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INTRODUCTION 
 
Riester~Robb was commissioned by the Santa Cruz County Regional Transportation 
Commission (SCCRTC) to develop a public awareness campaign to promote the use of 
alternative modes of transportation in Santa Cruz County. The “Don’t Drive One In Five” 
campaign began in April 2003, and will continue through February 2004.  The following 
is a summary of campaign activities, highlights and evaluation findings. 

Initially, the Agency conducted a planning project to determine current attitudes and 
perceptions of alternative modes of transportation in Santa Cruz County.  This was done 
in the form of “beeper studies” and was the cornerstone of the entire Advertising and 
Public Relations campaign. 

After the study was completed, the concepts for the campaign were presented to the 
Commission.  The initial tagline of “Lead the way” was replaced upon the 
recommendation of the Commission with “Don’t Drive One In Five.”   

 
 Marketing Objective 

The marketing objective of the “Don’t Drive One In Five” campaign was to 
increase the use of sustainable, alternative modes of transportation within Santa 
Cruz County. 

 
Advertising Objective 
The advertising objective of the “Don’t Drive One In Five” campaign was to 
Increase awareness of and motivate residents of Santa Cruz County to change 
their current modes of transportation to an alternative mode at least once each 
work/school week. 

 
Communications Strategy 
Demonstrate the power of the individual to impact change in their community 
when one chooses a sustainable mode of transportation just one out of five days 
per week.  
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ADVERTISING 
 

Media Objective 
Create awareness of alternative modes of transportation in Santa Cruz County 
 
Media Strategy 
Utilize a multiple media mix plan  
 
Target Audience 
Adults 25-54 
 
Geography 
Santa Cruz County 
 
Media Selection 
The media mix may consisted of the following: 

 Radio 

 Newspaper 

 
Campaign Launch  
The Santa Cruz County Regional Transportation Commission (SCCRTC) hosted 
a campaign launch event to introduce Santa Cruz County commuters and local 
community decision makers to the new “Don’t Drive One in Five” alternative 
modes of transportation outreach campaign. 

For maximum exposure, the SCCRTC partnered with a local radio station, KPIG-
FM, and the Surf City Coffee Company to host a campaign launch “party” at Surf 
City (Soquel location) on Tuesday, May 6 during prime morning commute hours 
(7 a.m.- 8 a.m.). To expand the outreach efforts, KPIG hosted a live-radio 
broadcast from the event. 120 people attended.  

Prior to the event, the SCCRTC invited local businesses, government officials, 
transportation stakeholders and local chamber of commerce members to attend in 
an effort to educate and involve the community at the beginning of the “Don’t 
Drive One in Five” outreach campaign. Additionally, media announcements were 
distributed to local print and broadcast reporters inviting them to attend the launch 
event to learn more about SCCRTC’s efforts to promote the use of alternative 
modes of transportation throughout Santa Cruz County. 

To help gain additional enthusiasm, KPIG-FM ran pre-promotional 
announcements for one week leading up to the event. The announcements 
informed listeners about the launch event and the SCCRTC’s free Toyota Prius 
Hybrid giveaway promotion designed to reward listeners for reducing traffic 
congestion by leaving their cars at home at least one day out of five.  

The Santa Cruz Sentinel – Santa Cruz’s largest local newspaper reaching over 
27,600 Santa Cruz County residents, attended and published an article about the 
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“Don’t Drive One in Five” campaign launch. The article provided readers with 
background information on the campaign and the ultimate goals of the SCCRTC’s 
efforts. Additionally, KPIG broadcasted a live radio interview with a key 
transportation stakeholder (Commissioner Dennis Norton) who discussed the 
campaign in detail. 

Overall, the launch event helped to raise awareness and create interest in the 
SCCRTC’s new outreach campaign. Also, although many local businesses and 
community groups were not able to attend the launch event, several responded 
favorably to the request to participate in leveraging the “Don’t Drive One in Five” 
alternative mode of transportation outreach campaign throughout the community. 

Toyota Prius Promotion 

To reward listeners for their efforts to reduce traffic congestion by leaving their 
cars at home at least one day out of five, the SCCRTC partnered with KPIG 107.5 
FM, KCDU 101.7 “The Beach” and Toyota of Santa Cruz to promote a six-month 
long Toyota Prius giveaway.  The environmentally friendly Toyota Prius that was 
given away at the event was donated to the campaign locally by Toyota of Santa 
Cruz. 

