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1.0 Creative      

1.1 Creative Brief 

      
Business Objective: 

To generate awareness of Zipcar and engagement within the Northeastern college market and surrounding communities. 

Business Problem: 

Zipcar struggles with connecting awareness to engagement due to a variety of factors, two being the upfront monetary commitment and the lack of 
knowledge of the full array of Zipcar’s benefits. Compared to other similar services, Zipcar is only used once every six seconds, which is a very low 
engagement rate, since they are in practically every large city.  

Product Profile: 

Zipcar is a car-sharing service which allows users to rent cars for anywhere from an hour to multiple days. Cars are found in specified Zipcar spots 
within parking lots, and they are picked up and returned to and from there when completing a round trip. For a one way option, they are picked up 
and returned to another designated Zipcar spot. 

Having access to cars at the touch of a button lessens the need for car ownership, especially in cities and for people who do not constantly need a car. 
Memberships starts from $7 a month, and goes up from there depending on the package. The pay structure is an hourly or daily rate, on top of the 
membership, which includes 180 miles a day, and gas. 

Target Profile: 

The target consumers are 18-28, living in urban centers or around college campuses. They use social media on a regular basis, and still believe in the 
power of “spring break.” Located in the Northeast, when the snow thaws, they see it as their opportunity to get out of town and explore what’s around 
them with friends. They also do not own a car, so they are looking for an everyday solution for Target runs that isn’t an expensive Uber ride. 

Mike is a 21-year- old college student living in an apartment right in Boston’s bustling downtown area with his two roommates. He spends his days 
taking art and business classes and working on campus, and his nights and weekends at different concerts and museums. Many of his favorite venues, 
such as the House of Blues and the Museum of Fine Arts, are easily accessible by subway, but there are others outside of the city that he can’t get to 
due to his lack of car. Mike used to spend every Sunday with his family, but since he moved to the city he has no convenient way to get home. He has 



a little money saved up from his summer and his on-campus jobs, and would be willing to spend it on adventuring to new places to feed his creative 
mind, and getting home for Sunday dinner. 

Target Problem (Current Perception): 

Our audience may be unaware of the benefits and accessibility of Zipcar, or they have seen it around and assume it is not useful for them or outside 
of their budget. 

Target Solution (Desired Perception): 

The goal is to communicate to consumers that Zipcar is a viable and fun option for their transportation needs, no matter what you need it for. The 
target audience should know that Zipcars are not only in their area, but are also within their budget. 

Solution Support: 

Zipcar offers a solution by having a high rate of accessibility, being located in most major cities and around colleges. It also lowers the upfront 
investment to using a car, since you do not have to purchase a car. Their wide range of vehicles satisfies almost every transportation need, and you 
are reducing your greenhouse gas emissions by sharing a car instead of purchasing your own. 

Solution Alternatives (Competitors): 

Other options that provide the convenience of a car without car ownership are taxi services, Enterprise, Uber and other rideshare purposes, and public 
transportation. There is also the default of car ownership. 

Brand Identity: 

Zipcar comes across as fun and youthful, but not childish. Their brand colors are green and white, and the logo is the ‘Z’ on wheels. Zipcar is spelled 
with an uppercase ‘Z’ and a lowercase ‘c’ in all communications. 



1.2 Creative Calendar 

1. February: “All About Love” 
a. Campaigns 

i. “Just Around the Corner” 
ii. “My First Time” 

2. March: “All About Fun” 
a. Campaigns 

i. Go Pro Footage taken during spring break 
ii. Snapchat 
iii. Continued “Around the Corner” 

1. Spring is around the corner and so are we 

3. April: “All About Activities” 
a. Campaigns 

i. Six Flags Partnership 
ii. Direct Mail 
iii. Don’t Slip Zip 
iv. Windshield Wiper Ad 

b. Internal: Process content from go-pro 

4. May: “All About Flings” 
a. Campaigns 

i. Drive In 
ii. Summer Nostalgia 
iii. “Release The Fun” 

1. YouTube Pre-roll using Go-Pro Content 
2. All about getting people ready for summer      



1.3 Creative Executions 

My First Time Campaign 
Zipcar is different from all your other transportation options, it’s efficient and it’s fun. “My First Time” is that playful voice of Zipcar, sharing first 
experiences with Zipcar in a memorable way. Its unique presentation and delivery will convey the benefits of Zipcar in a way that this audience has 
not heard them before. The “My First Time” campaign has that spark that will engage the entire Zipcar audience.  

