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Overview
o The 8" annual Tahoe Bike Challenge returned with new energy and exciting features to invite, attract and engage the
community in general and the bicycle community specifically to ride their bike instead of relying on the automobile to
travel to work, school or recreationally.

Objectives
o Help mitigate green house gas emissions and particulates from clouding the Lake
Reduce dependence on the automobile and traffic congestion
Demonstrate the ease and feasibility of bicycle commuting to work, school and play
Help build a bicycle-friendly community among residents, businesses and tourists
Heighten awareness for the need to build a bikeway system that connects communities
Increase LTBC membership and help build a constituency to support and vote for a more bikeable/walkable community

o O 0O O O

Strategy
Use an integrated media marketing strategy, with emphasis on social media marketing, to promote and deliver three
essential content pillars: Fun, Social, and Impactful.

Target Audience
Active adults interested in cycling, mountain biking, environmental issues, outdoor activities, and community events in
the Tahoe region.
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o Five weeks out, April 29 — May 3

v' Social media launch (Facebook page) announcing event and become event fan
o Four weeks out, May 6-10

v" E-mail broadcast, Event announcement, Tahoe Bike Newsletter

v Online Banner Ad —month long (TahoeDailyTribune.com)
o Three weeks out, May 13-17

v’ Advertising begins — print, event registration

v’ Social media advertising campaign, event registration

v" Promotion launch, Poster distribution

v’ Publicity launch (news releases)
o Two weeks out, May 20-25

v’ Social Media Advertising — promoting event registration

v' Web-based billboard
o One week out, May 26-31

v’ Social media promotes photo contest

v Advertorial launch — news paper insert, America’s Most Beautiful Bike Ride
o Event Begins, June 1-9

v’ Social media Kick-off and Cycle Café promotion

v Advertising

= Print — registration, photo contest
= Social media — photo contest
v' Web-site Goes Live — event registration

Pre-Campaign Schedule

Page |4




TAHOEBIKE
CHALLENGE

Pre-Campaign Schedule . . .

o Event Week Two, June 10-14
v’ Social media
= Advertising photo contest
= Promoting Cycle Cafés
v" Photo Contest Winner announcement
v' Wrap-up Party
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o Week Six, June 16-21
v' Social Media
= Winning photos of winners
= Eventimpacts (CO2, green miles)
v’ Post event publicity — results
v’ Partner event results
o Week Seven, June 23-29
v’ Social Media
= Event Impact postings
v Thank You (Framed Certificates of Appreciation for Sponsors, Cycle Cafes, prize donors)
v Event Summary preparation for distribution among partners and interested parties
v’ Print Advertising — Event Thank you
o Week Eight, June 30
v Event Summary & Evaluation
v' Planning for Summer Tahoe Bike Challenge
o Week Nine, July 8
v' Final distribution
= Certificates of Awards
= Certificates of Appreciation
= Event Summary
v’ Close all accounts payable and receivable
v Begin Planning for Summer-long Tahoe Bike Challenge for visitors
v Begin research & development for 2014 Tahoe Bike Challenge

Post Event Schedule
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Collaborating Partners and Co-Presenters

O

Lake Tahoe Bicycle Coalition

o Tahoe Regional Planning Agency

o Tahoe Metropolitan Planning Organization
Media Sponsors

o Tahoe Daily Tribune

O
O

KTHO AM590 96.1FM
Lake Tahoe TV

Supporting Sponsors

(©)
(©)
©)
©)
©)

O

Nevada Department of Transportation
Barton Health/Tahoe Center for Orthopedics
Vail ECHO Foundation (Heavenly, Kirkwood)
Tahoe Fund (Tahoe License Plate)

Lumos & Associates

Bike The West

Cycle Cafes

O

@)
@)
@)

Dockside 700 Lakeview Café (Tahoe City)
Jason’s Beachside Grill (Kings Beach)

Wildman Café (South Lake Tahoe)

Sprouts Natural Foods Café (South Lake Tahoe)

Partners
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Branding
o New Dedicated Web-site- www.TahoeBikeChallenge.org
o New Social media presence — facebook/tahoebikechallenge
Advertising (see exhibit A for schedule and impressions)
o Print
v Tahoe Daily Tribune
v/ Bonanza
v’ Sierra Sun
v Tahoe Business Monitor
o Radio
v' KTHO AM590 96.1FM
o Television
v’ Lake Tahoe TV
o Web-based
v’ Tahoe Daily Tribune.com
E-Mail Broadcasts
v Tahoe Bike News
v Tahoe Challenge Daily Spin
v' Tahoe Chamber Membership
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Marketing . ..

