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opportunities and 
challenges for marketing 

TDM programs

sustainability . . . . .

to ensure the ability to meet the needs of the present generation 
without compromising the ability of future generations to meet 
their own needs.

what is sustainability?
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what’s different this time around?

• the potential consequences are 
much greater;

• consumers are (at this time) 
more receptive to changing 
behavior;

• government sees the societal 
and political implications;

• organized religion is more 
involved, increasing the political 
stakes;

• and businesses are buying in at 
a rapid pace.

today’s business “climate”

With few exceptions, 
businesses aren’t “green”; 

they’re “greener.”

Businesses have become more 
receptive to “green” practices 
because:

• green technologies reflect a 
shifting world economy;

• it reduces operational costs 
over the short and long-term;

• AND creates a PR advantage
that benefits sales through new 
branding strategies.
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businesses “going green” – altruistic motivation?

operational benefits

businesses “going green” – altruistic motivation?

operational benefits
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“going green” – sales motivation

“going green” – sales motivation
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Although not a final determining 
factor in purchasing decisions, 
common characteristics of the 
green consumer are:

“going green” – the consumer

Green consumers are 
a key target market 

because they 
demonstrate a 

pattern of brand 
loyalty and often seek 

green products to 
make themselves feel 

better about their 
purchase.

•Above average income

•Higher educational achievement

•Female

where is transportation in the sustainability discussion?
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where is transportation in the sustainability discussion?

Transportation is a critical component 
of sustainability.  Unfortunately, the 
discussion often focuses on future 
technologies or technologies/services 
that are either NOT sustainable or 
outside the reach of the average 
consumer.

future technologies WILL advance the sustainability movement. 

The problem is . . . . . 
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. . . . the future is now!

marketing TDM in a sustainable world

Transportation demand 
management strategies 

offer immediate and 
measurable opportunities 

to help companies, 
government entities, and 

individual consumers 
meet sustainability goals.

TDM in a sustainable world . . . . .

TDM professionals have to become 
part of the sustainability discussion, 
and key issues/topics that we must 
bring to the table are:  

• Mode Choice

• Roadway Capacity

• Land Use

• Health
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TDM in a sustainable world . . . . .

Source:  San Francisco League of Conservation Voters

TDM in a sustainable world . . . . .
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Source:  San Francisco League of Conservation Voters

TDM in a sustainable world . . . . .

sustainability in the TDM marketing mix

The primary method for 
expanding discussion of 

sustainability and 
transportation is through 
your public relations and 

marketing activities.

Integrate sustainability into your core 
marketing activities

• Product

• Price

• Place (distribution)

• Promotion
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sustainability in the TDM marketing mix - PRICE

• QUANTIFY benefits of TDM in all 
marketing and inter-agency 
discussions.

• Just because your services may be 
free and green, don’t assume there 
is no cost associated with it.

• Consumers make choices based on 
the perceived “value” of the product 
to them and their lifestyle.

vs.

sustainability in the TDM marketing mix - PLACE

• Find your place at the table

• Target “green” companies

• Participate in local and regional 
green initiatives (e.g. conferences, 
workshops, etc.)

• Build partnerships with both 
traditional and non-traditional 
agencies/resources
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Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

I am persuaded that global climate change is one of the 
most important issues that we will face this century. With 
almost 1,200 miles of coastline and the majority of our 
citizens living near that coastline, Florida is more 
vulnerable to rising ocean levels and violent weather 
patterns than any other state…I will bring together the 
brightest minds to begin working on a plan for Florida to 
explore groundbreaking technologies and strategies that 
will place our state at the forefront of a growing world-wide 
movement to reduce greenhouse gases. Florida will 
provide not only the policy and technological advances, 
but the moral leadership, to allow us to overcome this 
monumental challenge.

building partnerships . . . . . 

Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

building partnerships . . . . . 

Governor Crist Executive Orders

• 07-126 – Immediate Actions to 
Reduce Greenhouse Gas 
Emissions from Florida State 
Government

• 07-127 – Immediate Actions to 
Reduce Greenhouse Gas 
Emissions in Florida

• 07-128 – Creation of Governor’s 
Action Team on Energy and 
Climate Change

www.myfloridaclimate.com
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Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

building partnerships . . . . . 

The American College & University 
Presidents Climate Commitment is a high-
visibility effort to address global warming 
by garnering institutional commitments to 
neutralize greenhouse gas emissions, and 
to accelerate the research and educational 
efforts of higher education to equip society 
to re-stabilize the earth’s climate. 

