
1

Customer Service/Marketing

Jill Brown, Jill Brown Public Relations
Kristina Hoffman, Milwaukee County Transit System

October 5, 2021



2

Presentation Outline

• Opportunities and Constraints
• Marketing Tools and Examples
• Looking for Opportunities to Engage

• Take Aways—
• Strengthen Your Understanding of Customers by 

Creating Avatars
• Use the PESO Model to Connect with Audience
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2021 Context
Opportunities and Constraints
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Star Tribune Editorial 
9-20-21
Sustainable Transportation Advisory 
Council created in 2020 made up of 22 
leaders from public, private, nonprofit 
promotes equity, environmental justice 
and economic development.

MnDOT adopted several 
recommendations including
• set a preliminary goal of a 20% 

reduction in vehicle miles traveled 
statewide by 2050, and

• prioritize transit and high-occupancy 
vehicles on MnDOT roads.
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Slowly Regaining Riders



6

Other Impacts

• Funding changes
• Workforce shortage
• Community may not look the same post COVID
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Transportation Needs Continue

Two types of riders:
• Transit dependent

• Referral sources
• Choice
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Avatars—Know Your Audience

• Who is your ideal rider?
• Where are they?
• What kind of challenges do they face?
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The PESO Model for Marketing:
Paid Earned Shared Owned
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PESO Model
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Today’s Focus

• Digital ads -- Paid
• Looking for opportunities to tell your story -- Earned
• Samples from MnDOT sponsored pilot marketing plans
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Digital Advertising is King
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Paid –Geofencing and Geotargeting Ads
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Paid

Geofencing draws 
a circle around a 
location. 

People visiting the 
site receive ads.

Data can tell if 
people who 
received your ad 
visited your 
location on 
another day.
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Paid –Connected TV
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Market Selected for PLT 

• Ages 18 and up
• Faribault and Martin Counties

• Max number of commercials to that target audience is just under 
92,000.

• MnDOT pilot marketing program budgeted $1,000 per month for two 
months.

• A total of 44,000 commercials will be delivered for that investment.
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August Results for Brown County
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Watonwan Focus on Child Care and Schools
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Watonwan County’s Approach to Online Ads
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Transit System Director’s Reaction…

“Golly, I have no clue if it was the ads or not, but my bus is at 
full capacity for school kid riders in both St James AND 
Madelia – both with a 6 person waiting list EACH! Never have 
I ever had a waiting list before school, let alone a six person 
before school starts! We are still short 2 drivers for the 
month of September and I have the longest denied ride list 
ever. It’s just crazy. That’s my input 😊😊”
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SMOC – Nobles County Digital Ads
Bus stops were targeted. More than 51,000 ads were delivered to people visiting the 
addresses. 112 people clicked the ad. 19 people visited the SMOC office after an ad.
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A separate ad promoted countywide service.
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Both approaches combined for Nobles County
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Earned – Media Relations
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Engage with Your Riders!
Name the snowblow contest received more than 22,000 submissions for 8 MnDOT 
districts.
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Earned -- Networking

• Networking is the science of speeding up trust.
• Add value!

Name of  company, 
person contacted

Date of 
initial 
contact

How 
contact was 
made? 
(voicemail, 
phone call, 
email, in 
person)

Description of 
initial request 
(provide info, 
present at open 
house, meet to 
discuss idea, etc.)

Action items
(send/design fact 
sheet or flyer, set 
date to meet, etc.)

Send follow-
up thank you 
for meeting, 
talking

Result of 
networking
(information 
delivered, meeting 
set with board, 
etc.)

How to share 
results (with 
governing entities, 
other 
organizations, 
media)? How to 
report back to 
referral? “Because 
of you, XYZ 
happened”

Future goal, plan 
with this referral 
and date for next 
action
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Paid—Revealio

• COVID has sped up the development of augmented reality 
technology. Retailers report 2 to 3 years ahead of schedule on some 
tools.

• Wow factor captures attention.
• New way to peak interest.
• Leave a positive impression.
• Costs start at $27 per month for 1,000 impressions. 
• Download free Revealio app onto phone. 
• Learn more https://www.revealio.com/sales?aff_id=136_419

https://www.revealio.com/sales?aff_id=136_419
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Shared – Social Media

• Content – Mix of conversation and selling – be human.
• Advertising –

• Boost posts
• Ads
• Pixels
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Shared/Owned – Survey Information

• Engage community. 
• Inform your board decisions.
• Fine tune your messages with targeted audiences.

• A newer tool is Polco (Polco.us).
• Some governmental units are using COVID related dollars to upgrade 

from free accounts to engage with, listen to and build trust between 
them and their community. Data also fulfills requirements to evaluate 
efforts.
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Owned--Collateral

On Advertising Specialties in SW MN Pilot Program, MnDOT SAYS:
• For the pilot marketing project that is funded solely with state funds, 

giveaway promotional items may be purchased provided the 
individual unit value is not more than nominal. Nominal is defined for 
this purpose as $5 or less. Projects funded with any combination of 
federal dollars must abide by 2 CFR 200.421, which disallows costs of 
promotional items and memorabilia, including models, gifts and 
souvenirs provided to customers or the public.
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A Word on Evaluation in PESO

• What gets measured gets done.
• Thoughts on PESO evaluation:

• Impressions vs leads.
• Google analytics provides data on qualified leads.
• Leads can take time.
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PESO Model -- Recap
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Questions and Discussion
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Presenter Contact Information

• Jill Brown Public Relations
• JILL@JillBrownPR.com
• 612-889-2611 

mailto:JILLCBROWN@msn.com
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