Executions 
OOH 
“Not the only thing you can pick up on the corner.” “They’re waiting around the corner.” “A ride that’s 
ready when you are.” “Leather?” “Dream body.” 

- Public transit stops, billboard, on buses/subway, mall directory signs, college information 
packets 

- 2D, Vector based illustrations. Bright, simple designs.   
Print/Digital 
Using the same vector images as OOH online or in magazines 

- College publications, popup ads in Google, Atlantic, Instyle 
- 2D, Vector based illustrations. Bright, simple designs.   

Social Media 
#MyFirstTime. Incorporate geofilter on snapchat which users can unlock by snapping a code released 
on social media accounts weekly. Creative and artistic variations of the filters, changing colors of 
photos. Then we can create a compilation of famous (hired) and regular people using the filter.  

- Share code on Twitter and Facebook. Compilations can appear on Facebook Sponsored, 
Buzzfeed, and Youtube Pre roll. 

- Videos, Snapchat filters, face features, Buzzfeed article of compiliations. 
Broadcast 
Video and Audio Commercials. 

- Audio: Spotify, Pandora, KISS 108 (107.9), Jam’n 94.5, 101.7 The Bull, Country 102.5 
- Youtube Preroll, Facebook Sponsored, Instagram Sponsored, Snapchat Stories, Hulu, XFINITY Streaming. 

Broadcast Script 
Great Price: 



:00-:05 - “My first time? 
:05-:10 - “I wasn’t sure how I felt about paying for it. 
:10-:15 - “But it was so cheap. And all my rides with 
:15-:20 - “Zipcar since have been so worth it” 
:20-:25 - Tell Zipcar about your first time 

Amazing Body: 
:00-:05 - “My first time? 
:05-:10 - “I was on the app 
:10-:15 - “And they all had such nice bodies 
:15-:20 - “But I just picked the one parked on the corner” 
:20-:25 - “And we had a great ride” 
:25-:25 - Tell Zipcar about your first time 

On the Corner: 
:00-:05 - “My first time? 
:05-:10 - “I live downtown so I walk by them on the corner all the time 
:10-:15 - “Then I just decided to go for it 
:15-:20 - “And I gotta say, Zipcar keeps me coming back “ 
:20-:25 - Tell Zipcar about your first time 

Leather?: 
:00-:05 -”My first time? 
:05-:10 - “I don’t usually like leather. 
:10-:15 - “But I actually felt comfortable 
:15-:20 - “Once I got in the Zipcar.” 
:20-:25 - Tell Zipcar about your first time 

I was Legal: 
:00-:05 - “My first time? 
:05-:10 - “I was only eighteen but 
:10-:15 - “But I guess, at that point, it was legal. 
:15-:20 - “Now I use Zipcar all the time” 
:20-:25 - Tell Zipcar about your first time 

Using Protection: 



:00-:05 - “My first time? 
:05-:10 - “I was worried that being safe wouldn’t be as fun 
:10-:15 - “But it turns out that I liked having protection 
:15-:20 - “from Zipcar’s insurance plan.” 
:20-:25 - Tell Zipcar about your first time 



Windshield Wipers Ad 

Zipcar can take you anywhere, and we want to show how it fits into consumers day to day. From the interior of the car we see a common destination, 
i.e Whole Foods, IKEA, campus, soccer fields. As the windshield wiper swipes, a new image appears. On the bottom of the ad is the tagline, “There 
In A Zip.” 

In its GIF form, the ad could be featured on Facebook, Instagram, Twitter.  



Don’t Slip, Zip 
There’s a better way to get around town on rainy or icy days. Zipcar is the ideal solution for when the weather isn’t ideal for walking or other 
transportation. This ad would feature subjects sprawled on the floor in various humorous contortions or in mid fall with the tag line, “Don’t slip -- 
zip.” 

Executions 

Social Media 

Gifs and static images featuring the subjects falling with their objects around them. Large text across the top says, "Don't slip –– zip." 

- Twitter, Facebook, Instagram 

OOH 

Images of different scenarios of subjects slipping in inclimate weather. Large text across the top says, "Don't slip –– zip." Settings of the photos: 
Train station staircases, sidewalks, snowy sidewalks, muddy ground, etc. 

- T stations, tour buses, bus shelter, billboard, transit cars. 

Broadcast 

:00-:05 - (Slow motion and classical music) Close up shots of subjects in midair as their falling 

:05-:08 - (Music cuts) The subject collapses on the ground humorously. Zipcar drives by in background 

:10-:12 - (In the car with driver(s)) they cringe at the sight of the person outside. 