Social Media
o Facebook
v’ Strategic Content Posts
v’ Targeted Ad campaign — (13+ Tahoe region cyclists, mountain biking, environmentalism, community events)
v’ Photo Contest
Promotion
o Poster Distribution
v/ 300 11” x 17” four color posters distributed throughout region at high visibility locations)
v’ 1,000 Business card size posters
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Three strategic program pillars: Making an Impact, Being Social and Having Fun
Making an Impact

Registered riders demonstrate relevancy of their participation.
o Recording bicycling miles

o Recording bicycling trips
o Convert bicycling miles to Green Miles — the amount of C02 prevention
o Convert bicycling miles to amount of calories burned
o Convert bicycling miles into amount of gasoline dollars saved
o Reduction of automobile dependency
Being Social

Helping build bicycle community — bicyclists and businesses
o Social Media — Facebook page for sharing experiences and photos with family and friends.
o Cycle Cafes Meet Ups

v South Lake Tahoe
= Wildman Café
= Sprouts Natural Foods Café
v" North Lake Tahoe
= Dockside 700 Lakeview Café
= Jason’s Beachside Grille
o Commuter Bike Trains
v' West bound — Stateline to the “Y”
v’ East bound — the “Y” to Stateline
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Having Fun

Generating excitement and enthusiasm
o Photo Contest — Facebook contest for prizes
o Green Achievement Pins — awarded for specific milestones reached
o Wrap-up Party — celebration, raffle prizes, food & beverages
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Number of registered riders
Number of teams. . .
Total combined Green Miles traveled
To Work
To Play .
Total CO2 emission prevention
Total combine elevation gained
Total calories burned
$ Gasoline Saved .
Number of new riders
Gender . .
Number of Facebook Fans
Number of Photo Contest Entries
Total Photo Likes .
First place Likes
Second place Likes
Third place Likes .

2013

357
51 .
29,692
18,325
11,367
10.14 tons .
1,006,923 ft
809,475
$4,184
199
60 % Female
921

38
214

86

83

45

Event Results Comparison

40% Male

2012

321

48
21,532
13,883
7,949
7.48 tons

596,315 ft.

596,969
$3,085
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Print
Event Registration
Y% page, Tribune
% page, Sierra Sun
¥ page, Bonanza
Online
Event Registration (30 days)
Banner ad, TahoeDailyTribune.com
Social Media - Facebook
Event Registration (two weeks)
Photo Contest, Cycle Cafes (two weeks)

June
Print

Event Insert - America’s Most Beautiful Bike Ride
Full page
Photo Contest
14 page, Tribune
14 page, Sierra Sun
%% page, Bonanza
Thank you
Full page, Tribune
Full page, Sierra Sun
Full page, Bonanza
Social Media — Facebook (30 days)
Party
Results

Advertising Campaign
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PAID MEDIA
Print Circulation Readership
o Tahoe Daily Tribune 8,500 x2.5=21,250
o Bonanza 3,200 x2.5= 8,000
o Sierra Sun . 6,000 x 2.5=15,000
o America’s Bike Ride Insert 18,000 x2.5=41,000
o Tahoe Business Monitor . 4,000 x 2.5=10,000
Web-based Unique Visitors

o Tahoe Daily Tribune.com (Online Banner Ad)

E-mail Broadcast

o Tahoe Chamber of Commerce

Radio

o KTaho AM59096.1 FM

Television
o Lake Tahoe TV
Social Media

o Facebook/TahoeBikeChallenge .
v Friends of friends .
o Facebook/Tahoechamber

144,454
Members
700
Audience
TBA
Audience
TBA
Reach
69,260
256,627
387

Frequency

2x1/2pg, 1 x ful pg

2x1/2pg, 1 x ful pg

2x1/2pg, 1 x ful pg

1 ful pg

2 x biz card size
SUB TOTAL:

Campaign Views
10,000
Frequency

2

Frequency

TBA

Frequency

TBA

Frequency

8 weeks

2 posts

PAID MEDIA TOTAL:

Note: Paid media total does not include radio & televisions reach
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Total Impressions
63,750
24,000
45,000
41,000
20,000
193,750

10,000
Total Impressions
1,400
Total Impressions
TBA
Total Impressions
TBA
Total Impressions
69,260

387

274,797
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Impressions . ..

