
Project Connect 2020 Education Initiative 
Executive Campaign Report

February 2021



“There are some terrific agencies that sell cheeseburgers, spark 
plugs, and chewing gum. That’s not who we are. Whether it’s 

for the environment, health, education, transportation, 
humanitarian aid, or wildlife preservation, we are advocates for 
positive change. This isn’t a division of our company. This is our 

company.” – SMG 
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Highlights



Highlights

Dedication and seamless teamwork across CapMetro, the PMOR and Sherry Matthews Group 
led to a successful transit referendum and great work.

• Austin voters approved Proposition A—by nearly 58%—to help fund the $7.1B 
Project Connect Plan.

• The campaign generated $3,164,086 in earned media publicity value for Project Connect and an 
additional $739,144 added value for paid media.

• Combined earned and paid media impressions totaled 482,125,527.

• Post-survey results showed nearly 71% awareness that there was a new plan to improve 
public transit.

• The campaign generated 57% awareness of name recognition of Project Connect.
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Pre-Campaign Work



Project Connect Community Office
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The Project Connect Community Office, located in 
downtown Austin, opened in February 2019. The 
location sees lots of foot traffic and finds ways to 
bring people in to engage and learn more.



Tacos, Treats, Games - Pitching the long-term vision
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Taco Thursdays and Sweet Treat Transit Breaks offer free food, 
coffee and snacks to encourage people to come in and learn 
about the Project Connect plan.



PARK(ing) Day at Project Connect
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We participated in International PARK(ing) Day, Sept. 20, by 
transforming the two parking spots in front of the Project 
Connect Community Office into a playground inviting 
downtown office workers to Project Connect 4, bean bag 
toss and dialogue about our long-term vision plan.



Event Activations
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Project Connect goes beyond the office and out into the 
community, reaching events throughout the Central Texas 
region, connecting with more than 21,000 people to date. 



ProjectConnect.com – inviting engagement, education
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ProjectConnect.com houses educational resources to 
learn more about Transitways, Mobility Hubs, the 
Bus Network, Commuter Rail and other features of 
the plan. In addition, users can engage in our Virtual 
Open Houses to provide feedback on specific 
proposed lines and other elements of the plan.



Paid Media – Radio, Social and Print: Jan – Dec 2019
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Paid Media – Radio, Social and Print: Jan – June 2020
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Creative - Print and Social Media Creative
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Campaign Approach



Campaign Goal and Strategy

Implement a broad public education effort to build awareness of Project Connect.

Target: City of Austin and Capital Metro service area residents age 18+

Strategy

• Communicate Capital Metro’s Project Connect as a vital part of the solution 
for traffic issues.

• Educate the public on plan details and benefits.

• Reach audiences through multiple touchpoints: a 360 approach.

• Engage online, offline, outreach, paid and earned media.
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Research Summary 

17

17 focus groups (2019/early 2020) to develop initial messaging, maps, imagery and creative. 
Groups included a mix of ethnicities, African-American only, and Spanish-language with riders 
and non-riders. 

Temperature Check. SurveyMonkey platform and Lucid sample providers. Programmed, 
managed and analyzed during May 2020 to evaluate attitudes and perception during COVID-19. 
Total sample: N = 407. 

5 virtual creative focus groups in June 2020 with a mix of ethnicities, African-American only 
and Spanish-language. All groups conducted with non-riders.  



Research Results 

• Big cities have big transit systems. Austin is a big city. We must act now!

• Credibility and support grew as the plan grew.

• Project Connect is a bold plan. It will help Austin reach its potential.

• Rail and underground are the most exciting elements of the plan.

• Coverage of all of Austin is a huge benefit. The plan is credible.

• Post-COVID-19, traffic remains one of our biggest challenges.
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Message Hierarchy 

19

Our goal was to change the conversation around 
our region’s traffic issues.  

The tone reinforced the Project Connect brand: 

• Trustworthy
• Forward-thinking
• Authentic
• Transparent
• Solutions-oriented
• Responsible
• Inclusive 

Capital Metro’s Project Connect

is a bold transit plan

to help ease traffic and

move us all.

How Why

Plan details End benefits



Key Messages
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• Equity: the plan provides access to everyone.

• Plan is comprehensive: thorough coverage for our communities.

• Environment; zero-emissions, all-electric.

• Key features of the plan (rail, tunnel, airport, bus, etc.). 

• Growth and congestion.

• Investment, economy and job creation. 

• Livability/quality of life. 



Phased Approach

Pre-COVID – January to March
• Initial campaign development, research and awareness.
• Announcement of the LPA. 

Phase 1 – May to August
• Build awareness and excitement of the bold transit plan to garner community support.  
• Research, creative development, public relations, social media and paid media launch.
• Approval of LPA and approval to move forward with bond election. 

