routes when we opened the new green line stations
and offered free rides for a week to get residents to give us a try.
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For five bucks, th
Cis yours fo conGUer:

Over 21,000,000 tourists visit Washington each year and we offer them a one-
day unlimited rail pass for just $5. The ad on the left runs in an international
publication and has information in eight languages. The ad on the right runs in
publications distributed by hotels to reach tourists once they are in
Washington.



Tourism
Convention
Pass

This year we introduced a convention pass for groups having meetings in the
Washington, DC region. Meeting planners can get passes for their delegates
covering two, three or four days. 34% of visitors to our market are either
business or convention travelers. These ads run in publications targeting
meeting planners.
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This year we celebrated the 25% Anniversary of Metrorail service. We created
this logo to help promote anniversary events and activities.



Special
Events

Special events were held at stations throughout the day to celebrate the
anniversary.
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Post September 11, 2001

- AM & PM peak have recovered

. Weekday evenings (after 7PM) have
recovered

. Late night (Friday & Saturday) has
increased
+ 26% in October
+ 21% in November
+ 20% in December

Le

While still below our budgeted ridership numbers, we are above the same time
period vs. a year ago during peak and weekday evenings.



Ridership Down

« -16% in October
« -11% in November
* -15% in December

Weekday midday ridership has not recovered. Business travel and tourism
numbers are way down vs. a year ago and it has affected our ridership. Hotel
occupancy is running at about 60% vs. about 85 to 90% a year ago. Restaurant
business is down. Many shift/service workers have been laid off. Visits to
Smithsonian museums is down 46% vs. a year ago.
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Ridership Down

« -4% in October
e -8% in November
* +19% in December

For the first eight months of 2001 our weekend ridership was 13% higher than
the previous year. In September we were 7% below the prior year. The first
two weeks of December are encouraging with ridership running 19% above a
year ago.
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Efforts to Increase Off-Peak
Ridership

10 live reads during traffic reports

Off-Peak print ad and distribution of off-

peak brochure

:60 off-peak radio, “That Sound”

« Sports marketing package with
Washington Wizards and Capitals to
promote taking Metro to games (direct
mail & radio)
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Efforts to Increase Off-Peak
Ridership

» Cinema slides

» Restaurant and holiday promotions with
Washington Convention and Tourism
Corporation

« Georgetown University men’s basketball
sponsorship
—radio and print

To continue to increase late night ridership, we are running the movie theater
slides. We have joined forces with the Washington Convention and Tourism
Corporation to promote a week long restaurant discount promotion where
participating restaurants offered three course luncheons and dinners for $20
and $30.

Ongoing promotion with Georgetown University to promote taking Metro to
the MCI Center for basketball games.



Efforts to Increase Off-Peak
Ridership

. Free fare weekend in October 2001
« Promotions with:

Disney on Ice

Museum of Natural History

Museum of American History

BB&T Basketball Classic

Norwegian Christmas at Union Station
2001 Hispanic Consumer Expo
Washington Auto Show

Washington International Horse Show

|

Efforts to get residents to get out again included a free ride weekend in
October. Ridership for the weekend was 3% above the same weekend last
year.

We have also co-promoted taking Metro to a variety of events at either the
MCI Center or at the Convention Center.

We provide ad space in our trains and stations promoting the event and the
event sponsor includes Metro in all their print, radio and television advertising.



Avg Ridership

Metrorail

Average Late Night Ridership
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> *December figures for

first 2 weekends only

Prior to 9/11 our late night ridership was taking off —34% growth in July and

29% 1n August.
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Metrorail

Average Weekend Ridership

600,000

Average Ridership

Jan2000-  Jan2001- Sep-00 Sep-01 Oct2000-  Oct2001- *December figures for
Aug 2000 Aug 2001 Dec 2000 Dec 2001 first 2 weekends only

Month/Year

Average weekend ridership was up 13% for the first 8 months of the year.
September dropped 7% below a year ago. October through the first two weeks
of December show that we have rebounded, but are 12% below the increases
we had averaged over the first 8 months of 2001.
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Avg Ridership
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Metrorail

Average Weekday Ridership

Jan 2000- Jan 2001-  Sep-00 Sep-01  Oct2000- Oct 2001 - ‘December figures
Aug 2000  Aug 2001 Dec 2000 Dec 2001 o firsl 2 weekends

Month/Year

Average weekday ridership has increased by 5% vs a year ago, but is 4%
below what we had averaged prior to 9/11.
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Avg Ridership

January-
August
2000

Met'rou

Average Weekday Ridership

January- Sep-00 Sep-01 October-  October-  pacamber figures
August MNovember November for first 2 weekends
2001 2000 2001 only

Month/Year
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