
 
 
 

Customer Service and Operations Committee 
 

Board Information Item III-A 
 

September 12, 2013 
 
 
 
 
 
 
 
 
 

 
 
 
 

Silver Line Marketing Plan 
 

 
 
 
 
 
 

Page 3 of 90



Washington Metropolitan Area Transit Authority  

Board Action/Information Summary  

TITLE: 

Silver Line Marketing Plan  

PRESENTATION SUMMARY: 

This is an information item to brief the Board on the planned information campaign for current 
and potential riders about the new Silver Line service.  

PURPOSE: 

The purpose of this presentation is to inform the Board of our marketing and communications 
plans in preparation for the start of the Silver Line.   
   

DESCRIPTION: 

Our goals for the marketing and communications plan are to:

� Raise awareness 
� Educate customers about riding the system 
� Encourage trial 
� Build ridership 

Secondary goals are to:

� Position Metro and our partner  jurisdictions as providers of high value transit 
� Increase employer participation 

It’s important to target messages regionally, to include new origin and destination options not 
only to/from Virginia, but also to/from Maryland and the District, keeping in mind that a transfer 
-free ride to Fairfax County will be a new option for some customers.  Message testing begins 
in the first phase of the plan to ensure that the materials we are using to reach customers are 
effectively delivering the value proposition. 
 
Our plan is already being implemented and will continue in three phases depending upon the 
operational readiness date (ORD): pre- ORD, ORD and Post-ORD. 
 
 
 
 
 

 Action  Information 
MEAD Number: 

200320 
Resolution: 

 Yes  No 
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Key Highlights: 

 

� Original ridership forecasts for the Silver Line assumed 100% awareness of the 
service.  Recent market research shows awareness levels of 45-55%. 

� The marketing plan must dramatically increase awareness, encourage trial of the 
service, and build ridership once the service opens. 

� The plan focuses on the regional market -- to include new origin and destination 
options not only to/from Virginia, but also to/from Maryland and the District, 
keeping in mind that a transfer-free ride to Fairfax County will be a new option for 
some customers. 

� Message testing begins in the first phase of the plan to ensure that the materials 
Metro uses are compelling and deliver the advantages of rail over auto travel -- a 
convenient way to avoid traffic, more reliable travel time with ability to sleep, talk, 
work, and read, and it's affordable when compared to the cost of gas, 
maintenance, and parking. 

Background and History: 

As we prepare to begin revenue service this winter, we conducted market research to 
learn what our current and potential bus and rail riders know (and don’t) about Silver 
Line service. 
 
The Silver Line will operate between Wiehle Ave, Reston East Station and Largo Town 
Center.  The Peak headways will be 6 minutes on Silver, Orange, Yellow and Green 
Lines.  Peak headways for the Blue Line was reduced from the planned 14 minutes to 
12 minutes.  Less frequent service than today but greater than originally planned.  
There are no changes to the Red Line.  All stations will be served by Metrobus, and 
Connector services are being rerouted to include stations. 
 
As you would expect, awareness varies greatly depending upon where people live and 
work.  Forecasting models for Silver Line ridership assume 100% awareness, to 
ultimately generate 740,000 riders per month.   Our research shows that actual 
awareness at this time is about 45-55%.  Further, among riders who have awareness, 
there is confusion about station locations and importantly, where the Silver Line 
terminates -- many wrongly believe it will serve Dulles airport in the first phase. 
 
Even among riders along the Silver Line with higher awareness levels, they have many 
questions about where stations are located, pedstrian, bike and kiss and ride access, 
local parking options, fares and schedules, to name a few. 
 
The research also suggests that in order to induce trial of the line, customers need 
compelling information about destination options and about the advantage of rail over 
auto travel.  As cost advantage will not be the most compelling consideration factor for 
the entire market, the overall value proposition must include traffic avoidance (reliability) 
and convenience, as well as affordability. 
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Discussion: 

The marketing plan is underway and will continue to be implemented in three phases: 
pre- ORD, ORD and Post-ORD. 
  