Phase 2 – August to November
• Educate and build awareness of the plan and its components. 
• November 3 election for Proposition A.
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Campaign Elements

• Research 
• Message development 
• Creative development 
• Media relations 
• Social media content development 

(static, animation, video) 
• Website design, copy, and consultation
• Social media monitoring 
• Brochure 
• Speakers Bureau presentation 
• Fact sheets  

22

• Paid Media 
■ Facebook/Instagram/Twitter
■ Digital media (multiple platforms)
■ TV/OTT
■ Email 
■ Radio/Pandora Radio 
■ Print
■ Transit (added value) 
■ Out-of-home billboards 
■ Out-of-home convenience stores
■ IMG/UT Sports
■ BCycle/Bike Share 
■ Theater @ Home (CTT/CPV) 



Paid Media: Multiple Platforms
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TV/OTT
51.15M  impressions (TV)

724,437 impressions (OTT)

Social
14.9M impressions

Digital Media
71.9M impressions

Email
237,102  impressions

Radio/Pandora
48M impressions (Radio)

2.7M impressions (Pandora)

Outdoor
71M  impressions

Transit
8M impressions

BCycle
3M impressions

Print
1.32M impressions

Theater @ Home 
(CTV/OTT/Video)

1.27M  impressions

IMG/UT
1.5M impressions

C-Store
2.77M impressions



Media Matrix – 262+ Million Impressions
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Media Matrix (cont.)
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Media Matrix (cont.)
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Media Timeline
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Media Timeline
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Pre-COVID Communications



Campaign Elements

• Media relations 

• Plan development 

• Focus groups  

• Message development 

• Creative development 

30

• Social media content development 
(static, animation, video) 

• Website design, copy, and consultation

• Social media monitoring 

• Paid media



Paid Media
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The first two weeks of March—prior to the onset of the pandemic—media included: 

• Google Paid Search 

• Facebook/Instagram

• Twitter 

• IMG/UT Sports—basketball and baseball 



Social Creative and Results
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March 10 March 11

March 12

March 6March 6Facebook
• Reach: 939,388
• Engagement: 3,132
• Engagement Rate: 0.33% 

Instagram
• Engagement: 754 

Twitter
• Reach: 241,533 
• Engagement: 22,304
• Engagement Rate: 9.23%

Source: Facebook Ads Mar. 1 – Mar. 13, 2020



Pre-COVID Creative – IMG/UT Sports
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Baseball Digital Signage

Frank Erwin Balcony Rail Signage



Website Homepage 

34



Website Homepage 

35



Rationale for Pausing Campaign
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The campaign paused on March 13 at the onset of the COVID-19 pandemic. During this time, 
it was not appropriate to continue public education on Project Connect and not recognize the 
effect COVID-19 was having on the community. CapMetro needed to build trust with the 
community, commit to a new standard of public safety, dedicate its services to the essential 
workers who require its transportation, and provide food and other services to its access 
customers and others who could not leave their homes.

In May, CapMetro re-evaluated the effort through research and earned media to determine 
that yes, even during COVID, the transportation issues could not wait. It was still time for 
Project Connect.



Austin Stay Resilient Billboard
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Austin Stay Resilient Billboard – Locations

1. I-35 N S/O Concordia Ave E/S 
2. Lamar Blvd S N/O Bluebonnet Ln W/S

3. US 183 @ ANDERSON SQUARE W/S

4. HWY 290E E/O HWY 183
5. I-35 S N/O OLTORF W/S

6. Ben White Blvd (SR 71) E/O Woodward St S/S

Total Impressions: 10,243,384
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Phase 1 Communications
March – August 7, 2020



Campaign Elements

• Virtual focus groups and online survey 

• Message and creative development 

• Media relations 

• Paid media 

• Social media content development
(static, animation, video) 

• Email (paid and organic) 

40

• Website design, copy and consultation

• Website optimization 

• Social media monitoring  

• Brochure and other collateral

• Speakers Bureau presentation(s) 

• Fact sheets  



Paid Media

41

Phase 1 paid media approach: build excitement, awareness and education of a bold transit plan. 
Media included:  

• Facebook/Instagram/Twitter

• Digital media (multiple platforms)

• TV/OTT

• Email 

• Radio/Pandora Radio 

• Print

• Transit (added value) 

• IMG/UT Sports (I35 Marquee only) 

• BCycle/Bike Share 

• Theater @ Home (CTT/CPV) 



Media Matrix – Phase 1
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Media Matrix – Phase 1 (cont.)
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Paid Digital Media Campaign Summary
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$ $

$%

% $

Source: “InvoLumenAd Jul. 1 – Aug. 6, 2020
Note: Totals do not include email or ad serving/tracking and reporting.
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)

$87,983
Total Spend

75,666
Clicks

2,088,631
Involvements*

27,564,225
Impressions

0.27%
Click Rate

7.29%
Involvement Rate

$3.19
CPM
Cost per thousand impressions

$1.16
CPC
Cost per click

$43.80
CPI (000)
Cost per thousand involvements



Discovery Ads Best Spend-to-Involvement Ratio
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Source: LumenAd Jul. 1 – Aug. 6, 2020
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)



Social Media – Approach and Summary

Approach
Reactivated on July 1, social media messaging sought to reintroduce Project Connect in 
order to gain reach and familiarity with our Austin audience. 

