Marketing Workbook for Indiana=s 

Transit Awareness Week

September 16-22, 2001
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Free 

AYour Ride is Here@ 

Promotional Items for Indiana 

Public Transit Systems

Order from Betsy Kachmar, Indiana RTAP

825 E. 8th Street, Bloomington, IN  47408

(812)855-8022 (fax)

mkachmar@indiana.edu (e-mail)

800-334-3554 (RTAP Hotline)

Warning:  You must complete the attached 

Order Form and Marketing Sketch Plan to receive tc \l3 "Warning:  You must complete the attached Order Form and Marketing Sketch Plan to receive 
 Free Promotional Materials
The Problem:
For many people in Indiana, transit is invisible.  They do not know transit exists in their area and consequently they do not even consider transit as an option.  This campaign is designed to increase awareness of transit and to get people to at least Atry transit.@  

Many long time transit managers know the problem this campaign is trying to solve.  It is always a rude awakening, even after twenty years or more of service to your community, to have some elected official or person prominent in local affairs say to you, AHuhYyou mean to tell me we have public transit here?  I didn=t know that.@  Indiana transit needs to have a larger profile.   This campaign is designed to increase awareness of transit in Indiana.

The Answer:tc \l5 "The Answer:
Over the last year the Indiana RTAP program has conducted a series of focus groups with Indiana transit professionals and has determined that a coordinated and concerted effort by everyone will increase the visibility of transit and awareness of transit as an option. (Just like all the Whos in Whoville as written by Dr. Suess in Horton Hears a Who - Call Betsy and she will do a special reading for you from this book if you missed the pre-campaign marketing roundtables.)

To get people more aware of transit, and to try transit, the slogan Your Ride is Here has been selected as the basis for a campaign to be conducted September 16-22, 2001.

The RTAP focus group has selected promotional items and several key activities to support this campaign.  They are:

Promotional Items:
· A cardboard fold up Abus bank@ showing the different kinds of vehicles used to provide public transit, the people that ride them, and the benefits of using public transit.


A Amagnetic poetry@ word block that allows people to take apart the words and construct sentences about Your______ Ride is Here with words such as affordable, efficient,  etc.  About 30 adjectives and every transit system=s name will be supplied on the magnetic sheet.


A heavy cardstock Abookmark@ showing all the different kinds of people who ride the bus and the web sites and phone numbers of all the Indiana transit systems.


A key chain, whistle, laser Aflash light@ inscribed with Your Ride is Here.

You may order these items on the enclosed order form.  Systems desiring large quantities  may purchase these items in conjunction with the statewide order, customization may be possible.  Contact Betsy for details. 

Key Activities:


· A key activity for every transit system in the state to adopt will be the AWelcome first baby of the week - Your Ride is Here, for the rest of your life@.  This activity will be a media directed event in which the first baby born in the service area during the week of the campaign gets a lifetime pass for that transit system and gifts centered on the theme, Your Ride is Here for the Rest of Your Life!
· For the week of the campaign, another key activity might be efforts to get people to at least try transit.  A Free Day of Service or Reduced Passes or a Friend Rides Free program will introduce others to the option of transit.  Press releases and/or paid advertisements in support of this effort will be necessary.  The goal is to get people aware of transit and to at least try it once at no cost (or reduced cost) at least one day during the week of September 16-22, 2001.

· Another key activity could be an Open House at your transit facility to show people how buses are maintained and repaired (we hear that most kids love a trip through the bus wash, if you have one).  Again, this is an effort to get people aware of transit as an alternative.  If the Open House does not appeal to you, use your imagination and describe another key activity that you will undertake during the week of September 16-22, 2001.

· In addition to increasing awareness, the week of September 16-22, 2001 might be a good opportunity to honor transit system employees for the dedicated service they provide to the community.  It can also be a time  to thank transit riders for their regular use of public transit.

The purpose for the promotional items designed around a catchy slogan and key activities during the same week is to increase transit awareness locally and statewide.  Already Vincennes VanGo has applied the slogan to the sides of their vehicles.  While not everyone will be able do this, it is another way to get the message across that transit is for everyone.     
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What you can do to help advance this campaign:
A limited supply of the above materials will be made available FREE to all public transit systems in the state of Indiana.  The materials will be available at cost to systems that want larger quantities and others who wish to participate in the campaign.  To receive your materials all you have to do is submit a preliminary order by JUNE 30th , provide a completed Marketing Sketch Plan by JULY 31st describing how you will use the materials and implement key activities (e.g., Your Ride is Here for The Rest of Your Life) during Indiana=s Transit Awareness Week:  September 16-22, 2001, and complete the Marketing Effort Evaluation sheet. 

