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C a m p a i g n To p i c # 4 —
H o l i d ay P r o m o t i o n s
As part of the Florida Transit Marketing Network (FTMN) program, CUTR is collecting
information on various marketing campaigns of Florida public transportation agencies.
Email surveys are being utilized to request responses, which are summarized and
posted to The Exchange website. Surveys are topical in nature, focusing on one
specific area of marketing.
The topic of the fourth survey, which was conducted in February 2008, addressed
“Holiday Promotions”. Holiday season promotions were defined as any promotion or
marketing campaign conducted in the months of November and December with a
primary or secondary focus on some aspect of the “holiday season.” Examples of
“Holiday Season Promotions” would include, but not be limited to, the following: food

drives, toy drives, shopping promotions, light tours, Santa’s arrival celebrations, holiday
parades, and parking shuttles.
Of the seven Florida transit agencies responding, two (PSTA and RTS) stated they did
not conduct any special holiday promotions in 2007. The efforts of the other five are
summarized below:
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South Florida Regional Transit Authority/MiamiDade Transit - “Bruno Packs”
SFRTA and MDT staffs undertook an internal holiday
promotion and collected more than 200 pounds of
goods and raised $200 to play for shipping to send toys
and treats to K-9 troops and their handlers in
Afghanistan for the holidays. Considerable positive
feedback was received from the recipients of the goods,
including a flag that was flown in Afghanistan. Contact:
Bonnie Arnold at arnoldb@sfrta.fl.gov
Broward County Transit - “Holiday Shopping on BCT”
Full page print ads that highlighted the county’s major shopping centers and the BCT
routes serving them were placed in two major daily newspapers and several
community zoned newspapers. Some ridership gains to the routes serving the malls
were realized. Contact: Doris Williams at dvwilliams@broward.org
Palm Tran - “Stocking Stuffers”
Newspaper ads were run promoting the purchase of Palm Tran’s 31-day QUIK pass as
a holiday gift and Christmas stocking stuffer. This is an annual promotion used for
information/promotional purposes. Contact: Jessica Dumars at jdumars@pbcgov.com
(Continued on page 2)
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Jacksonville Transportation Authority - “Ask for the Gift that Keeps you Moving”
For this promotion, anyone that purchased a monthly bus pass would receive a special
holiday pass sleeve that could be used to give the pass as a gift. While the promotion did
not produce the expected increases in pass sales, it did serve as a nice “thank-you” for
current customers. Contact: Lee Ann Walker at LAWalker@jtafla.com

Polk County Transit Services & Winter Haven Area Transit - “Free Ride Saturdays”
Free rides were offered to all passengers on the Saturdays between Thanksgiving and
Christmas to help promote the linkage between public transportation and shopping, as well a
way to avoid the stress of fighting the traffic and finding parking at the malls.
Contact: DaveWalters@polk-county.net

For more information on the promotions submitted for the survey, visit www.fl-exchange.com and click on the
“campaigns” tab.

M A R K E T I N G A WA R D S 3 3 R D A N N U A L F P TA C O N F E R E N C E
The Marketing Awards at the 33rd Annual FPTA Conference were once again a big
success with a large participation rate. Perennial winners LYNX and MCAT once
again came up big, each winning 4 awards. In addition, LYNX won the “Best of the
Best” award and MCAT won the “Judge’s Favorite” award. Eleven other agencies
won at least 1 award. For a complete list of winners as well as a description
and photos for each award winning entry, please visit The Exchange
website at www.fl-exchange.com.

Judges Favorite
MCAT
Sustaining
Campaigns

Best of the Best:
LYNX
Internal/External
Employee
Communications
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SPOTLIGHT