Summary
Following a months-long hiatus from posting due to COVID, Project Connect was 
reintroduced via social media by providing overview content and capitalizing on relevant 
events such as #WorldEmojiDay or the start of summer. Meanwhile, posts were boosted 
with the goal of achieving reach among Austin residents. 

46



Initial Overview Posts Draw Largest Engagement
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Source: Hootsuite July 1 – Aug. 7, 2020



Video and Lighthearted Posts Resonate with Audience 

48
Source: Hootsuite July 1 – Aug. 7, 2020



IG and Twitter Spearhead Social Reintroduction
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Facebook
• Reach: 762,802
• Engagement: 579
• Engagement Rate: 0.08%

(Industry Avg. 0.09%*)  

Instagram
• Reach:11,823
• Engagement: 1,435
• Engagement Rate: 12.1%

(Industry Avg. 1.22%*)

Twitter
• Engagement: 1,083

Source: Hootsuite July 1 – Aug. 7, 2020
* Rival IQ, 2020 Social Media Industry Benchmark Report



Overview and Traffic Topics Most Efficient Ad Boosts
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Source: LumenAd Jul. 1 – Aug. 6, 2020
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)



Web Updates Emphasize Media Campaign Tracking 
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Source: Google Analytics May 1 – Aug. 7, 2020



As Media Campaign Goes Live Sessions Build
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0

3,000

6,000

9,000

12,000

15,000

18,000

4/26 5/3 5/10 5/17 5/24 5/31 6/7 6/14 6/21 6/28 7/5 7/12 7/19 7/26 8/2
Week of

ProjectConnect.com Sessions
(5/1 – 8/7)

Source: Google Analytics May 1 – Aug. 7, 2020
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GA Tracking 

Update

7/16
Google + FB 
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8/3
Sizmek 

Tracking

8/7
Copy Updates



As Media Campaign Goes Live Sessions Build
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Source: Google Analytics May 1 – Aug. 7, 2020

Paid Search
51%

Referral
16%

Organic Search
15%

Direct
13%

Social
4%

Email
1%

Traffic Source
(Sessions)

Top Events

Top Pages



Media Relations Approach 

To convey the emotions, actions and credibility that would inspire the support needed to change 
the way our region moves, the phased media relations approach considered the following: 

• How others have done this and made it work. 

• How we position Project Connect as THE solution the city of Austin will need 
and support. 

• How we position Capital Metro as a leader and trustworthy organization. 

• It’s not just about what we say, it’s also how we say it. 

• We hear you and we are on it. 

• Consider the mindset of the audience during the COVID-19 pandemic. 
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Media Relations Activities 

Media Audit and Analysis. Topline media audit evaluating lessons learned from cities (LA, Nashville, 
Phoenix, Seattle) with high profile transit initiatives/referendums.

Messaging Workshops. Worked closely with Capital Metro to determine communications direction 
and priorities. Workshop findings helped shape the updated messaging hierarchies and public 
relations/communications plans.

Messaging Hierarchy. Thematic narrative underscoring Project Connect’s guiding principles and values 
reflected in research findings (environment, improved traffic, equity, connectivity, affordability, safety, 
etc.). Messaging updates reflected City Council approvals, COVID-19, Black Lives Matter/racial inequity 
and misinformation on behalf of organizations opposed to Project Connect.

Crisis/Rapid Response Communications. Crisis communications messaging and tactics were 
developed and considered in overall messaging approach. 
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Media Relations Activities (cont.) 

Ongoing Public Communication Plan Updates. Remained flexible and updated public 
relations/communications plan to reflect revised strategies and tactics.

Spokesperson Matrix and Speakers Bureau. Identified spokespeople for specific topics and 
developed an evolving suite of materials for public education and communication.

Media Outreach Strategy and Support. Developed talking points, messaging themes, media 
alerts, press releases, topic-specific op-eds, as well as speaker remarks for March, July and 
August joint sessions/City Council meetings. Provided strategic guidance in outreach tactics. 

May Virtual Community Meetings and Open House. Provided strategic guidance and 
messaging support for self-guided Open House as well as Virtual Community Meetings 
series (including moderation).  
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Media Relations Activities (cont.) 

