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2014 Campaign 

• Refreshed URL-based campaign primarily 

targeting commuters 
 

• Through memorable URL’s, the campaign 

depicts how quality of life improves when you 

don’t drive alone 



Television & Radio Ads 

http://www.youtube.com/watch?v=jhfmOfqkEWo  

http://www.youtube.com/watch?v=jhfmOfqkEWo
http://www.youtube.com/watch?v=jhfmOfqkEWo


In-Language TV Ads 



Advertisements 



Advertisements 



Campaign Websites 

http://www.stacommutetips.org/


Media Relations 

• Leverage Spare the Air Alerts to convey a health 

message and lifestyle benefits of not commuting 

alone 
 

• Localized media pitches that support Commuter 

Benefits Program registration and focus on 

mode shift tools available in each area 

 

 

 

 



Social Media 

• Use to expand awareness of 

public relations programs          

• Encourage residents to 

create new and sustainable 

commuting habits  

• Develop videos and 

podcasts to capture the 

positive experience of using 

transportation alternatives 



Employer Outreach 

• Continue pilot programs  

– Testing “hand-holding” methods to encourage 

employees to switch to an alternative  

• Bay Area Commuter Benefits Program 

– In conjunction with MTC we are promoting via: 

• Events 

• Business Publication and Associations 

• Mailings 

• Media 

 

 

 



Next Steps 

• Campaign launched in May 

• Will run throughout the year and into 2015 

• High and low-profile presence  

• In-language TV ads will begin airing this 

summer 

• Spare the Air and Bay Area Commuter 

Benefits Program joint messaging 
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Overview 

Great Race for Clean Air 

• Friendly competition between 
Bay Area businesses 

• Encourages employee 
commute alternatives  

• Employees logged daily 
commute activity in online 
journal 
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Great Race 2014 

• Ran from March 1st – April 30th 

– 70 companies participated 

– 1,007 employees participated 

– 773,225 pounds of CO2 removed 
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Great Race 2014 

Winner categories: 
– Highest CO2 savings 

– Highest percentage of 
employee participation 
per small, medium and 
large company 

– Highest percentage  
of “clean commute days” 
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Great Race Winners 
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The companies with the highest overall CO2 
savings were: 

• 1st Place - County of Alameda   

• 2nd Place - Nektar Therapeutics, Inc.,  
San Francisco  

• 3rd Place - Gilead Sciences, Inc.,  
Foster City 
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Employers: save up to $140/year  
per employee 
Employees: save up to $625 per year 

Program adopted in March 

March 19 BAAQMD Board of Directors Meeting 

March 26 MTC Commission Meeting 

• Improve air quality 
• Reduce greenhouse gas emissions  
• Implement 2010 Clean Air Plan  
• Reduce traffic congestion  
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Employers with 50+ full-time employees in Bay Area: 

• Private business 

• Public agency 

• Non-profit organization 

Employee count based on all  
Bay Area worksites combined 

• Including branch locations 
with less than 50 employees 
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Communications Plan Objectives 

• Increase awareness of program 

• Encourage registration among qualifying employers 

• Increase employers’ promotion of benefits to employees 
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When you speak to your constituents 

 Fact Sheet 

 Frequently Asked Questions  

 Talking Points 

 Social Media Posts 

Commuter Benefits Video 

 E-Newsletter 
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Reaching out directly to: 

• Bay Area industry sectors 

• Business organizations 

• Trade and business associations 

• Ethnic business groups  

• Sustainability interest groups 



Opinion leaders 

• Enlist business community leaders to encourage  
registration and program promotion 

• Explore OpEd submissions 

Advertising 

• Bay Area business journals  

• Social Media – connect through social media channels 
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