ON…

P E G G Y G I E S , LY N X

NAME: Peggy Gies
TITLE: Chief Marketing Officer for LYNX
BIRTHPLACE: suburbs of Philadelphia, PA
EDUCATION: University of Florida Grad with a Bachelors of Science in Public Relations
and minor in Marketing.
PROFESSIONAL HISTORY: For the last nine and a half years, I have been focused on
marketing LYNX to the Central Florida community. I worked my way up in the organization
starting as a Project Manager trafficking all of our creative work. I was promoted to
Manager of Marketing after two years with LYNX and have been serving as the Chief
Marketing Officer for the last 3 years. Prior to my LYNX life, I moved around quite a bit
(Navy wife - now ex-wife!) I worked for Walt Disney in Creative Service. I also worked at
Chiat Day Mojo, advertising agency in New York City on the Reebok and American Express
campaigns. I managed a magazine in Gainesville, Florida and served as Director of
Marketing for a law firm in Pensacola, Florida.
YEARS WORKING IN TRANSIT INDUSTRY: 9 ½ years
YEARS WORKING WITH LYNX: 9 ½ years
BIGGEST SURPRISE IN MARKETING TRANSIT: Biggest surprise in marketing transit would have to be justifying
our existence - transit and marketing that is. LYNX has to beg for its funding every year and so does Marketing. It
amazes me that our community (and in reality our country) does not truly see the benefit of transit, especially here in
Florida. We need to be investing and growing our public transportation network and that will in turn grow our
economy. Sorry, I will jump off of the soap box now! At LYNX, we are very fortunate to basically have an in house
advertising agency, in that we can produce basically everything that we need other then printing. Still Marketing is
seen as “fluff” - a word I absolutely love. NOT!!!
BIGGEST CHALLENGE IN MARKETING TRANSIT AND LYNX: Funding is a huge issue for LYNX. We constantly
have to prove our worth to the Central Florida community.
COMMUNITY INVOLVEMENT: Coach cheerleading for the last 6 years. Junior Achievement volunteer.
PERSONAL BACKGROUND: (family, pets, hobbies, pastimes, etc) I have two fabulous children - Cory, 15, and a
freshmen in high school and Taylor, 13 years old going on 20. They are my world. They keep me running from
activity to activity - football, cheerleading, lacrosse, softball, you name it. I also have two golden retrievers - Sunshine
and Gator and a monster sized rabbit named Hunny Bunny. I am the youngest of five kids and a proud single mom!
In my spare time (HaHa!!) I enjoy relaxing by the pool, spending time with my boyfriend and my kids.
CHILDHOOD AMBITION: Scary to say but to work in Marketing and Public Relations
INSPIRATION: My kids and my Lord
FAVORITE BOOK: Burnt Toast by Teri Hatcher - as a single mom it was a great reminder that in life we don’t have to
settle for “Burnt Toast”. Read it - it’s a good laugh too.
FAVORITE COLOR: Blue (and orange) Go Gators!
FAVORITE CANDY: Banana Laffy Taffy
MY MOTTO: Galatians 6:9 Let us not get tired of doing what is right for after a while we will reap a harvest of
blessings if we don’t get discouraged and give up.

Page 4

MARKETING “IN-THE-NEWS”
HART
January 2008
HART Unveils New Slogan
A new year is a time when many of us begin to chart a new path for success. The Hillsborough Area Regional
Transit Authority welcomed the new year with a new slogan and a reinforcement of HART's corporate identity.
HART’s new slogan, "Driven to Serve You," reflects the promise of everyone from the CEO, to administrative staff, to
its outstanding drivers and mechanics, to deliver the finest quality transportation service available. It's a reminder to
the employees, and to HART’s customers, that great service takes a high-level commitment. The new slogan
replaces “Changing to Serve You Better,” which was adopted in 2006.
In 2008, HART will also focus attention on core service, aiming to move more people
faster and more efficiently than ever before. To that end, the agency will be streamlining
its own corporate identity as the Hillsborough Area Regional Transit Authority, or HART,
officially dropping the moniker “HARTline,” which had been in use since the agency’s
beginning more than 25 years ago.
In the coming months, a change to HART’s website domain will be in the works, and the
agency will begin phasing out the term “HARTline” from vehicles, shelters and certain
printed materials. This is the culmination of a process that began more than a year ago,
with the introduction of HART’s current logo.

Palm Tran
February 2008
Announces “The Link”

Palm Tran, Palm Beach County’s transit system, launched “The Link,” its
new route deviation service, on February 11. Palm Tran hosted a kick-off
event on February 6 at 2 p.m. at the Caridad Center, 8645 W. Boynton
Beach Blvd., Boynton Beach, where the Lime Link was introduced.