Additionally, the SCCRTC teamed up with Surf City Coffee Co. to promote the 
Toyota Prius giveaway and help get the word out about using alternative modes of 
transportation. Through this partnership, Surf City Coffee Co. extended the 
campaign message by rewarding carpoolers with a free cup of coffee and 
distributing the Toyota Prius giveaway entry forms.  

Throughout the duration of the promotion, the Toyota Prius giveaway solicited 
more than 1,040 entry forms as well as hundreds of new visitors to the Commute 
Solutions Web site.  Visitors who logged to on Commutesolutions.org were able 
to click through to a downloadable entry form, as well as learn more about 
alternative modes of transportation. 

 1047 Toyota Prius giveaway entry forms  

 1359 hits to Commute Solutions’ Toyota Prius registration page 

 654 potential commuters initially subscribed to the e-newsletter 

 798 current subscribers still receive the e-newsletter 

 17 percent increase in subscribers in less than 3 months 
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 Non-home based employed residents or students who drive alone tended to 
do so close to five times a week (4.6 times).  The next highest average usage 
was among bus riders at 3.6 times a week. 

 Although the majority of non-home based employed residents and students 
reported driving alone one or more days a week, only slightly more than half 
of all trips made during a week were made driving alone (56 percent).  This 
means that Santa Cruz residents have integrated alternate mode usage into 
more than two in five of their trips made each week. 

 The most common reasons for using any alternate mode during the week 
were convenience, health and exercise benefits, and not having the option of 
driving because they did not own a car or have a driver’s license. 

 
Carpooling Among Employed Residents or Students 
 In addition to the 28 percent of the population who reported carpooling at 

least once a week, 38 percent of those who did not carpool regularly 
indicated they have used that mode at least once in the past year. 

 When asked to compare their current level of carpooling to that of a year 
ago, approximately one in four Santa Cruz County residents (27 percent) 
indicated they had increased their carpooling over the past year.  Seventeen 
percent (17 percent) said they were carpooling less frequently. This would 
translate to an overall self-reported gain of 10 percentage points in the 
number of residents carpooling in 2003 compared to 2002. 

 Santa Cruz residents were most likely to look for carpool partners at their 
own place of work (26 percent) or through friends and family (13 percent). 

 Only 6 percent of the residents indicated an unaided awareness of the online 
matching system for finding carpool partners, but when asked directly about 
the system, 26 percent indicated awareness. 

 Three in five residents (61 percent) indicated they would consider using the 
online matching system if they needed a carpool partner in the future. 

 

Awareness and Opinions of Rideshare Advertising and Promotional 
Campaign 

 Three fourths (75 percent) of Santa Cruz County residents indicated they 
had seen or heard some component of the 2003 rideshare campaign. 

 Residents were most likely to report hearing radio advertisements (57 
percent). 

 Overall favorability toward the campaign is high with 82 percent of the 
residents indicating they have a “very favorable” (50 percent) or “somewhat 
favorable” (32 percent) opinion of the campaign. 

 Almost half of the residents (48 percent) indicated they have tried to take 
some type of action in response to the rideshare campaign.  The most 
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common responses were carpooling (mentioned by 17 percent), walking (11 
percent), or riding bikes (12 percent). 

 

Likelihood to Use Alternate Modes in the Future 
 Residents were most likely to combine trips in an effort to reduce ‘drive 

alone trips’ rather than using an alternative mode of transportation (61 
percent “very likely” + 18 percent “somewhat likely”).  This compares to 54 
percent who were “very” or “somewhat” likely to walk in the next few 
months. 
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CONCLUSIONS 
 

 Santa Cruz residents were very concerned about traffic congestion in the area.  
However, it seems they have taken an active role in helping reduce congestion 
through significant alternate mode usage.   

 Awareness of the rideshare campaign and the various events was very high, 
particularly in light of the limited campaign budget.  Awareness levels were 
comparable, but higher than other markets with higher budgets. 

 It seems that increased promotion of the online carpool-matching program 
would be beneficial.  Awareness was limited, but interest in the program was 
fairly high. 

 Although the overall favorability toward the campaign was quite high, the 
“action taken in response to the campaign” could still be increased.  Since 
there was such a high propensity to use alternative modes, as well as fairly 
high “likelihood” response to use alternate modes in the future, the budget 
should be increased allowing the campaign to continue motivating potential 
and current users. This would provide an opportunity for the 
County/community to thank those who have changed their behavior and it 
would make them feel appreciated, which in turn will increase alternative 
mode usage again (i.e. qualitative research reference). 

 


