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Topics to cover

« Campaign strategy
 Creative concepts
« Campaign tactics
* Budget

* TiIming




Campaign
objectives

Scope:

A multi-year project to inform, prepare and
excite residents for the O-Train extension
launches

Obijectives:

» Give audiences the information they
need

* Build trustin OC Transpo

* Increase ridership




Campaign strategy

Journey mapping

Industry best practices ,e

0-0

Lessons learned from Stage 1

« Better understanding of the future customer journey
+ ldentified key changes for customers
« Highlighted key info needed to use the new system

Communicate early and often to those most
impacted

City-wide vs. neighbourhood-specific messaging
A sense of ownership creates pride in the system

Set realistic expectations

Things will not always go as planned
Focus on supporting customers
Open and transparent



How is Stage 2
different?

* Phased expansion over several
years

« Geographically-focused

« Customers know the O-Train

« Some new features need attention
* Lower ridership

» Decreased trust in OC Transpo




Target audiences

PADMA TURAN

OBJECTIVE: WINEBACK & NET'NEW

* Framework to prioritize messages and
ensure value for money — 12 customer

DEMO

* Represents the hybrid workforce TRANSIT JOURNEY

* Age 25-54 * Adjusting to new work routine

g rO u p S * Allgenders ) »  Using time in town for social

* Single or married, may have kids and personal commitments

* Employed * Currently commuting via

*» Lives in central Ottawa or to the personal vehicle, which is
East, South and West - where new becoming less ideal
extensions will be added » Paying for gas and parking

 Based on market research, customer
journey mapping and EDI lens.

hurts

WHAT THEY'RE LOOKING FOR = Traffic volume is increasing,

+ Convenient and affordable transit causing frustration and delays

options now that new work routines
are stabilizing for the long term




A

connections
move you

Creative concept

« Ottawa is becoming a “big” city

» New neighbourhood connections
» Authentic

* Rider-centric

 Diverse

» Refresh the brand



Park free
all day.

More
connections
to chemistry
class.

Just tap for ‘
your connect

to an easy




Campaign tactics

« Everything customers need to know
* New look and feel
« Seamless user experience

New website

Targeted social media
Brochures, posters and maps
Videos and virtual tours

Organic media

« Campaign tool kit
» Materials for Councillors
» Seeking sponsorships

Partnerships




Campaign Tactics

* Multichannel campaign
 Data-driven
* In market for 12 weeks

* Flexible
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Events

 Early excitement and familiarization
« Community events and outreach

* Marquee event with Councill,
funding partners and media




Budget

e Lines 2 and 4 launch — $1,000,000

* Includes planning and creative development
« Launch events

» Production of print materials

 \ideos, graphics and interactive media

« Paid advertising

« Campaign measurement

« Customer information, including safety.

 Future launches similar in scope, with
recommended adjustments.




Timing
« Awareness-building phase
* New website — Summer 2023

* Organic media — Summer 2023

 Paid campaign launch — 12 weeks before
opening

« Overall campaign will evolve and adapt based
on lessons learned
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