Editorial Calendar and Story Bank. Developed story ideas and concepts reflecting evolving political, 
social and public health landscape. Story ideas remained mindful of ever-changing environment, 
while staying focused on the regional benefits of an expanded and comprehensive transit system.

35th Birthday/Anniversary. Provided strategic guidance and messaging support honoring milestone.

Deskside Meetings. Working closely with Capital Metro, the team developed a variety of story ideas 
and concepts to engage media proactively to gauge interest in coverage.

Media Recaps. Provided recaps of media coverage during Phase 1 to evaluate lessons learned 
and best practices.
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Media Relations Coverage: March 1 – August 7

Total Stories: 263
Total Impressions: 115,860,528
Total Publicity Value: $1,172,641
Reported Initiatives:

• Initial Plan Announcement – 2 
• March 9 Joint Session – 76
• COVID-19 – 10
• Plan Updates – 28
• Community Meetings – 27 
• June 10 LPA Joint Session – 54 
• Opposition – 6 
• Funding – 9 
• 35th Birthday – 1
• July 22 Joint Community Meeting – 16
• July 27 Joint Session – 24 
• Aug. 7 Ballot Decision – 10

58
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Website – Homepage 
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Website – Homepage 
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Creative – TV/English  

Phase 1 TV English spots are on the following slides: 

• :30 Moving All of Us Around Austin. Project Connect by Capital Metro.

• :15 Zero Emissions for Cleaner Air in Austin. Project Connect by Capital Metro.

• :15 Travel by Rail to the Austin Airport. Project Connect by Capital Metro. 

61

https://www.youtube.com/watch?v=M1fP7IJVW8I
https://www.youtube.com/watch?v=USVzcYULfE8
https://www.youtube.com/watch?v=U5D8CmzAmZw


http://drive.google.com/file/d/1env_swm2DxaRalHF_YRZZyghvbvnpB6M/view


Creative – TV/Spanish  

Phase 1 TV Spanish spots are on the following slides: 

• :30 Trasladando a todos por Austin. Project Connect de Capital Metro.  

• :15 Cero emisiones para un aire más limpio en Austin. Project Connect de Capital Metro. 

• :15 Viaje el tren al aeropuerto de Austin. Project Connect de Capital Metro. 
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https://www.youtube.com/watch?v=HCv-oBqI3os
https://www.youtube.com/watch?v=bSi4QEg9u20
https://www.youtube.com/watch?v=kowQ9cqWFVY


Creative – BCycle/Bikeshare (July – November)

76

Total Impressions: 440,000
100 Bikes 



Creative – Digital Ads/Google Paid Search
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Sample ads. 



Creative – Digital Ads/Google Responsive Display
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Sample ads. 



Creative – Digital Ads/Google Display
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Creative – Digital Ads/Google Display
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Creative – Digital Ads/Google Display
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Creative – Digital Ads/statesman.com
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Creative – Digital Ads/statesman.com
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Creative – Promoted Article/CultureMap
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Article promoted on July 31, 2020 
https://austin.culturemap.com/series/austin-connections/



Creative – Editorial Series/Culture Map 
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https://austin.culturemap.com/series/austin-connections/



Creative – Editorial Series/Culture Map 
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https://austin.culturemap.com/series/austin-connections/



Creative – Digital Media/YouTube Discovery 
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Creative – Digital Media/YouTube
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Net delivered: 4,155
Total opens: 550
Open rate: 13.2%
Clicks: 11
CTR: 2% 

Creative – April 1 Email (Organic)
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Creative – April 1 Email (Organic)

Net delivered: 4,155
Total opens: 550
Open rate: 13.2%
Clicks: 11
CTR: 2% 



Creative – May 7 Email (Organic)
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Net delivered: 4,094
Total opens: 1,039
Open rate: 25.4%
Total clicks: 92
CTR: 8.9% 



Creative – July 17 Email (Organic)

98

Net delivered: 7,136
Total opens: 1,317
Open rate: 32.3%
Total clicks: 54
CTR: 4.2% 



First Deployment/July 17:
Net delivered: 79,622
Total opens: 19,973
Open rate: 25.39%
Total clicks: 1,002
CTR: 1.3% 

Re-Message/July 21:
Net delivered: 54,793
Total opens: 12,847
Open rate: 23.68%
Total clicks: 530
CTR: 1.05% 

Creative – July Email Paid
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Creative – Print/Plan Overview

Statesman – English
This ad was also published in 
The Villager, Austin Chronicle, and 
Community Impact.
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Creative – Print/Plan Overview
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El Mundo 
This ad was also 
published in La Prensa.



Creative – Print/Plan Overview
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News Korea – Korean
Additional Asian publications included 
Texas Capital News (Chinese), Austin 
South Asian (English), Epoch Times 
(Chinese), Tre (Vietnamese). 