Pre-ORD: Awareness building 
 
We have worked with multiple stakeholders to create a microsite, silverlinemetro.com 
which will serve as a one-stop information shop for Silver Line information.  The site 
provides service information, station information, points of interest near the new 
stations, including employers, dining, and shopping.  Many of these ideas were raised 
by our customers during our early research.  It will also link to and provide connecting 
bus services, as well as pedestrian and street access information provided by Fairfax 
County. 
 
The new Silver Line site features an SV circle image, taken from the new map which will 
be launched on the site.  This will help us brand the line and begin awareness 
building.    
 
We have also started bi-weekly “count-down” meetings with stakeholders including 
MWAA, the Dulles Partnership, Fairfax County DOT, Supervisor Hudgins’ office, and 
Fairfax County Police.  These meetings allow the stakeholders to share information, 
coordinate activities, and partner where appropriate.  For example, Metro is partnering 
with Fairfax County police on school safety outreach initiatives this fall to increase youth 
awareness of station and railroad safety.    Additionally, MTPD and Fairfax County 
emergency responders will be conducting drills to ensure emergency preparedness, 
and the public information about those drills is being coordinated. We look forward to 
expanding this effort to include stakeholders from Prince George’s County and the 
District this Fall. 
 
The awareness building phase also includes online advertising to promote traffic to 
silvelinemetro.com, as well as a new Riders’ Guide with tips and the new map.  We will 
have begun to meet with area businesses and will be able to offer customers value-
added discounts through their use of SmarTrip® cards.  Tysons Mall and others have 
offered to host information and promotional events.   And finally, this phase also ramps 
up education and training about the Silver Line for local workers through their 
employers.  
 
ORD: Learning 
 
Once we take custody of the line for testing purposes, the learning phase begins.  Some 
of the visible outreach in this phase includes  online chats with the General Manager, 
 “behind the scenes” videos promoted through social media,  rider contests and sneak 
preview tours for media to begin sharing information about the stations.  With the start 
of the in-system campaign, customers will see Silver Line ads on rail cars, posters in 
stations and on floor graphics.  The in-station, on train and bus announcements will also 
be programmed and played during this phase.  The employee education continues with 
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systemwide information campaigns about the Silver Line. 
 
Potential customers will also begin to receive information mailed to their homes.  An 
electronic newsletter will be launched for people to get frequent updates online, and our 
outreach team will host information tables at festivals and community events, as well as 
scheduled outreach to local business and civic groups. 
 
Finally, we are assembling an event planning committee for stakeholders near the five 
new stations to assist in planning grand opening events at the stations. 
  
Post-ORD: Now arriving 
 
As WMATA operations begin testing and training employees,the “Now Arriving” phase 
will start when customers will see our “Silver Squad” in stations distributing information 
and answering customer questions.  The Silver Squad will also be in new stations when 
the service launches to assist riders. 
 
Transit Ad sales in the new stations will begin and our second wave of direct mail will 
arrive in homes with how to ride information. We will also begin selling a 
commemorative Silver Line Smartrip® card as well as Silver Line merchandise that will 
be for sale online.   Station open houses will provide opportunities for employees, their 
families, and for our customers and local residents to visit the new stations.  Metro will 
also leverage the open houses to recruit talent for open positions, as well as to provide 
Safety information displays. 
 
Just prior to the launch of revenue service, an Inaugural  train will offer an historic first 
trip to funders, stakeholders, partners, media and select riders (contest winners).  
   

FUNDING IMPACT: 

 
The budget for the marketing and communicatons plan was funded in the FY14 budget and 
does not require any incremental monies.

TIMELINE: 

 Project Manager: Lynn Bowersox 

 Project 
Department/Office: 

Customer Service, Communication and Marketing 

Previous Actions

This is the Board's first information briefing on Silver Line 
marketing plan. 
 