NON-PAID MEDIA

E-News Letter

o Tahoe Bike News
o Daily Spin
Publicity
o Radio Interviews
o TV Interviews (two)
o TV Community Calendar .
o Feature Stories (3 newspapers) .
o Feature Story AMBBR Insert
o North Tahoe Chamber Newsletter

Subscribers
2,000
2,000

TBA
TBA
TBA
35,400
18,000
TBA

TOTAL MEASURED IMPRESSIONS:

Frequency
X3
X2

TBA
TBA
TBA
X2
x1

NON-PAID MEDIA TOTAL:
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Total Impressions
6,000
4,000

TBA
TBA
TBA
70,800
18,000

98,800

373,597

NOTE: Due to incomplete radio/television reporting, organizers believe total impressions exceeded 500,000
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Visits .

Unique Visitors
Pageviews
Traffic flow

O

0 0O 0O 0O 0O O O O

O

TahoeBikeChallenge
Google/organic
TahoeBike.org/referral
Facebook/referral .
M.facebook/referral
Daily Spin #1

June Tahoe News .
May Tahoe News
Bing/organic

Tribune

Browser

O

@)
@)
@)

Internet Explorer
Chrome

Safari .

Firefox

Google Analytics
TahoeBikeChallenge.org May 20- June 14, 2013

3,060

1,362
34,838

1,176
441
290
230
187
161
124
123
44
39

884 29%
769  25%
646 21%
498 16%
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Google Analytics/TahoeBikeChallenge.org. ...

Operating System

o Windows . . . 1,904 62%

o Mac . . . . 479 16%

o IOS . . . . 475 16%

o Android . . . 169 6%
Mobile

o IOS . . . . 475 73%

o Android . . . 169 26%

o Blackberry . . . 9 1.37%
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Facebook/TahoeBikeChallenge

Facebook Analytics

Target Audience reached, men and women, age 13+ 69,260

Total reach of Ad Campaign: . . . . 55,092

Fans . . . . . . . . 921 > 909
Friends of Friends . . . . . (256,627)

Demographics
Gender
o Liked 60.3% Female 38.8% Male
o Reached 52.5 % Female 46.4% Male
Age Segmentation

o 13-17 2.4%
o 18-24 13.6%
o 25-34 33.8%
o 35-44 22.2%
o 45-54 15.2%
o 55-64 9.1%
o 65+ 3.0%
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Demographics . . .
Residence/Geography/Cities
o South Lake Tahoe, CA

Facebook Analytics . . . .

Truckee, CA .
Tahoe City, CA

Carson City, NV
Zephyr Cove, NV
Reno, NV
Stateline, NV

o Kings Beach, CA

O O 0O 0O o0 O O

Like Sources

On Page/Desktop .
Mobile

Friend referral

Like Box/Button
Ads/Sponsored stories

Total Tab Views

Timeline
Photo Contest
Profile

Photo stream
About section
Events .

Message in box

Incline Village, NV .

467
68
45
37
21
21
14
14
12

321
190
51
24
14

1,573
1,145
248
84

81

76
63

Page |19




TAHOEBIKE
CHALLENGE

Anecdotal Findings

Human Resource Department Initiatives
o Health & Fitness
o Green Initiatives
People thought it was a competition and did not want to participate

Many rode their bikes but did not register to participate in Challenge
Low participation in Cycle Café, Commuter Trains and Wrap-up Party
Low media publicity, interviews, and promotion

Low agency, organization and business participation

Low North Shore participation

North Shore perceives Challenge as South Shore specific

Above findings prompt questions:
o What are the obstacles to participation?
o What can be done to make it easier to participate?
o What is event perception?
o What are ways to increase engagement with public, businesses and media
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Improve Ease of Entry
o Smart phone app.
A smart phone app. with GPS that logs miles, elevation, calories and transmits data to web site may increase ease of logging and thereby
increase participation.
Improve Relevancy of Participation
o Earlier pre-publicity about the relevancy of participation. Why participate? What does it mean? (Health and sustainability of Community,
Economy, Environment)
o Gather research data
o Get expert testimonials
Cross-Promotion with Public Agencies & Business Community
O Engage public agencies and business community to ground their Bike/Ped Friendly Community narrative/mission into action through the

