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Marketing

Design For Community Change

Team Mini Data

Devin | Miranda | Miguel | Dave
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How might we expand positive perceptions of CicLAvia 

throughout local communities?

We propose a marketing strategy that encourages user 

generated content to be share by CicLAvia and followers.

Have opportunities to entertain allowing people to have fun, 

engage the community to highlight their stories, and use 

stations to attract attendees.

Challenge

Solution

Insights
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Research 
Goals

Methodology

Measure awareness among people 

and businesses who could benefit or 

enjoy active mobility centered events.

Event Awareness

Identify assumptions of the general 

population, what they think of CicLAvia 

at the local level and within each 

different community.

Community Perception

Use social media analytics to 

determine the most effective 

marketing strategy and interested 

demographics.

Social Media Engagement
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With 383k #ciclavia and 258k 

#ciclavia2022 TikTok views, there’s 

great opportunity for engaging in 

short form storytelling.

TikTok #ciclavia2022

Few people are taking advantage 

of bringing pets. This man doesn't 

come to event alone, he brings his 

pet.



CicLAvia Event Buddies

Some Angelenos perceive 

CicLAvia as "out-of-towners". 

This misunderstanding may be 

because they haven't yet 

experienced it or don’t realize 

CicLAvia’s values in community.

Twitter Users react to CicLAvia

Netnography
Online Perceptions
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Social Media


Insights

We found that the current social 

media strategy tends to focus on 

cyclists in posts with photos and 

there is a lack of videos shared on 

the main account page.  

Content tagged with #CicLAvia on 

TikTok has over 457,000 views 

even with no official organization 

account.
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Apple commissions its 

users content filmed with 

their phones to market 

online and print media.

Shot on iPhone

Getty Museum asks users 

to recreate works of art 

from home during the 

pandemic.

Getty Challenge

Booth started in Grand 

Central Station that 

encourages people to 

connect and share 

personal stories.

Story Corps

Gaining over 2.5 million 

followers in just over a 

year, the host interviews 

kids to share their unique 

perspectives.

Recess Therapy

Inspiration
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Survey Data

Synthesis -

Perceptions

Close Ended Questions

(External Link)

Our team conducted a survey we 

found two key insights gathering 

data. Before participating people 

thought it would be a cyclist event, 

and after attending they leaned 

more into perceiving it as an 

inclusive community driven event.

https://docs.google.com/forms/d/1U5olaOsY0RUcob9k2S6obaeWk8gwooSMJ8KH6Lv1S9k/edit#responses
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Target Audience 
Event Discovery

Event Survey

36%
Social Media

36%
Word of Mouth

After conducting surveys at the 

Heart of LA, we learned that 

Physical Marketing ranked lowest 

for how people discovered the 

event. A majority of attendees 

that we interviewed heard about 

the event from social media or 

their friends and family.

(External Link)

https://docs.google.com/forms/d/1U5olaOsY0RUcob9k2S6obaeWk8gwooSMJ8KH6Lv1S9k/edit#responses
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SME Interview 
Findings

Interview date: October 4th, 2022

:9 Sandra Kulli

Between October 4 and November 7th three 

subject matter experts were interviewed 

with the focus on Marketing for CicLAvia.
Interview date: October 4th, 2022

2. Moya Chang

Methodology

Interview date: October 4th, 2022

3. Kim Baer
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Sandra Kulli 
Kulli Marketing

How can you tell CicLAvia’s story 
locally, in a city as diverse as LA, but 
never loose that common brand value 
that sustains us universally?



After twelve years I think that CicLAvia 
is too improvisational, I don’t feel like 
we’re as intentional at understanding 
metrics to see whats really paying off.
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Moya Chang 
Digital Communications 

Manager at CicLAvia

Most just see us as a big brand. We’d 

like to show real people- about you, 

listening, and making stuff for you.



Some stories we’d be interested in 

hearing are about discovery, feelings, 

unexpected experiences, and chance 

relationships made at CicLAvia.
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Dig into what is most practical. It can be 

something super simple that you try for a 

year and really analyze. Thinking about it 

as a learning experience is just as important 

as making another deliverable.

Sharing stories of people might be a great 

way to engage that community itself and 

show that people in the community are 

embracing CicLAvia - it’s not just a bunch of 

outsiders coming in.

Half the stuff that's made on Social Media is 

crafted to be funny because people could 

use a laugh, and its what they will shore.

Kim Baer 
Principal, KBDA
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capture and share the 
culture and community 
of CicLAvia events?

How Might We . . .
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CicLAvia

Stories

Dedicated stations at hub(s) 

designed to gather content 

from community members 

and attendees passing by.

Concept #1
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Prompts &

Challenges

Social media campaigns 

utilizing prompts, challenges, 

and themes to encourage 

participants to collect and 

share stories from the event.

Concept #2
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Sketches

Getting ready for the December 4th 

South LA event our team has explored 

what that will look like and how will we 

grab the attention of CicLAvia’s 

audience. We crafted a sketch and 

talked through the verbiage of what 

our signage of event day will say. 

Through open communication with 

Stakeholder Rachel Our group was 

able to finalize designs. 
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Final Design
Signage



Story Station

With our concepts fleshed out, 

our team setup at the CicLAvia 

South LA event to test the story 

station as well as the prompts 

and challenges we decided on. 

We stationed at the Watts hub 

and began collecting content 

from attendees passing by.
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Funny entertainment 

won the day
1

We Learned
Insights & Findings

The most successful engagement came 

from fun challenges for attendees.
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Community stories 

are engaging
2

We Learned
Insights & Findings

Listening to community members talk 

about what matters to them is most 

moving content.

21

I
N

S
I
G

H
T

S

“I admire anybody working for the common good. The 

first person that comes to mind in my community is 

council person and Mayor Michael Cacciotti who has 

really pushed for the bicycle master plan in Pasadena.”