The Promotional Materials Request Form is to ensure that a sufficient quantity of each item is available for the marketing activities you undertake for Transit Awareness Week, September 16-22, 2001.  To have these materials by that date, we must know NOW (June 30th) who wants how many of what.

The Marketing Sketch Plan is to ensure the free materials are used to their maximum potential (and do not find their way to the proverbial deep, dark storage closet) and that statewide coverage is obtained during Transit Awareness Week.  Remember, for most people public transit is already hidden away in the deep, dark storage closet of their minds so plan your work and work your plan!  These plans are due July 31st.

The Marketing Effort Evaluation Sheet is to ensure that we evaluate the successes/ failures of this effort for future endeavors and to learn from our mistakes.

Completing the Marketing Sketch Plan:

Complete your marketing sketch plan by July 31st using the following guidelines and definitions.  A marketing sketch plan for the statewide campaign is included to provide you with an overview of the campaign and as a sample sketch plan.

Marketing Concept - What=s the message?
The vision for this statewide effort is (1) to increase awareness that public transit exists in Indiana - Your Ride is Here!  And (2) that public transit is good - provide many positive messages that describe the benefits of public transit (affordable, accessible, efficient, etc).    It would be most logical for your system to use these materials to promote the concept of awareness; however, you are creative people - tailor the materials to best fit your needs.  What behavior are you trying to influence?  What do you want to accomplish?  Increased awareness of the benefits of your system and the services it provides to encourage more community support?   Or, increased ridership?  Are you introducing a new service?   Do you want to encourage a particular market segment (such as senior citizens, school children, work trips, etc.) to ride during underutilized existing service times? 

Target Market - Who do you want to influence?
Identify your key publics and how they might react to the selected promotional items.  Your organization has key publics you want to identify and motivate to ride the bus, provide local funding, be aware of your service, etc.  You have primary, secondary, and tertiary publics who interact with your service.  You would like to interact with all three, but given limited time and resources, it is best to concentrate your attention on key segments of your public.  Here is a description of the three levels to help you decide who to include in your Marketing Sketch Plan for this campaign. 

Primary publics:
*Active and continuous interaction

*Riders, employees, boards of directors, and the general community

*High attention levels

Secondary publics:
*Less frequent but continuous interaction

*Suppliers, government officials, and competitors

*Monitor periodically

Tertiary publics:
*Groups that find you useful for their own ends

*Interest groups, clubs, and associations

*Be aware of positions or developments that may affect you

For this campaign you should select segments of the key publics in your community you believe could be most effectively influenced by the selected campaign materials.

End Products - What are you doing to reach them?
This is the actual event or promotional item or service change/improvement.  End products for the statewide campaign include promotional items (bus bank, flashlight, bookmark, magnets) and written campaign materials for Transit Awareness Week (press releases, suggested media event, logo, etc.)   What are you doing within this framework we are providing?  Distributing promotional materials at the Fall Festival? Awarding lifetime pass to new baby?  Having an Open House?  Kick off a new service?   We have provided  some tips on working with the media and  the ideas collected from the Marketing Roundtables to give you some fresh ideas...

Tasks - How will you make it happen?
The steps you must take to accomplish your end product.  Decide what key steps you will need to take to reach the market segment and conduct your activity.  What materials, promotional items, or service attributes do you need to get the message across to your target market?  What research do you have to do to find this out?  Where are you going to get these materials?  How much are you going to spend?  Will you direct mail materials to target audiences?  Will you hand deliver them to key elected officials?  Remember, you want to place materials where your targeted key public lives, works, and plays, not where you are.

Time Line - When does each task need to happen?
Think through the effort step by step and prepare a time line of activities so that the effort hits the community the week of September 16-22, 2001.

Responsible Persons - Who=s doing what?
For each step in the process you need to identify who is responsible to complete each task.

For instance, if you are going to distribute materials at a community event, should you walk around and hand them out or should you have a booth or share a booth with an interested group? who from your organization will do that?  Who will you need to contact to get permission to hand out materials at the event? 

When you have submitted your Marketing Sketch Plan (by July 31st) the RTAP staff will review all the sketch plans and share unique or especially promising local campaigns with everyone who submits a Marketing Sketch Plan.  They will also provide technical assistance in areas where the plans may need a little help, we have identified several professional marketing consultants to serve as advisors for this project.  Call or e-mail Betsy Kachmar today with any questions you may have.
Promoting Key Activities:

Your Ride is Here for the Rest of Your Lifetc \l5 "Promoting Key Activities:Your Ride is Here for the Rest of Your Life
For the key activity, Your Ride is Here for the Rest of Your Life, you will need to involve your local newspaper, radio and television station so they can cover the event.  Ideally, you have a working relationship with these media already but this workbook provides you with some tips for working with the press.  For this key activity you will need to:

Identify a hospital that will act as a partial sponsor of the event and work with you to identify the first baby born the week of September 16-22, 2001.  You might want to conduct the promotion with more than one hospital but remember the goal is to send the message to the community that your ride is here for the rest of your life.