Creative – Print/Double-Truck
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Austin Chronicle



Creative – Print/Rail
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Austin Chronicle 

This ad was also published in the Statesman and 
Community Impact prior to August 10.



Creative – Print/Rail
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News Korea
Asian publications included 
Tre and Epoch Times. 



Creative – IMG/UT Sports – Marquee
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Creative – Transit Queens

108



Creative – Transit
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Creative – Transit Interior Placard 
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Creative – Transit Interior Placard
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Creative – Wallet Card
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Front

Back

Inside



Creative – Giveaway Bag Design
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Creative – Icon Suite
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Phase 2 Communications
August 10 – November 3, 2020



Campaign Elements

• Message and creative development 

• Media relations 

• Paid media 

• Social media content development (static, animation, video) 

• Social media monitoring  

• Brochure and other collateral

• Website design, copy, and consultation

• Speakers Bureau presentation(s) 

• Fact sheets  
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Paid Media
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Phase 2 paid media approach: build awareness and educate audience on the elements of the 
comprehensive transit plan designed for all of Austin. Media included:  

• Facebook/Instagram/Twitter

• Digital media (multiple platforms) and location-based mobile

• TV/OTT

• Email 

• Radio/Pandora radio 

• Print



Paid Media (cont.) 
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• Transit (added value) 

• Out-of-home billboards and convenience store 1-sheet posters 

• IMG/UT Sports (I35 marquee, football, volleyball, digital media) 

• BCycle/bike share 

• Theater @ Home (CTT/CPV) 



Paid Digital Media Campaign Summary
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$ $

$%

% $

Source: LumenAd Jul. 1 – Aug. 6, 2020
Note: Totals do not include email or ad serving/tracking and reporting.
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)

$255,716
Total Spend

195,517
Clicks

3,993,143
Involvements*

61,909,904
Impressions

0.32%
Click Rate

6.45%
Involvement Rate

$4.13
CPM
Cost per thousand impressions

$1.31
CPC
Cost per click

$64.04
CPI (000)
Cost per thousand involvements



Discovery Ads Continue Efficient Return 
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Source: LumenAd Aug. 7 – Nov. 30, 2020
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)



Social Media

Approach
• Social media sought to educate Austinites about Project Connect, its components and 

features by using informative, engaging content and driving users to the Project Connect 
website to learn more.

Summary
• Using a combination of organic and paid tactics, social content was developed with an 

emphasis on video and motion to catch users’ attention and prompt engagement (like, 
comment, share). In addition, the paid campaign was optimized to drive audience members 
to click, visit the Project Connect website, and remain for 60 seconds or more as they 
interacted with content on the site. 

For the final two weeks, the campaign was further optimized to broaden the audience by 
prioritizing people who had not yet engaged with the campaign via social media and limiting the 
frequency with which individuals saw an ad.
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Video Emphasis Boosts Overall Engagement

124
Source: Hootsuite Aug. 10 – Nov. 3, 2020
* Rival IQ, 2020 Social Media Industry Benchmark Report

Facebook
• Reach: 1,382,290
• Engagement: 6,053
• Engagement Rate: 0.44%

(Industry Avg. 0.09%*)  

Instagram
• Reach: 36,396
• Engagement: 5,924
• Engagement Rate: 16.3%

(Industry Avg. 1.22%*)

Twitter
• Engagement: 1,870



Big Plan Features Draw Most Engagement
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Source: Hootsuite Aug. 10 – Nov. 3, 2020



Geo-Specific Features Build High Engagement Rates
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Source: Hootsuite Aug. 10 – Nov. 3, 2020



Social Media – Post Topics

127
Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data

TV Ad Recut

Total Engagement: 3,004
Engagement Rate: 7.9%

Red Line

Total Engagement: 1,990
Engagement Rate: 1.1%



Social Media – Post Topics
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Overview

Total Engagement: 1,497
Engagement Rate: 0.5%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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Orange LineBlue Line

Total Engagement: 1,130
Engagement Rate: 0.4%

Total Engagement: 1,425
Engagement Rate: 0.9%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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Tunnel

Total Engagement: 1,097
Engagement Rate: 0.5%

Timing

Total Engagement: 813
Engagement Rate: 1.4%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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Park & Ride

Total Engagement: 387
Engagement Rate: 5.7%

Anti-Displacement

Total Engagement: 304
Engagement Rate: 1.2%

Traffic

Total Engagement: 282
Engagement Rate: 0.9%

Rail System

Total Engagement: 195
Engagement Rate: 11.8%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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MetroRapid

Total Engagement: 173
Engagement Rate: 15.3%

Green Line

Total Engagement: 151
Engagement Rate: 16.5%

College Connection

Total Engagement: 145
Engagement Rate: 14.2%

Circulators

Total Engagement: 93
Engagement Rate: 4.5%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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Community Involvement