Challenge.
O Engage Chambers of Commerce, Downtown Merchants Association, and Tourist Boards to embrace Challenge as one of their initiatives to

promote within their membership to help transform community and move toward Bike Friendly Community
Engage & Build Community
o Festival, Parade, Demonstrations, Exhibitions
Produce a community bicycle festival to launch the beginning of the Challenge to help increase awareness and participation.
Add Video Contest
o :30-:60 videos describing “My Bike Challenge”
Improve Media Relations & Publicity
o Adedicated PR effort (thorough content availability, scheduled interviews, promotions, pro-active effort to generate publicity)
o Possible paid media for radio and TV

Suggestions to Increase 2014 Participation
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Perpetual Trophy Winner
o Sierra Nevada Alliance

Trips per Employee
o Tahoe Mountain Sports
o Borges Chiropractic

Total Team Miles
o Tahoe Regional Planning Agency
o Heavenly Mountain Resort
o Northstar

Certificates of Award

For riding 22.45 trips per employee

For riding 21.33 trips per employee
For riding 16.33 trips per employee

Team total of 1,929 miles
Team total of 1,216 miles
Team total of 813 miles
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Exhibit A — Creative
Mini — Poster (1,000)

Find Us on Facebook at:
www facebook.com/TahoeBikeChallenge/

Tahoe Daily Tribune —Home Page Big Box Ad (10,000 reached)
8TH ANNUAL TAHOE

June | - June |4, 2013 A
wovk e schog\,; 5| Y

" CLICK HERE to Register

or visit:

TahoeBikeChallenge.org
n Facebook/TahoeBikeChallenge
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Poster (300 copies)

TAHOE

June | - June 14,2013 :

wovk ¢ school ¢ play

Create lmpo\d' -

£&

G reen Miles COZ Saved

Hawve Fum...

Calores Bumed Gaso\ ine Sav ed

¢ Commuter Bike Train

* Cycle Cafe

* Cycling Celebration!

To Register:
TahoeBikeChallenge.org
ﬁ Facebook/TahoeBikeChallenge

Listen to @ for news & updates

[ 5 IEVADA “
Presenting Sponsors: % A -
LAKE TAHOE P LAKE
AL Iz'r"é} cr;r:;:;i“ TAHOE™
m‘l ﬁ% T 'bﬂlﬂlll\" E E
Kool urATanE fioune  Hgsr
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8th Annual

P Tribi

TAKE THE
TAHOE

% g 4

‘)u“e l _ J“\#\e ‘4 20 ‘3 Green Miles CO2 Saved
wovk ¢ school o play ( i "j ; |
\& Yy W ﬁ 4
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Half page Ad — Event Registration

(Tahoe Daily Tribune, Bonanza, and Sierra Sun)

Calories Burned  Gasoline Saved

To Register:

TahoeBikeChallenge.org
.Facebook/TuhoeBlkeChaIlenge ’%
; [=]7

Listen to @ for news & updates

7 LAKE TAHOE
Presenting Sponsors: e B

mwmi LR, e L\ EVADA
une (KIRKWOOD Il 6uy A TAHOE

BUYAT PLATE TAHO ETV for Orthopedlcs LUMOS m HH.H'VE!'"}’ Da T

tanosplates.com

TAHOE
REGIONAL
PLANNING
AGENCY




TAHOEBIKE
CHALLENGE

Tahoe Business Monitor — Event Registration

ath Anrcal

June 1 - lune 14, 2{.}1 3

work » sehoco] aldy

wwiw facebook.com/TahoeBikeChallengef

Daily Spin Newsletter Banner

TAHOE BIK e

Daily Spin &S

June1 - June 14, 2013
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Half Page Ad — Photo Contest

(Tahoe Daily Tribune, Bonanza, and Sierra Sun)