Eckerd College
Florida Atlantic University
Florida Gulf Coast University
Florida International University
New College of Florida
Stetson University
University of Central Florida
University of Florida
University of Miami

Participating Florida Universities

www.presidentsclimatecommitment.org

Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

building partnerships . . . . . 

LEED Certification
• Buildings seeking LEED 
certification receive points for 
trip-reduction programs

• The more points = higher level of 
certification (Silver through 
Platinum)

• Points are also assigned for 
program innovation including 
telework

• www.usgbc.org
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Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

building partnerships . . . . . 

LEED Certification

SS Credit 4.4: Alternative Transportation: Parking Capacity (1 point)
Intent 
Reduce pollution and land development impacts from single occupancy vehicle use. 
Requirements 
OPTION 1 — NON-RESIDENTIAL 

• Size parking capacity to meet, but not exceed, minimum local zoning requirements, 
AND, provide preferred parking for carpools or vanpools for 5% of the total provided 
parking spaces. 

OR
OPTION 2 — NON-RESIDENTIAL 
For projects that provide parking for less than 5% of FTE building occupants: 

• Provide preferred parking for carpools or vanpools, marked as such, for 5% of total 
provided parking spaces . . . . 

Section 2; Phase 1:sustainability in the TDM marketing mix - PLACE

building partnerships . . . . . 

Other Resources
The key to the success of these 

partnerships is that larger 
agencies and groups are paving 

the way.  

You must capitalize on the 
opportunity presented.

www.sustainableflorida.org
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sustainability in the TDM marketing mix - PROMOTION

“Green” Marketing Benefits

• Partnerships are easier to establish

• Provides access to a very receptive 
audience

• Allows you to cut through 
promotional “clutter”

• Garners access to “choice” users 
rather than dependent users

sustainability in the TDM marketing mix - PROMOTION

Strategies for Marketing “Green”

• Brand your products and services 
with a green message (but not 
exclusively).

• Always quantify benefits to 
employers/businesses.

• Stress problem > action in a positive 
way.

• Publish ads in targeted publications.

• Sponsor or partner on events that 
carry the green message.

• PRACTICE WHAT YOU PREACH!
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pitfalls of green marketing

Greenwash is a term used to describe the actions of a 
company, government, or other organization which 
advertises their positive environmental practices while 
acting in the opposite way. . . it is portraying yourself as 
environmentally responsible, when really, you are just 
jumping on the green bandwagon that everybody wants to 
ride.

pitfalls of green marketing -- GREENWASHING

Jaclyn Meli, Florida Atlantic University
Presentation at 2007 Campus & Community Sustainability Conference 
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pitfalls of green marketing -- GREENWASHING

Going green is a 
process both 

internally and 
externally.  If you’re 
promoting “green,”

you have to strive to 
be “green.”

pitfalls of green marketing

Tips for Greening operations

• Reward employees for using 
commute alternatives

• Reduce paper – utilize 
electronic media as much as 
possible

• Consider the source of 
promotional items

The Federal Trade Commission’s Part 260 -- GUIDES FOR THE USE OF
ENVIRONMENTAL MARKETING CLAIMS
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tallahassee efforts

tallahassee efforts

• State of Florida 

• FSU Campus & Community 
Sustainability Committee

• Knight Creative Communities 
Initiative

• Commuter Choices Week “Go 
Green” Campaign

• Video PSA development

Given its 
concentration of 

governmental 
entities, Tallahassee 

is a prime market for 
green marketing.
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tallahassee efforts – KCCI – PARC Program

• Tallahassee was selected as one 
of 3 U.S. cities to be part of the 
Knight Creative Communities 
Initiative, funded by the Knight 
Foundation

• Greenovation is the cornerstone 
of the program

• Park and Ride Community (PARC) 
reflects their efforts to improve 
use of public transit by non-
traditional riders.

tallahassee efforts – Commuter Choices Week

• Cooperative campaign between 
CSNF, StarMetro, City of 
Tallahassee, and CRTPA

• Held during last week of October

• Launched a new branding effort 
for alt modes in the region 
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tallahassee efforts – Video PSAs

• Currently producing a series of 4 
video PSAs

• Themes reflect concerns about 
sustainability

• Scheduled to begin airing in early 
2008

• Available for adaptation by other 
CAPs in Florida

QUESTIONS

Jeff Horton

jnhorton@cob.fsu.edu

(850) 644-2509

Commuter Services of North Florida
c/o the Marketing Institute
Florida State University
The College of Business
821 Academic Way, Suite 222B
Tallahassee, FL  32306-1111


