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Challenge

How might we expand positive perceptions of CicLAvia
throughout local communities?

Solution

We propose a marketing strategy that encourages user
generated content to be share by CicLAvia and followers.

Insights

Have opportunities to entertain allowing people to have fun,
engage the community to highlight their stories, and use
stations to attract attendees.

DESIGN CHALLENGE



Methodology

Event Awareness

Measure awareness among people
and businesses who could benefit or
enjoy active mobility centered events.

Community Perception

dentify assumptions of the general
oopulation, what they think of CicLAvia
at the local level and within each
different community.

Social Media Engagement

Use social media analytics to
determine the most effective
marketing strategy and interested
demographics.

RESEARCH PLAN



Online Perceptions

#ciclavia2022

# \.258.4K views

[d Add to Favorites

went rollerblading and |

TikTok #ciclavia2022

With 383k #ciclavia and 258k
#ciclavia2022 TikTok views, there’s
great opportunity for engaging in
short form storytelling.

CicLAvia Event Buddies

Few people are taking advantage
of bringing pets. This man doesn't
come to event alone, he brings his
pet.

bohara

Please go hack to Santa Monica

Twitter Users react to CicLAvia

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.

RESEARCH



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.

RESEARCH



Shot on iPhone

Apple commissions its
users content filmed with
their phones to market

online and print media.

Gatty is Celebrating 25 Years & W
D0attybdusadm - Follom

We challenge you to recreate a work of art with
objects {and peopée) in your home.

Y Choose your favorite artwork

* Find three things lying around your house =
¥ Recreate the artwork with those items

And share with us.

BiCr Al - e 35, IOF0

? St
Getty Challenge Story Corps

Getty Museum asks users Booth started in Grand
to recreate works of art Central Station that
from home during the encourages people to
pandemic. connect and share

personal stories.

Recess Therapy

Gaining over 2.5 million
followers in just over a
year, the host interviews
kids to share their unique

perspectives.

RESEARCH



Close Ended Questions

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.

(External Link)

What was your perception of CicLAvia before attending your first event?
29 responses

Just a cyclist event —11 (37.9%)

| thought it was another marathon 3 (10.3%)

| hadn't heard of it —4 (13.8%)
Community / Family Event 9 (31%)
A car free streets day 12 (41.4%)

| didn't know what to think 2 (6.9%)

0.0 2.5 5.0 7.5 10.0 12.5

What is your perception of CicLAvia after this event?
30 responses

Just a cyclist event 7 (23.3%)

Community / Family Event 25 (83.3%)

Cool Event l1 (3.3%)

0 5 10 15 20 25

RESEARCH


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

How did you frist hear about CicLAvia?

Social Media | T, e%
Word of Mouth (S, 36 %

canconmedy’ |
Resources wa
Email | [ 6%
School | [N 6%

Radio | [ 3%
SRR | o%

Newspaper | 0% ‘

(External Link)

Event Survey

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

t
t
t

nat we interviewed heard about
ne event from social media or

neir friends and family.

56% 56%

Social Media Word of Mouth

RESEARCH


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

Methodology

Between October 4 and November 7th three
subject matter experts were interviewed
with the focus on Marketing for CicLAvia.

1. Sandra Kulli
Interview date: October 4th, 2022

2. Moya Chang
Interview date: October 4th, 2022

3. Kim Baer
Interview date: October 4th, 2022

INTERVIEWS



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 | think that CicLAvia
is too improvisational, | don’t feel like
we’re as intentional at understanding
metrics to see whats really paying off.

INTERVIEWS



Some stories we’d be interested in
hearing are about discovery, feelings,
unexpected experiences, and chance
relationships made 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.

Digital Communications
Manager at CicLAvia

INTERVIEWS



Principal, KBDA

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.

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.

INTERVIEWS



How Might'we" ..
capture and share the

culture and community
of CicLAvia events?

HOW MIGHT WE
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Concept #1

Dedicated stations at hub(s)
designed to gather content
from community members
and attendees passing buy.

IDEATION



Concept #2

Social media campaigns
utilizing prompts, challenges,
and themes to encourage
participants to collect and
share stories from the event.

CICLA LA
FOIGE SV L

aCICLAVIA MEET BEM. BARBARA, AND Ml THESE
IHREE ENJOYED THEIR DAY AT CIGLAVIA'S HEART OF LA
EVENT. DOESNT BARBARA HAVE AN INFECTIOUS SMILE,
LMD AVWESCOME BLUE HAIRY!T

¥ URBAN PHOTOGRAPHY * URBAKEXFLORERS
ELOBANGELES & FAMILY & SLNDAY FUMD Y

THEIGHHBBORHOOOWATGH W5TORYTELLER
FFOONIES #Y 0054 FHIKING f=MUSEUMEDER

IDEATION



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 sauy.
Through open communication with
Stakeholder Rachel Our group was

able to finalize designs.

SOUTH LA DECEMBER 4TH EVENT



Sighage

Final Design




CIC../AVIA

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 buy.

SOUTH LA DECEMBER 4TH EVENT



Insights & Findings

Funny entertainment
won the day

The most successful engagement came

from fun challenges for attendees.