Prepare a certificate indicating that Ababy x@ has a lifetime pass on your service , according to your standard rules,  for the rest of their life.  Estimate dollar value of the pass?

Solicit additional prizes from other companies that might be willing to donate baby or family gifts such as a month of free diaper service or dinner out for mom and dad etc.  You can add campaign giveaways and your system information.  RTAP will contribute bubble pens!

Prepare a press release for the event according to the media tips.

 
Contact parents and negotiate logistics.  You may want to select the baby based upon the parents willingness to participate.  Note that hospitals often  require  infants to  be transported in car seats.  This may be an issue to address with the hospital and parents depending upon your system policies (see  issue  2001-2 of RTAP TapIn newsletter or contact us for more info on car seat policies).

Take lots of photographs of the event so they can be used for future efforts such as a special poster showing the babies and your bus with the slogan Indiana Babies’   Ride is Here for the Rest of their Life.
Other Key Activities
In addition to increasing awareness, this might be a good opportunity to honor transit system employees for the dedicated service they provide to the community.  It can also be a time to thank transit riders for their regular use of public transit or encourage new ridership.  For the other key activities you want to do during Transit Awareness Week, such as Reduced Fare or Friend Rides Free or Open House, use the Marketing Sketch Plan to describe the steps you need to take to implement those ideas.  And of course be creative.  You are welcome to supplement with your own giveaway items, however, the free promotional items provided as part of this campaign are Alocked in@ and we cannot add any different items at this time. 

To aid you in your creativity, here is a list of Abest practices@ compiled from the Marketing Roundtable meetings*:

field trips for kids




Discount/free summer youth pass

provide transportation for special events

provide transportation to garage sales, new year’s parties, casinos

bright colored bus shelters/buses

contest to change name/color scheme 

panel discussion with community

free ride week

provide enhanced/new service

t-shirts for drivers/key leaders

give away cardboard fans

sponsor radio quiz show/give away bus passes

drive bus in parade

put schedules in with paychecks, utility bills,      church bulletins, report cards, etc.

stuff a bus (canned goods, Christmas


presents, students)


* call Betsy for more details...

See the American Public Transportation Association web site for more ideas.  

WWW.apta.com - keyword marketing.  
Working with the Media
To promote maximum news coverage of your key activities, here are some tips on working with the media.

Forging a Working Relationship with Your Local Newspaper:

1.
Newspaper stories have three advantages over advertising:

a) Since newspaper stories appear as regular news, they have more credibility and veracity than a paid advertisement that has not gone through the scrutiny of the editorial process.

b)
They are more intermittent and therefore unexpected - not just the usual ad.

Newspaper reporting tends to lend drama and human interest to their stories, thereby increasing interest and recall. 

2.
Think of your organization from a reporter=s point of view.  When preparing a story a reporter thinks of  the following:

a)
How interesting a story about your system is to people who buy the paper.

b) The human interest angle - how can your story be enlivened with pictures, interviews, maps, etc.  (How can you help the reporter out by making that budget report interesting and personal?)

c)
Limited need for more work - make the reporter=s job easier by supplying needed statistics, figures, diagrams, other information.

d)
How exclusive is the story?  Increase interest by extending the possibility of exclusivity.

3.
Think long term when building a relationship with the news media.  When bad news develops, it is easier to deal with a reporter with whom you are familiar and have previously contributed stories or press releases.

4.
Who are the local reporters who cover your organization and how can you make their job easier?

5.
Do not be intimidated by reporters or editors.  They are people doing a job.  Understand they may have other priorities and you may not get the coverage you  want.

6.
Be polite and persistent.

7.
Tell the truth and do not exaggerate.  If you do not know the answer to a question, say so and get back to the reporter promptly with the answer.  Be accurate.

Low Cost Ways to Use Radio and Television

1.
Call or make a personal visit to  your local radio or television stations and ask for the community desk, the community affairs reporter, or the local talk show producer.  If your story is business oriented, ask for the business reporter.  For a timely issue go to the news desk.

2.
Introduce yourself and explain that you have an interesting story.  If it is a special event, have a press release ready with all the pertinent information.  Leave your card or  at least your telephone number where you can be reached.  Follow up with a telephone call.