TAHOE

Juwe | - June 14,2013 ﬁ\

wovk & schoal # play,

Bth Annual

U & e & W

V<4

JOIN US AT CYCLE CAFE
LUNCH MEETUP: G

Crear e - OOy Bl

Celorier Burned  Garolne Seved

A

L
South Tahoe North Tahoe
Wildman Café, | Dockside 700, i B e i i ENTER TO WIN
Thrs, Juna , 11:300m Rm.,ln’n4,ll:30|u : first Green Achievement Pin! A GOPRO CAMERA
Sprouts, Jason’s Beach Grill,
Wed, June 12, 11:300m | Tues,, June 11, 1:30am © T ———
There are nearly 20 pins that GoPro Camera by submiti
ng a photo that
CHALLENGE WRAP-UP PARTY 5.:'3.2:;:;,"",,,,:’;;‘:?3‘:., inspires you fo parficipate in the
ﬁh with EI:.:' specific milestones Tahoe Bike Challenge! -
Moose , 961 Eloise Ave. .
Friday June 14 from 5-8pm t's not too late fo register Facebook/TahoeBikeChallenge %

and ride for the greater good:

TahoeBikeChallenge.org

@ 1 AKE T4ADr e
EICSZLL COAL 11D
Listen to for news & updaies Ptmm\gw: na IFCOEDE LT %',‘.’éy"'

N e (JHAKE R EVADA
% P Trilidne . UTtor I -.um:m}sl ) ity DOT
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Full Page Insert

(Tahoe Daily Tribune, Bonanza, Sierra Sun and America’s Most Beautiful Bike Ride Goodie Bags)

Ten Best Practices to Safely Ride Your Bike

e proper hand signab when turning,
ping, or changing lancs. T arts fher

REGISTER NOW FOR
S
N\ TAHOE

June | - June 14,2013

wovk o school o play

Cveate lmpact...

* Commuter Bike Train
* Cycle Cafe
« Cycling Celebration!

To Register:

TahoeBikeChallenge.org

& J Facebook/TahoeBikeChallenge e

Listen to € for news & updates

Ijjﬁiiﬁe it

P
Qroaveny s QAkEew

IEVADA
s

Presenting Sponsors:

@ LAKE TAHOE
BICYCLE COALITION
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Full Page Thank you

(Tahoe Daily Tribune, Bonanza, and Sierra Sun)

THANK YOU FOR PARTICIPATING IN THE
TAHOE

une 14,2013 (

8th Annual

&
/~‘b&,

" GuenMies  CO2Saved
2.6

92 10,14 fons
u ’

-
Calories Bumed
B09.475

Gasoline Saved
$4.184

work ¢ school  play

THANK YOU
to our Cycle Cafe Hosts: THANK YOU
Wildman Cafe & Sprouts to our Gift Donors:
Dockside 700 Sprouts & Pearl Izumi
Jason’s Beach Grill Lake Tahoe Yoga & Bike the West

WINNING TEAM WITH THE MOST TRIPS PER EMPLOYEE:
Sierra Nevada Alliance with 22.45 trips per employee

Individual with the Most Miles:
Jennifer Capistran, 12 trips for 320 miles

Thank You To Everyone Who Participated!

