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Parking Impacts Group
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"Parketing” in Three Phases

1. Summer  July-September
2. Holiday November*-December

3. Brand Winter 2013

* Media began shortly after election day to avoid premium pricing windows
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Review: 2012 Campaign Strategies

1. Change the conversation. Focus on the solution.
Keep the message simple
Build resources that are easy to use

Assist consumers at planning and parking phases

a &~ w B

Shine spotlight on low-rate garages
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Campaign Elements Developed - Summer

1.

a B~ W

Basic brand elements and strategy

URL & Landing Page (mobile accessible)
Radio ads

Online Display ads

Search (SEQO)
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Estimated Summer Campaign Totals:

16,445,000 Impressions

in Puget Sound area
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Summer Campaign Results

0.21% click-through rate for online display (industry
average: 0.07%)

$2.20 cost-per-click (industry average: $5.00-$6.00)
24,000+ visitors to website (DSA’s highest traffic page)

34% of site visits were referral traffic



2012 Holiday Campaign



Campaign Elements Developed - Fall/Holiday

a B~ w B
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Updated Homepage
Print Ads

Holiday Radio

Holiday Online Display
Search (SEM)

6. Postcards & Rack Cards
/. Viaduct Pillar Wraps

8. Stakeholder Toolkit

9. Earned Media
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The Seattle Times
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2012 Estimated Campaign Totals:

36,872,000 Impressions

in Puget Sound area
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Next Up: Brand Development (2013)

1.

Goal: define development for Summer 2013 shoulder
season

Upgrade website, including mobile experience
Research — new & existing

a. How are people getting their parking info?
b. How does that shape our message?

c. Who else can we reach?

Review existing concepts and messaging

Build a common thread
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Thank you.

20



	Slide Number 1
	“Parketing” in Three Phases	
	Review: 2012 Campaign Strategies	
	Campaign Elements Developed - Summer
	Slide Number 5
	Summer Campaign Results	
	2012 Holiday Campaign	
	Campaign Elements Developed – Fall/Holiday
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Next Up: Brand Development (2013)
	Thank you.