The Lime Link is one of seven new Palm Tran routes serving residential
and gated communities where fixed-route service is not available. The Link will deviate to shopping locations,
medical
centers and Tri-Rail stations, and connect to existing Palm Tran routes, thereby serving areas where
fixed-routes are currently unavailable. The routes will run Monday through Thursday with one to two routes in
operation each day from 8 a.m. to 6 p.m. The cost is 50 cents each way. All vehicles are ADA accessible.
The Link will deviate up to three-quarters of a mile from its planned routes for scheduled pick-ups and drop-offs and
will have scheduled stops in addition to “flag down” locations along the route. Trips can be scheduled 72 hours in
advance. The new service is fully funded by a grant from the Florida Department of Transportation.
“We are excited about the accessibility that The Link will give residents,” said Lili Agee, Marketing Manager for Palm
Tran. “The Link is going to make people’s lives a lot easier.”
Palm Tran's mission, since its inception in 1973, is to provide efficient, safe and inexpensive public transportation for
the people of Palm Beach County. For route maps, additional information or to schedule a pick-up, visit
www.palmtran.org or call 561-649-9838.

Page 5

MARKETING “IN-THE-NEWS”
Broward County Transit
November 2007
Team Florida Trade Mission

BCT Director Joins “Team Florida Trade Mission” to Brazil
Pompano Beach, FL. Chris Walton, director of the Broward County
Office of Transportation in Pompano Beach, Florida, visited Sao Paulo,
Brazil, on November 3-8, 2007, as a member of the “Team Florida Trade
Mission” lead by Florida Governor Charlie Crist.

Walton joined the Broward County mayor on the trade mission, along with port and economic development officials,
and other representatives chosen from throughout the state. The goal of the mission was to promote and develop
Florida-Brazil trade and investment.
Focusing primarily on public transportation issues, Walton met with Sao Paulo’s state and local transit officials to
learn of their best-practices for solving traffic congestion and mitigation issues; their public/private transit-related
partnerships; transit technologies, and, more importantly, fuel efficiency.
Sao Paulo is the largest city in Brazil and the third largest in the world. Located in the southeastern portion of the
country it has a population of 18 million people – larger than the state of Florida. This huge, sprawling metropolis
reports an estimated 5 million passenger cars on its roads on any given day; 30,000 taxi cabs (more than in NYC),
and 100,000 messenger-scooters.
Their high number of cars and other vehicles remains a consistent cause of congested traffic conditions. As such,
congestion remains their #1 challenge, especially with several major roads passing through the city. How they are
addressing congestion issues impressed Walton the most. “Their transportation challenges are far more severe than
what we are experiencing here in Broward County. Even with the extreme congestion, I was impressed with how
well the Sao Paulo transit systems transport the number of passengers they do”, said Walton.
There are two transit modes in metropolitan Sao Paolo: a subway and bus system. Since Walton’s Broward County
Transit system currently consists of buses only, it was the bus system he was most interested. According to Sao
Paulo’s recent statistics, they have 16,000 buses and carry approximately 10.5 million passengers a day, utilizing
elevated busways, predominately narrow, one-way streets, and ‘dedicated’ transit lanes.
As a world producer of sugar cane - of which ethanol is a derivative - and a world leader in the use of ethanol and
bio-diesel, Sao Paulo does not depend on foreign oil, and operate bio-diesel fuel buses. They may be impacted by
the escalated gas prices experienced in the states; however, the difference is they can pretty much control their
costs.
Sao Paulo’s public/private partnerships have a very simple formula: Privatization of bus routes is decided according
to its performance; they privatize the well-performing routes to keep their operating costs low.
To alleviate traffic congestion during morning and afternoon peak travel times, Sao Paolo transit officials take 20%
of the personal vehicles off the roads according to license plate numbers and day of the week.
While on a visit to one of Sao Paolo’s fifty-three transit bus terminals, Walton had an opportunity to ride the first link
of their 32-mile elevated bus way connecting metropolitan Sao Paulo to outlining cities. “It was absolutely amazing
to look down at the congestion - at 5 p.m. during rush hour gridlock – and to zip by! “
Broward County Transit is looking at more innovative ways to improve its public transportation, including traffic
congestion and mitigation issues. In the next couple of years, the number of limited stop/express bus routes will be
increased throughout the region. “We should see our passenger loads grow rapidly as we continue to add transit
layers to our current system. Recently, we were among five regions in the country to receive a Federal grant for
managed lanes along the I-95 and I-595 corridors, which will enable us to expand existing bus routes and add new
service,” says Walton.
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As part of their continuing quest to stay on the
cutting edge of technology, Space Coast Area Transit
will unveil an interactive digital-direct-response TV
Unveils Interactive Digital TV
campaign in February. The five commercials are
targeted at specific demographic segments, one of
which is featured in each of the commercials including: the hospitality industry, leisure riders, students, teens and
construction trades. Each spot is embedded with a “hypergate” which interacts with a digital TV remote. When viewers
press “A” on their TV remote, they will receive a free pass as explained in both the audio and video of the commercials.
The interaction between the “hypergate” and the digital remote is referenced with the cable subscriber’s data-base
listing. The subscriber is immediately mailed out a free pass through Bright House Networks fulfillment house.