Andy Buckley Kevin Drake Jonmy Hass ‘Adam Lewandowski Jufia Mucha Chris Rhiner Brian Strachan
Jenay Alksnoras Lou Durano Blaine Hallett Gwen Lickiider 1C Munoz Jans Rics Andrew Strain
ton Heather Cade-Baver Drew Haniey B4 Suen
Ceclla Alatorre. Chad Caletia ‘Susan Eamest Peter Lindsay Michasl Murilo Katie Riley Aex Sutivan
Isamasl Camacho Eckmerer John arbison et Kevin Murnane. Dave Rios
Androw Alexandrovien NIkl Tharman Eddy im Harris Saily Loomas Vall Mumane Danlel Rveat Justin Tayloe
Paul Amat iney Campbell Chria Harrison Brandon Lottman Brian Nakagawa ris Jorry Thaler
Jonniter Andarson Jenay Canall Baner ok Lozano Shay Navaro Jonniter Roderts. Nikid Thompson
Juana Anthenien ‘Sean Caniao Jason Eia Sara Hawiey Neal Luscking Debbie Neall Rachel Roberts Shely
Jonar Apiado Janaiter Capstran Pam Emmench i Herbst Heather Lyman Dave Neall Chrissy Robertson Mike Thorton
‘Sheita Aguiina ‘Greg Carkson Ken Michael Hogan Greg Lyons Charies Nelson Dan Robertson David Tuman
Mark Ardagna James Cart Taylor Fargo Enic Hoimes. Susan Mandio Neus Amaud Robn Les Toistad
Salvador Arizaga Gilberto Castilo Gavin Feiger Jameson Noneyeutt Chis Manning. Frederick Newberry Josa Robles. Gerry Tolstad
Anna Atwood Maria Castilo Brondan Ferry Jenna Hooper Lus Manzano tan Nimmo Sergio Rodrigue: Syvia Traxier
Greg Howey John Marchini Anna Otsan Josus Rodriguez Ron Treabess
Paul Bancroft Coochettini Karen Fink ‘Stophanie Hibacek. Jim Marino Dana Olson Soott Rohde
Bardano ‘Scott Caceh Zane Fink ne Hustadt Rob Bndjet O Adam Turner
Bret Chapman Ben Fisn Emma ingabretsen Jenniter Marshals Shane Romsos.
Dolly Chapman Amy Fisn Jeremy Jacobson Phi Roock Belen Unutia
Lyna Baumgartner Forster Pam Jahnke. Krsten Martin Dl Campo  Frank Papandrea Mary. Seott Valentine
" Michel Chouinard Tom Fortune Grog Jones 1 Brooke Rose. Vaiero
Michae! Barsench 1an Clark Tora Fr Brian Judge Michelle Martiand Josse P by Both Vosmer
Al B Joan Clayburgh Kevin Franzen Stove Kallas Jos Marzoeco Suzamne Pattinson Tamis fagrot
K Bon Richard Matera David Pautson us
Valerie Beydler ‘Gabriela Contreras Garrett Froelich James Kayser Emily Mathows. A Marc Sabetia Joshua Waldrep
Briana Biter Trevor m Maui Michas! Penwarden Joss:
Jonathon Costos. Dawn Moghan Kelly Tara £ MeCarthy Trcia Todd Sandbo Watker
Aly Borawsia Aiison Cotey Brian Gannon Datbe KeilyHogan 1an McGowan I Norma Saucedo Courtney Waiker
Don Borges st Cara Gantner n P David Poiny hesiine Whitney Wall
Danid Borges, 0.C. Josh Crawlord 0 Garibay Brial Kerm Jon Menzel Michasi Pook Molly Schildhause
Daniel Brady Brian Cruss. Alox Robert Moscher David Schmidt Judy Weber
Lesil Schutz William Welch
Crasg Breon Taylor Cumer Canssa Gospodimott stan Kot Jett Mier Chad Praul David Welter
Janet Brewster Fritz
Jason Briedis Kelly Dant Vi Gran Martin Kunar Katharine Milier Kevin Priot Heather Segaie Juaitn White
Oakiey Brght Green Danisl Kwong ‘Sean Mitchell Jose Puldo Ches Seidholz =1
Alte Broadnarst Jon Groanverg La Pointe Kevin Mitchel Jonathan Puliso dra Sharpe Jin Wire
Emiy Dotwier Josus Grojeda Jack Landy Sonja Motk Todd Shimkus.
Folx Brosch ‘Weston Derter Sean Chis Larive Mary Moniz Lisa RamseySimpson  Josn Shindelbower Rachel Yakar
Kol Brosch Dougas Ditts Paul Raymore Glenn Simpson Dennis Zabago
Zoe Brosen Francis Do ‘Stepnanie Grgsby s, Mattnew e Smiey
Maa Brosch ‘Shana Jeanne Lear Sara Moran Kraten Reichart Geoft Smith
Eoln Donerty Nadia Guerriero Hanaan Leign Kos Morenead Davie smith
Jessio Brown Amy Guinan Carolyn Reuter Jon Spina
Audrey Douglas ‘Saity Gunter Lacey Leonard Michelle Marton Jose Reza Margo Stoney

LAKE TAHOE "%
" SicvCLE comtiTion
Presenting Sponsors: @ weahsanse .

@ 7= Tl xtdo Tocm. 005 [ SAPA

wg ) Heaveniy DOT
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