:13-:15 - Screen goes white and Zipcar symbol comes to the front. 



Zipcar Spring Break  

Despite its presence on college campuses, Zipcar would like to see students engage with their brand while away from campus as well. Placing 
GoPros in Zipcars with brand ambassadors creates organic quality content and encourages other users to think outside of the box with their Zipcar 
usage. 

Executions 

Social Media 
A GoPro is attached to the inside dashboard of a Zipcar and two or more brand ambassadors are sent off on a day trip. Footage is collected, compiled, 
and shared on social media in humorous 2-3 minute videos. Ambassadors will adlib conversations, lip sync songs, get lost, find directions, and 
ultimately have fun getting to their end destination. Clips are spliced in a reaction-style video, in which various couples’ experiences are shown in 
tandem. Jump cuts, subtitles, and smooth video graphics come together to create a charismatic and entertaining experience. 

- Facebook Sponsored, Instagram Sponsored, Snapchat sponsored stories, Buzzfeed articles 

Broadcast 
Using roll from the same A GoPro is attached to the inside dashboard of a Zipcar and two or more brand ambassadors are sent off on a day trip. 
Footage is collected, compiled, and shared in video and broadcast advertisements.  

- Youtube pre roll, Television 



At the Drive-In with Zipcar 

When the snow finally melts and the sun comes out again nothing is better than a night at the Drive In. This May, Zipcar will partner with Mendon 
Twin Drive-In for a night at the movies. For a night, one of their screens will be rented for an exclusively Zipcars only drive-in movie. Zipcar riders 
will be able to rsvp through the app, and purchase their car and ticket ahead of time. Users will drive the car from Boston to Mendon, where they will 
enjoy an automotive double feature of Grease and Back to the Future. This will be a fun way to bring Zipcar users together, and to give them a fun 
night of ‘50s nostalgia. The cost for the event will be $15 plus the cost of the journey to and from the Drive-In, estimated to be $30. Drivers will be 
encouraged to bring a date, or even a full car. We will also sell snacks and swag, with some given out for free. Our estimated revenue with full 
turnout will be $4,500. For promotion tools we will use social media as well as the Zipcar app. Notifications will be sent to active users about the 
event encouraging to sign up during the advance month. We will also maintain an event page on social media, with giveaways during the weeks 
before to encourage people to participate. 

Mendon Twin Drive-In 
35 Milford Street 
Mendon, MA 
01756 
29.87mi miles // 50 minutes from Emerson College, 80 Boylston Street 



Six Flags Summer 

At the beginning of May, Zipcar will partner with Six Flags New England to give Zipcar members a day in the park. If you take a Zipcar to Six Flags, 
you will enjoy a free or discounted admission, and priority parking.  

Six Flags also has an existing relationship with Coca Cola, so there is cross promotion potential. In the leadup up to the event, footage from the 
Zipcar spring break GoPro trips will be compiled and broadcasted across Facebook and Youtube. 



2.0 Media Plan (Recommendations)      

2.1 Media Goals 

Looking at the spring marketing strategy for Zipcar we are aiming to build momentum around sign ups and user engagement.  Use of the app tends to 
fall off in the spring and summer as college students are out of the collegiate environment or hibernating through the winter.  This campaign is 
designed to inspire sign-ups and actual application use.   Understanding the ease and availability of cars everywhere in the region is critical to 
achieving our mission; given this, we are running an awareness campaign in the beginning months, followed by a campaign designed to stimulate 
application use. 

Objectives 
1. Promote awareness of convenience and availability 

a. Visibility and Accessibility 
2. Existing user engagement  

a. Get people making plans for medium length trips  
i. Promotion will be targeted to support trips that would typically involve reservations for the most profitable length of time.  

3. Stimulate a fun and playful tone for the brand 

2.2 Target Audience 

Media buying is targeting 18-24 year old Zipcar and rental services users. They are active on social media, but also pay attention to other 
publications. 

2.3 Media Selections 

Magazines 

The Atlantic 
The Atlantic is America’s leading destination for brave thinking and bold ideas that matter.  With an all-star roster of writers and thinkers covering the 
world’s most intriguing topics, The Atlantic is the source of opinion, commentary, and analysis for the country’s most influential individuals.  In the 
spring 2015 MRI reports, The Atlantic ranked at an index of 798*.  The advertising package selected provides exposure not only in their print issues 
but also their online publications and content.  