Space Coast Area Transit
February 2008

According to Transit Director, Jim Liesenfelt, Space Coast Area Transit is excited about this opportunity from a number
of standpoints. “Our goal is to attract new riders to the system and we’re always looking for a new way to reach our
target markets. When we were presented with the Bright House interactive TV opportunity, we knew it was the ticket
for us! The campaign puts us in the driver’s seat by allowing us to measure the response rate and determine what
channels are most effective and adjust the campaign accordingly in midstream,” Liesenfelt explained.
According to Wendy Ellis, President of Space Coast Advertising, the agency that represents the Space Coast Area
Transit, the most exciting aspect of the program is the accountability it brings to the marketing campaign. “We will
actually receive data that indicates what station the viewer was watching when they responded. That data can be
cross-reference with the traffic schedule to see which cable stations generated the most responses. It will be crystal
clear what stations our target markets are responding to and allow us make the most effective use of our marketing
dollars,” she said. In addition to interactive television, Space Coast Area Transit has implemented a trip planner on its
RideSCAT.com website to assist passenger with their transportation needs. Passengers can access a map and text
directions from their front door, to the closest bus stop, to their final destination and back again. For further
information, contact Space Coast Area Transit at 633-1878.

A P TA 2 0 0 8 M A R K E T I N G & C O M M U N I C A T I O N S W O R K S H O P
This year’s American Public Transportation Association (APTA)
Marketing & Communications Workshop was held at the
Hilton in the Disney World Resort from February 24-27, 2008.
FTMN’s own Peggy Gies and LYNX acted as hosts to the 250
attendees from across the United States – including a strong
contingent of FTMN members.
The four day event provided a great opportunity to network and share ideas with fellow transit marketing professionals.
A wide range of topics were covered in the sessions, ranging from improving advertising revenues, the roles of Transit
PIOs, to conducting big promotions with small budgets, new media, focusing on “green messages”, and a presentation
from the Disney Institute on quality service.
This APTA Workshop introduced a new concept for APTA – a workshop blog that includes summaries of the conference,
including copies of the Power Point presentations. Take some time to access the workshop blog at:
http://aptamarketing.wordpress.com/
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ON

THE

HORIZON...

FDOT/FPTA/CUTR Professional Development Workshop
June 3-5, 2008
USF Embassy Suites
Tampa, Florida
Florida Commission for the Transportation Disadvantaged 16th
Annual Transportation Training and Technology Conference
August 25-28, 2008
Hilton at Walt Disney World Resort
Orlando, Florida
FPTA 34th Annual Conference
October 19-21, 2008
Sarasota Hyatt
Sarasota, Florida
Contact: Wes Watson (850) 878-0855 or FPTA@Earthlink.net

MARKETING LOGOS THE HIDDEN MEANINGS
Ever wondered what company logos mean and what's the
significance behind them? Wonder no more!

Program Director: Rob Gregg
Phone: 813-974-8383
Fax: 813-974-5168
Email:gregg@cutr.usf.edu
You might think the arrow does nothing here, but it actually holds a

We’re on the web!
www.fl-exchange.com

The FTMN needs
your participation!
Please participate with your ideas,
articles, and expertise.
Send materials to Mark Mistretta,
mistretta@cutr.usf.edu

dual meaning. First, that Amazon.com has everything from A to Z and
secondly that it brings a smile to the customer's face.

The two logos to the left are for
magazines in the Readers Digest
stable. There is a direct attempt
to communicate what they are
about quite figuratively through
the logo itself.