Total Engagement: 24
Engagement Rate: 2.3%

Event Promo Q&A

Total Engagement: 66
Engagement Rate: 1.4%

Total Engagement: 84
Engagement Rate: 2.1%

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Social Media – Post Topics
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Ballot Initiative Press

Total Engagement: 18
*Twitter Only

Total Engagement: 16
*Twitter Only

Source: Hootsuite Aug. 10 – Nov. 3, 2020
Note: Engagement Rate calculated using only Facebook and Instagram data



Paid Social Audiences Drawn by Rail-Focused Topics
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Source: LumenAd Aug. 7 – Nov. 30, 2020
*Involvements is a custom metric that weighs indicators of engagement to infer increased education.
“Involvements” = 50% Clicks + 100% Video Completions + 100% Active Engagements (i.e., social media post reactions, shares, saves and comments) 
+ 100% Website Conversions (i.e., 60-second web visits, content downloads, newsletter sign-ups, contact form submissions, virtual meeting request submissions)



Phase 2 Updates Enrich Website SEO

136
Source: Google Analytics Aug. 10 – Nov. 3, 2020



Sessions Rise as SEO Metadata Is Updated 
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8/14
Homepage 

Update

8/19
SEO Metadata / 
URL Structure 

Update

9/24*
SEO Metadata / 
URL Structure 
Restoration

10/12
Funding Section 

Added

*Drop in sessions is due to the migration to SiteFinity and lack of SETO 
metadata. Note the sessions begin to improve, but never fully restored. 



Homepage Content of Primary Interest
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Source: Google Analytics May 1 – Aug. 7, 2020

Paid Search
61%

Direct
12%

Referral
11%

Organic 
Search

10%

Social
5%

Email
1%

Traffic Source
(Sessions)

Top Events

Top Pages



Media Relations Activities 

Strategic Media Outreach. After the August 7 ballot decision, the public relations team 
switched from proactive storytelling to responsive media relations.

Messaging Hierarchy and Talking Points. Updated all messages to reflect legal requirements 
of public communication/education.

Electric Bus Reveal. Working closely with CapMetro, coordinated the virtual event 
showcasing the new electric buses and included an electric-bus-shaped cookie dropoff to 
Dell’s Children’s Hospital for staff. Developed media outreach materials and talking 
points/remarks for CapMetro leadership and elected officials.
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Media Relations Activities (cont.)

Downtown Station Grand Opening. Developed strategy, story ideas, testimonials, 
media outreach materials, speaker remarks/talking points, on-site event management, 
and video production/editing to celebrate and honor milestone grand opening.

Post-Election Communications. Provided strategic support and developed all media 
outreach and internal communications materials for various post-election outcomes 
(e.g., yes, no, TBD, social unrest, etc.).

Media Recaps. Provided recaps of media coverage during Phase 2 to evaluate lessons 
learned and best practices.
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Media Relations Coverage: August 10 – November 3
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RECAP
Total Stories: 279
Total Impressions: 121,526,593
Total Publicity Value: $1,152,396
Reported Initiatives:
• Aug. 7 Ballot Decision - 24 
• Opposition – 16
• Plan Updates – 111 
• Electric Bus Reveal – 33
• Electric Bus Yard Opening – 10 
• DT Station Opening – 44 
• Election – 41 



Website – Homepage 
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Website – Homepage 
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Website – Initial Investment
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Website – Initial Investment
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Creative – TV/English  

Phase 2 TV English spots are on the following slides: 

• :30 A New Transit Plan for Austin. Project Connect by Capital Metro. 

• :15 A Transit Plan with All-Electric Buses. Project Connect by Capital Metro.

• :15 Travel by Rail to the Austin Airport. Project Connect by Capital Metro. 

• :15 New Routes & Expanded Bus Service. Project Connect by Capital Metro. 

• :15 A Transit Plan Designed to Connect Austin. Project Connect by Capital Metro.  
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Creative – TV/Spanish  

Phase 2 TV Spanish spots are on the following slides: 

• :30 Un nuevo plan de transporte público para Austin. Project Connect de 
Capital Metro. 

• :15 Un plan de transporte público con autobuses todo eléctricos. Project Connect 
de Capital Metro.

• :15 Viaje en tren al aeropuerto de Austin. Project Connect de Capital Metro. 

• :15 Un plan con rutas nuevas y servicio expandido. Project Connect de Capital Metro. 