InStyle 
INSTYLE, a print and digital publication, celebrates the private side of public faces, revealing the personal style choices of the world's most 
fascinating people. An insider's guide to the latest trends in beauty, fashion, home, entertaining and charities, it is a one-stop source for inspiration 
and ideas.  MRI Index reporting places InStyle at a 203 among existing zipcar users, making it an excellent platform to promote the brand.  

Online 

Facebook 
About 88% of Zipcar users are also Facebook users who spend toughly 15 hours/day on the social network (a large portion of which are young 
college students). Worldwide, 38.6% of the population is on facebook, and 72% of US adults visit Facebook at least once a month. 

Snapchat 
Today, 60% of smartphone users are on Snapchat, with over 70% of those users being millennials. 63% of its audience is 18-34 year old, and in total, 
they have more active users than twitter. Snapchat ads are often viewed up to a million times per day. 

Buzzfeed  
Buzzfeed has over 200 million monthly unique viewers, with half of those visitors being between 18-34. They get about 7 billion views a month on 
their content, and 3 billion views on videos. 

Radio 

Boston 
Although categorized by many as a platform becoming increasingly irrelevant to the millennial generation, MRI index numbers and mediamark 
reporting show significant attention paid to top 40 channels.  We intend to target ads during not only peak transit hours, but also peak going out 
hours, around 2am, when clubs let out in Boston.  These are peak hours for Uber, and the ride sharing program regularly features top 40 stations in 
their vehicles.  

Out Of Home 

Billboard 
Boston, a walking city, is no stranger to billboards.  In fact, billboards we have selected for our marketing campaign reach over 10 million people.  
For the first portion of any campaign, with is generating awareness, this kind of exposure is key.  We intend to strategically place the four week 
required duration (clearchannel minimum policy restriction) in a way that it bridges the transition between awareness focused materials and calls to 
action.  8 billboards in total. 



2.4 Media Schedule & Budget 

Hypothetical based on zero based budget. 

Category
Publicatio

n Circ

Net 
CPM or 

CPI
Neg. Net 

Rate
Issua
nce Size

February March April May Total Total Net

“All About 
Love” “All About Fun”

“All About 
Activities” “All About Flings”

29 5 12 19 26 5 12 19 26 2 9 16 23 30 7 14 21 # Cost

Magazin
e

Atlantic 44,024
$1,555.0

4 $68,458.94
10/
year 1 pg Full Page Full Page 2 $136,917.88

In Style 67,411 $738.01 $49,750.00 12/yr 1 Pg Full Page Full Page Full Page Full Page 4 $199,000.00

$335,917.88

Online

Facebook 250,000 $0.27 $68,375.00
250,00

0
250,00

0
250,00

0
250,00

0 4 $273,500.00

Snapchat
$465,375.0

0
Stor
y

Fi
l 1.5 $698,062

Buzzfeed
6 

Flags UNKNOWN

$738,875.00

Radio
point/

wk

Boston $196.07 $5,882.10 30
first 
time

gopr
o

brea
k

6 
Flags

D
I 10 $58,821.00

$58,821.00

OOH

Coupons 400,000 $6.38 $2,552.00
Receipt
s

6 
Flags 1 $2,552.00

Direct 
Mail 250,000 $0.18 $44,000.00 Flats

Weekn
d 2 $88,000.00



3.0 Measurement, Testing, Analytics 

Evaluation- KPI (Key Performance Indicators) 
1. Atlantic 

a. Use of ‘Atlantic’ specific promo code 
2. InStyle 

a. Use of ‘InStyle’ specific promo code 
3. SnapChat  

a. Look at engagement numbers 
b. Compare with other campaigns 
c. Survey people for awareness of the story/discover takeover 
d. Monitor sign-ups 

4. Facebook  
a. Click through rate 

5. BuzzFeed 
a. Click through rate of content 
b. Promotion code use 

6. Boston Billboard Content 
a. Monitor use of promoted code 

7. Youtube pre-roll 
a. Click-through 
b. Numbers of actual views on ad 

Billboard
10,075,06

8 $12.14
$122,400.0

0
8 
Bullet

Activities 
(some 6F) 4w $122,400.00

$212,952.00

$1,579,253.3
8



c. Numbers of people who watch ad past the option to skip 
i. Acquire data from YouTube on the people who click on the ad (or people who watch past the option to skip) and utilize 

internet cookies to target them on other platforms using Google’s comprehensive ad network.      

     
    