Your press release should contain:  

The date

In the first sentence, the answers to Who, What, When, Where

Your name, the system=s name, and a telephone number

BREVITY

4.
Story ideas:

a.
A senior citizen or a person with a disability that shows how your service is their transportation lifeline to shopping and medical visits.

b.
A business or educational facility whose employees or students ride your service to work or school.

c.
Invite radio and television to your next special event.

d.
Set up rides for local political figures, invite the media.   

e.
Open house at garage

5.
Remember that television is all pictures, so select stories that have a lot of visual appeal.  Keep your message short and to the point - there usually is time for only 60 words in a 30 second period.  

6.
If you are running a radio or television ad, make the ad pointed and specific – perhaps promoting a new service or route.  Avoid blah, generic ads that lack focus.  

7.
Do not count on public service announcements - most are broadcast between the hours of 11pm to 7am.  Prime time public service announcements on network television are likely to be vehicles for promoting their own programs by having performers deliver the message.

8. In smaller communities, personal testimonials are effective.  Feature a satisfied rider, summarize their experiences with your service and, if possible, have the person make a brief comment.

Marketing Effort Evaluation Sheet:tc \l5 "Marketing Effort Evaluation Sheet
After you describe how you will use the provided materials and listed the steps you will take to use them effectively in your community, describe how you will evaluate the effort.  

Completing a short marketing effort evaluation sheet can help clarify success or failure and provide guidance for future workshops.  Evaluation techniques often are given short shrift in marketing efforts, particularly if the effort has been either a smash success or a resounding failure.  In both those cases, it may seem obvious what went so right or so disastrously wrong.  However, assumptions and common sense are not always accurate and can obscure rather than illuminate.  

Your Ride is Here
Indiana Statewide Transit Marketing Campaign

Promotional Materials Request Form
Approximately $14,000 is available to provide a limited quantity of AYour Ride is Here@ promotional materials to Indiana transit systems free of charge.  The quantity each system will receive is dependant upon the number of participating systems and the quantity requested.    Systems desiring large quantities  may purchase these items in conjunction with the statewide order, customization may be possible.  Contact Betsy for details. 

All participating system will be required to submit a simple marketing sketch plan describing what you intend to do locally as a participant in this statewide effort. Questions, concerns, suggestions, comments??? Please give me a call at (800)334-3554 or E-mail mkachmar@indiana.edu

Transit System ___________________________________________________

Contact Person ___________________________________________________

E-mail_____________________                            Phone __________________

Item


Cost for Limited Quantity
   Quantity Requested
	Bus Bank (custom

cardboard folding bus)
	FREE
	

	Light/whistle/keyring  

(Your Ride is Here logo)
	FREE
	

	Break Apart Magnet

(Your adjective Ride is Here)
	FREE
	 

	Bookmark

(listing all transit systems)
	 
FREE
	

	Customized TV Commercials

(thanks, your system name)
	?
	

	Campaign Materials Pak/

CD Rom
	FREE
	

	Campaign Workbook         
	FREE
	


Return completed form to Betsy Kachmar,  Fax (812)855-8022

by June 30th
Marketing Sketch Plantc \l4 "Marketing  Sketch Plan
Complete and Return by July 31st    

 ______________________Your System Name
	Marketing Concept
	Target Markettc \l5 "Target Market

	End Products
	Tasks
	Time Line
	Responsible Person

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Marketing Effort Evaluation Sheet
The Evaluation Sheet is divided into two sections.  The first section is to be completed before your marketing effort.  Use your sketch plan to help you fill out this part.  The second section is to be completed after your marketing effort and asks you to compare what happened with what you had planned.  

Name of marketing effort: __________________
Dates of effort: _______________

Your system name: 






Section 1:  How will you evaluate your plans for this marketing effort?
Strategy:  What area are you focusing on?
·       Promotion/Awareness

·       Service Development

· Market Research

· Customer Services

Marketing Concept:  How will you evaluate how well the plan accomplished the vision of the campaign

Target Market:  How will you evaluate how well our the targeting strategy reached the intended audience? 

End Products: How will you evaluate the effectiveness of the promotional materials and key activities?
Budget:  How will you determine the cost effectiveness of this campaign?
Tasks:  How will you evaluate the techniques, strategies, time line and responsibilities?
Anticipated Outcome and Evaluation Standard:  What do you expect to accomplish?
Section 2:  Did events proceed according to plan?
Actual Outcome:  What happened?

Analysis of Actual Outcome:  Why did this happen?
Should this effort be:

· Repeated

· Modified

· Avoided

Recommended Action:  Why/why not do this again?
Recommended Changes: What should we do differently?
Recommended Maintenance: What should we keep on doing?
Ideas for New Efforts: Here=s what I think we should do for our next marketing effort.
Transit Marketing Campaign
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