• :15 Un nuevo plan de transporte público. Project Connect de Capital Metro.  
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Creative – Radio/August and September

158

A new transit plan designed for Austin. :30 English 

A new transit plan with new rail designed for Austin. :15 English 

Hay un nuevo plan de transporte público diseñado para Austin. :30 Spanish 

Hay un nuevo plan de transporte público con nuevas lineas de tren diseñado para Austin. :15 Spanish 

http://drive.google.com/file/d/1kATmeZG1VBIokWH6a8FGeAaTGMNqD5lT/view
http://drive.google.com/file/d/1NI13QSZUbnufRRwKETgqdrZYNOp4xapE/view
http://drive.google.com/file/d/1hwwcJ28slhRZ_hBXBB-He6NrJ4SqdKyP/view
http://drive.google.com/file/d/1YwTnkgwAismZ_BqOS7Brk6TGx6IF79cx/view


Creative – Radio :15/October
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Project Connect will be on the November 3 ballot. :30 English 

Project Connect will be on the November 3 ballot. :15 English 

Las elecciones el 3 de noviembre incluirán a Project Connect. :30 Spanish 

Las elecciones el 3 de noviembre incluirán a Project Connect. :15 Spanish 

http://drive.google.com/file/d/1OnHI15fSei_QvvepVNEUDWBPE1V4RCBh/view
http://drive.google.com/file/d/1SZ6Q4W0CzaZdFDOPwO5W31DwceAC8ZRX/view
http://drive.google.com/file/d/1lF-gUYbFCuRkYJla4HHEy8lpBxGFmSb8/view
http://drive.google.com/file/d/1Iu29Pe-kVm6HJbC3BmM8wq8Ve0AaFykj/view


Creative – BCycle/Bikeshare (July – November)
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Total Impressions: 440,000
100 Bikes 



Creative – Outdoor Bulletins  
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Location: 
Lamar Blvd N/O 12th Street E/S



Creative – Outdoor Bulletins/September  
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Creative – Outdoor Bulletins/October  
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Creative – Paramount Series/Pre-Film Slides
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Creative – Paramount Series/Pre-Film Slides
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Creative – Paramount Series/Pre-Film Slides
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Creative – Paramount Series/Pre-Film Slides
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Creative – OOH C-Store (1-Sheet Posters) 
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Creative – Transit MetroRail Wrap
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Creative – Transit Bus Wrap
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Creative – Transit Bus Wrap
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Creative – Transit Kings
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Creative – Transit Interior Placard
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Creative – Transit Interior Placard
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Creative – Transit Electric Fleet Bus Wrap
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Creative – Transit Electric Fleet Bus Wrap
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Creative – Transit (POP)
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Creative – Transit (POP)
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Creative – Transit Electric Fleet Interior Placards
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Creative – Digital Media/Google Paid Search
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Creative – Digital Ads/Google Responsive Display
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Creative – Digital Banner Ads
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Creative – Digital Banner Ads/Geo-Specific
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Creative – Promoted Article/CultureMap
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Article promoted on 
September 4, 2020. 

https://austin.culturemap.com/series/austin-connections/



Creative – Editorial Series/CultureMap
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https://austin.culturemap.com/series/austin-connections/



Creative – August 14 Email (Organic)
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Net delivered: 6,787
Total opens: 1,434
Open rate: 35.9%
Clicks: 123
CTR: 8.6% 
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Net delivered: 6,787
Total opens: 1,434
Open rate: 35.9%
Clicks: 123
CTR: 8.6% 

Creative – August 14 Email (Organic)



Creative – November 4 Email (Organic)
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Net delivered: 4,124
Total opens: 974
Open rate: 23.6%
Clicks: 25
CTR: 2.6% 



Creative – September Email Paid

222

First Deployment/Sept 29: 
Net delivered: 305,099
Total opens: 81,723
Open rate: 26.79%
Total clicks: 3,085
CTR: 1.01% 

Re-Message/Oct 2:
Net delivered: 245,788
Total opens: 62,279
Open rate: 25.34%
Total clicks: 3,407
CTR: 1.39% 



Creative – Print/Rail
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The Villager
This ad was also published in the
Austin Chronicle. 



Creative – Print/Rail
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La Prensa
Spanish version also published 
in El Mundo. 



Creative – IMG/UT Sports – Football Season Guide
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Creative – IMG/UT Sports – Volleyball
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Courtside Signage

Frank Erwin Center 360 LED signage 



Creative – Bus Rack Card
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Creative – Wallet Card
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Front

Back

Inside



Creative – Flyer
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Front

Back

Inside



Creative – Digital Flyer 
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Creative – Brochure
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Cover



Creative – Brochure
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Inside Spread 1



Creative – Brochure

249
Inside Spread 2



Creative – Print/Ballot Overview

Austin Chronicle 
Ads also published in the Statesman, 
Community Impact and The Villager.
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Creative – Print/Ballot Overview
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La Prensa
Spanish version also 
published in El Mundo. 



Creative – Print/Ballot Overview
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Epoch Times (Chinese)
Asian ads also published in Texas 
Capital News, Austin South Asian 
(English), and News Korea.



Creative – Print/Ballot Overview (Round 2)
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The Villager
Ads also published in the Statesman 
and Austin Chronicle.