 

Anticipated actions after 
presentation

The Board will receive a subsequent briefing on the status of the 
project and service readiness.
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“I think of all the jobs at 

Dulles that they advertise 

that will now be easy to 

get to.” (MD Rider)

“I think of all the jobs at 

Dulles that they advertise 

that will now be easy to 

get to.” (MD Rider)

“I think of the biggest mall in the 

area [Tysons and the variety of 

stores and restaurants there.” 

(DC Rider)

“I think of the biggest mall in the 

area [Tysons and the variety of 

stores and restaurants there.” 

(DC Rider)

“It offers people a chance to get 

out of the city on weekend 

outings, especially young people 

and whole families.” (DC Rider)

“It offers people a chance to get 

out of the city on weekend 

outings, especially young people 

and whole families.” (DC Rider)

“I feel the Silver Line 

will ease congestion 

to Dulles and from 

there you can travel 

around the world.” 

(MD Rider)

“I feel the Silver Line 

will ease congestion 

to Dulles and from 

there you can travel 

around the world.” 

(MD Rider)

NEW LEISURE & ENTERTAINMENT

DULLES AIRPORT

COMMUTING TO WORK

“I think of less stress and more time 

with my family because I would use 

it to commute instead of driving and 

sitting in all that traffic.” (MD Rider)

“I think of less stress and more time 

with my family because I would use 

it to commute instead of driving and 

sitting in all that traffic.” (MD Rider)

Anticipated Usage of the Silver Line



Messages

Leave traffic 

behind

Convenient

Affordable

1

2

3



Strategy

Pre-ORD

• Awareness 
Building

ORD

• Learning

Post-ORD

• Now 
Arriving



Pre-ORD: Tactics

July-Aug

• Trademark SV

• Stakeholder 
Coordination Meetings

• School Outreach

• PD/OEM Drills

Sept

• Microsite:
silverlinemetro.com

• New Map Released

• How to Ride Guide 
Development



silverlinemetro.com
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First year projected ridership per day

Station First year ridership 

per day

McLean 7,600

Tysons Corner 10,400

Greensboro 6,600

Spring Hill 8,000

Wiehle-Reston East 16,400



Newly landscaped pedestrian pavilion for the McLean 
Station at the corner of Route 123 and Colshire Drive.
Photo courtesy Chuck Samuelson, DCMP

McLean Station – July 2013



The barrel canopy is complete; curtain wall and wire mesh 
infill are under construction.  
Photo courtesy Stephen Barna, DCMP

Tysons Corner Station – July 2013



Greensboro Station – July 2013

Mezzanine level finishes.  Station manager kiosk 
installation has begun.  
Photo courtesy Stephen Barna, DCMP



Eastbound Leesburg Pike streetscape installation at 
Spring Hill Station.  
Photo courtesy Stephen Barna, DCMP

Spring Hill Station – July 2013



Platform level finishes and signage  
Photo courtesy David Claypool, Kalorama

Wiehle-Reston East Station – July 
2013



Rail Service Plan

Line From To

Peak

Headway

Mid-Day

Head way

Silver Wiehle Ave Largo 6 min 12 min

Orange Vienna New Carrollton 6 min 12 min

Blue Franconia -

Springfield

Largo 12 min 12 min

Green Greenbelt Branch Ave 6 min 12 min

Yellow A Huntington Mount Vernon 6 min n/a

Yellow B Huntington Ft. Totten n/a 12 min

Yellow + Franconia-

Springfield

Greenbelt 12 min. n/a

Red Shady Grove Glenmont 3-6 min 6-12 min



ORD: Tactics

Commemorative 
SmarTrip card

• Advertising

• Connector bus 

• Employee education

• Merchandise for sale



Post-ORD:  Tactics

• Online chats with GM

• Videos: Behind the scenes, 
feature destinations

• Value-add discounts from local 
businesses

• Exhibit/display at Tysons 
Corner

• Launch E-newsletter

• Festivals and Community 
Events

• Civic and Business groups

• In-system ads begin: rail cars, 
station posters, dioramas and 
floor graphics

• Direct mail

• Sneak preview station tour

• Social media contest for  
Inaugural rides



Updated Map
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