Community stories 

are engaging
2

We Learned
Insights & Findings

Listening to community members talk 

about what matters to them is most 

moving content.
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“We need to really encourage everyone to continue 

talking, continue sharing, sharing experiences, doing 

projects just like this one to make sure narratives aren’t 

lost and find different ways to bring people together”



Community stories 

are engaging
3

We Learned
Insights & Findings

Listening to community members talk 

about what matters to them is most 

moving content.
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“When the city has events like this it’s always cool when the 
small businesses along the route come out and support that 
event by selling their merchandise. It makes it like family 
atmosphere and that’s what we want. We’re out here to keep 
that family atmosphere.”
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Goofy team 

costumes help
4

We Learned
Insights & Findings

Fun get-ups help break the ice and make 

people feel more willing to engage.



We Learned
Insights & Findings

A dedicated mic, tripod and consistent 

recording resolution/frame rate is key for 

good quality content acquisition and 

filtering out noise. 
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High quality 

recording equipment 

for interviews

5



Story stations 

attract attendees
6

We Learned
Insights & Findings

A presentable setup made people 

curious to come check out the station 

and share their stories.
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Authentic 

Advertising

Next Steps

Utilizing UGC goes beyond digital 

marketing; incorporating it into 

marketing materials and campaigns can 

connect with the local communities 

more than vector art designs. Content 

captured at the events can be used in 

physical marketing materials such as 

pole banners and mailers.
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The CicLAvia

Stories Pedicab

Next Steps

For on-the-go content collection, CicLAvia 

Stories can have a mobile transportation 

unit that offers people a lift in exchange for 

a story. The added benefit being that 

viewers can listen to the interview while 

also seeing different parts of the event.
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Ambassador

Program

Next Steps

Collaboration in social media has 

been successful for many 

organizations. To explore a strategy 

for ambassadors we explored micro 

and macro social media influencers in 

the LA area. 
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Through our outreach, Andre Spicer of 

Compton city council communicated 

interest and willingness in collaborating 

with CicLAvia’s active and community 

centered events. We feel this connection 

would encourage more locals to participate 

in the twice yearly South LA event and 

beyond.



Andre Spicer 
2nd District Council Member


Micro Influencer (+15K)
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Thank You For The Opportunity
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Appendix

Secondary + Primary



Find your project topic 
and share your change 
statement.

Marketing Change Statements

I want to change 
the lack of 

marketing strategy 
in order to increase 

measurable 
success and reach 

of CicLAvia

Devin

Dave Miranda

Miguel

I want to change 
the people think, 
speak and act in 

regards to cicLAvia 
in order to be part 

of a great 
community.

I want to change 
CicLAvia's 

marketing strategy 
in order to create a 
sustainable future 
for the community

I want to change 
the way citizens 
view Ciclavia in 

order to improve 
physical and social 

wellbeing

https://app.mural.co/t/dfcc5201/m/dfcc5201/1662521715555/7655b72e667ab197413ca3d1225f8e319a4f17df?sender=9719b012-c9b7-4689-a5be-2a64a6f21308
https://app.mural.co/t/dfcc5201/m/dfcc5201/1662521715555/7655b72e667ab197413ca3d1225f8e319a4f17df?sender=9719b012-c9b7-4689-a5be-2a64a6f21308
https://app.mural.co/t/dfcc5201/m/dfcc5201/1662521715555/7655b72e667ab197413ca3d1225f8e319a4f17df?sender=9719b012-c9b7-4689-a5be-2a64a6f21308


Curiosity

Mural

https://app.mural.co/t/dfcc5201/m/dfcc5201/1663162228556/6dcf4b99d86df1da6fd2d897066230d64795fa36?sender=uedf4d1ef8b3c61023c378858


Assumptions

Secondary + Primary

https://app.mural.co/t/dfcc5201/m/dfcc5201/1663163025850/817afe10f8df1060d612955e02cc06077252c872?sender=230df0fb-7772-4895-b13e-1825165bf15d


Survey Questions

Where is the survey?



Research

Secondary

https://docs.google.com/spreadsheets/d/1iSnH9KB3AKCoR4gF-fuXSA9usljzpINQXc9-6_C6fiw/edit?pli=1#gid=575078781


Data Synthesis

Surevey



Data Synthesis

Surevey



Partnerships

Ideate

https://app.mural.co/t/dfcc5201/m/dfcc5201/1665578315228/6e382f154a5b16dbc0c93cfaa786ab6c1a270369?sender=uedf4d1ef8b3c61023c378858


Partnerships

Ideate

https://app.mural.co/t/dfcc5201/m/dfcc5201/1665578315228/6e382f154a5b16dbc0c93cfaa786ab6c1a270369?sender=uedf4d1ef8b3c61023c378858


Partnerships

Ideate

https://app.mural.co/t/dfcc5201/m/dfcc5201/1665578315228/6e382f154a5b16dbc0c93cfaa786ab6c1a270369?sender=uedf4d1ef8b3c61023c378858


Moya Chang CicLAvia’s Digital Communications 
Manager stated CicLAvia’s largest demographic is 
from the ages of 35-43 which is why our team feels 
Council Member Andre Spicer would be a prefect 
fit.

Our team met with Council Member and 

constructed a social media strategy that will 

allow CicLAvia to gain quality content that is 

aligned with its brand .

After receiving a positive response from Council 
Member Andre Spicer our group wanted to explore 
possibilities of what a partnership will look like.

Andre Spicer 
2nd District Council Member



IMPORTANT: Please share with our team 

how this curated content performs 

against all other posted content

1

Keynote: Prepare prompts ahead of time2

Testing & Analytics
Insights & Findings