Creative – Print/Ballot Overview (Round 2)
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El Mundo
Spanish version also 
published in La Prensa. 



Post-Election Communications



Campaign Elements

• Message and creative development 
• Media relations 
• Paid media 
• Social media content development (static, animation, video) 
• Social media monitoring  
• Brochure and other collateral
• Website design, copy, and consultation
• Speakers Bureau presentation(s) 
• Fact sheets  

260



Paid Media

261

Post-election media included:  

• Facebook/Instagram/Twitter

• Email

• Print 

• Transit (added value)

• Out-of-home billboards (overrides/added value)

• Radio liners



Research – Online “Temperature Check” Survey 

• Online survey using SurveyMonkey platform and Lucid sample providers

• Programmed, managed and analyzed

• Total sample: N = 401

• Fielded November 6–17
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Online “Temperature Check” Survey – Summary

263

71%
Awareness of a 
Transit Plan

Do you remember seeing any 
information (TV, radio, news 
articles advertisements, 
etc.) for a plan to improve 
public transportation in the 
Austin area?

57%
Awareness of a 
Project Connect

Have you ever seen or 
heard of a transportation 
plan called Project 
Connect?

80%
Positive View of 
Capital Metro

What is your impression 
of Capital Metro?



Online “Temperature Check” Survey – (cont.) 

264

87% reported: As the 11th largest city in the US, it is 
important to have public transportation similar to other 
large cities

89% reported: Austin needs a big city public transit 
system to live up to out potential

#2 IMPORTANCE – ADDRESS TRAFFIC CONGESTION
Which of the following are important issues for quality 
of life in Austin? 



Online “Temperature Check” Survey – (cont.)

265

Tax increase too highNo to tax increase Project Connect 
might go over budget 

and take too long 

Why “No” to Proposition A?



Facebook
• Reach: 50,481
• Engagement: 638
• Engagement Rate: 1.3% 

(Industry Avg. 0.09%*) 

Instagram
• Reach: 6,216
• Engagement: 3,731
• Engagement Rate: 60% 

(Industry Avg. 1.22%*)

Twitter
• Engagement: 811

Social Media Celebrates Election Win

266 Source: Hootsuite Aug. 10 – Nov. 3, 2020
* Rival IQ, 2020 Social Media Industry Benchmark Report



Media Relations Activities

Updated Messaging: Updated media messaging to reflect Project Connect approval, 
including Austin Transit Partnership (ATP) and upcoming media-facing events; for example, 
ATP launch, Board meetings and joint sessions, etc.
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Media Relations Coverage: November 4 – 30
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RECAP
Total Stories: 175
Total Impressions: 80,222,406
Total Publicity Value: $839,049
Reported Initiatives:
• Plan Updates – 5 
• Election – 138
• Pilot Fare-Capping Program – 3 
• Nov. 23 Board Meeting – 29



Website – Homepage 
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Website – Initial Investment
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Creative – Print

273

Statesman
Ads also published in the 
Austin Chronicle, Community 
Impact and The Villager.

El Mundo
Spanish ad also published in 
La Prensa. 



Creative – Print
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News Korea (Korean)
Asian ads also published in 
Epoch Times and Tre.



Recommendations



Be Proactive

1. Ongoing social media. Keep residents informed with Project Connect updates and 
milestones through a mix of organic and paid social media. 

2. Educate through paid media when there is a story to tell. Leverage paid media for 
milestones and major updates with the plan. Consider outlets such as print, radio liners 
and other partnerships. 

3. Maintain transparency. Keep media updated with regular media alerts or notifications 
surrounding Board meetings, joint sessions, anti-displacement efforts, January Virtual 
Open House, the Austin Transit Partnership and Project Connect progress.
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Be Proactive (cont.)

4. Lessons learned and best practices. Use topline media audit/analysis and media recaps to guide 
future strategies and tactics to avoid potential pitfalls and to inspire story ideas.

5. Deskside meetings. Continue to check in with meeting contacts to maintain momentum and gauge 
interest in future story ideas (including upcoming media roundtable).

6. Value of transit. Pitch community-focused stories highlighting testimonials, meal delivery 
milestones, COVID-19/public safety protocols and practices that underscore the critical role Capital 
Metro has as a lifeline to Austin, especially for residents who rely on transit the most.
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Be Proactive (cont.)

7. Media roundtable. Invite members of the media (including deskside meeting attendees) 
to educational opportunity with CapMetro leaders and elected officials.

8. Messaging and issues management workshop. Stay ahead of the curve and refresh 
messaging and approach to 2021—it’s a new day!

9. National pitching. Continue to engage with national media (and develop new 
contacts/relationships) to highlight Austin and Capital Metro’s historical milestone.
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THANK YOU!
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