INSIGHTS



Insights & Findings

Community stories
are engaging
Listening to community members talk

about what matters to them is most

moving content.

¢ Unity in Communiry!

VIA -—i-_-

“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.”

INSIGHTS



Insights & Findings

Community stories
are engaging

Listening to community members talk
about what matters to them is most

moving content.

“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”

O

INSIGHTS



Insights & Findings

Community stories
are engaging
Listening to community members talk

about what matters to them is most

moving content.

4 _,- ,_.r_:%_'.,l- B et .l . —

“When the city has eventsilike this.if’s alwau
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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Insights & Findings

Goofy team
costumes help

Fun get-ups help break the ice and make

people feel more willing to engage.

CICLAVIA
Stories
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INSIGHTS



Insights & Findings

High quality
recording equipment
for interviews

A dedicated mic, tripod and consistent
recording resolution/frame rate is key for
good quality content acquisition and

filtering out noise.

INSIGHTS



Insights & Findings

Story stations
attract attendees

A presentable setup made people
curious to come check out the station

and share their stories.

INSIGHTS



Next Steps

= Al AL

Ew_ r”,:)" f‘p;iLAVI& Utilizing UGC goes beyond digital
. . '’ marketing; incorporating it into

AN

marketing materials and campaigns can

connect with the local communities

Hunﬂa? E II':I.'-'I i mdL V. DUHE
ﬂﬂmﬂl.' ﬂ,. H-DE.H: L R g e o

more than vector art designs. Content

captured at the events can be used in

physical marketing materials such as

pole banners and mailers.

FOR THE FUTURE



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.

T ;ICLAVIP X
__ftart’e:

FOR THE FUTURE



vs with the pedps # CicleAwia

1 from: Tha Frozen Solndtrack
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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.

FOR THE FUTURE



2nd District Council Member
Micro Influencer (+15K)

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.

FOR THE FUTURE
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Thank You For The Opportunity

DATA

TEAM MINI



Secondary + Primary

Appendix




Devin

| want to change
the lack of
marketing strategy
in order to increase
measurable
success and reach
of CicLAvia

Marketing Change Statements

Miguel

| want to change
the people think,
speak and act in
regards to cicLAvia
in order to be part
of a great
community.

Dave

| want to change
the way citizens
view Ciclavia in
order to improve
physical and social
wellbeing

Find your project topic

and share your change

statement.

Miranda

| want to change
CicLAvia's
marketing strategy
in order to create a
sustainable future
for the community


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

Mural

Curiosity

Who works
to generate
content?

How can we

measure
success?

Add below your questions about anything and everything you are curious related to
CicLAvia and your team's specific project lens.

Below are some suggested question structures, but feel free to craft your own, add
more postits as needed, and move each to the appropriate place in the continuum.

Why did
you...?

How many
people will
be involved
in marketing

Who is the
most
interactive
audience
online?

logistics/ details

How do we
find the most
relevant
audience

What are the
current Pre/
post event
materials?

Who are
partners that
can be part
of it forever?

How can we
craft a content
strategy that

requires minimal

know-how?

How can we

test our
marketing
strategy?

Can CiclLAvia be
more open to
doing different

type of events at

different points of

time?

How can we
craft a content What's
strategy that )
requires bEhln:d }mur
minimal effort? decision
to...?
How can we
most effectively
target certain
d ¢ h P Is there a target
emographics? Bohogdniie
that CicLAvia
wanis to be

How will the
different target
dems change
the various
marketing
strategies?

Who is the
dream
audience?

more involved?

How can social
media have
activations

within the
event?

(") Need a refresher? Check out the
project brief + context document,

Tmb e - WE

Who will be _-:--h
in charge of S
CfEEtil"lg .:. :“..‘:
content? .
How can we What other
convey a new events, cities or

countries have

Sk “f"thr:'m implemented
changing its marketing for
brand walkable events?
What is the most How can we
important type make a
emotion that can ) i
stronger
generated for =
cicLfwia Brand

ldentity?

Big picture


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

Secondary + Primary

Target
Audience

Assumptions

unsuccessiu

r".l'lll uc b
fime

Bad

mouth

\ CicLAvia


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

Where is the survey?

Survey Questions

What to Test at the Event

What to Test at the Event What to Test at the Event

. . . ) s (Unlikely} 1-5 {likely)
Survey Questions - understanding assumptions/ get stories/ data » How do you rate this overall GicLAvia expanience? Likert scale
o (largely negative) 1+ 5 [largely positive)
= ‘YWhat was your perception of CicLAwia before attending your first event? (Muliple

Who are they, where are they from Choice)
s Just a cyclist event

Having people wrile invitations 1o their nexl-doar neighbar with reasons why they  should come
o the nexi CicLfwvia in Deceamber.

+ What's your age range?

o 18242531, 32-38,39-45, 46-52, 53-59, 60-66 , 67-73 , 74-80 , 81-87 , 88 and over 2 : hmii”‘?m E:;a_numw marathor
= Do you mind sharing your zip code? (option to decline) y i : |
= Do you consider yourself a local to this area? : ﬂ:uﬁwﬁﬂg :;2’;'1]' ol ol
s | didn't know what to think Wihat thay think
. . . w Other WWhat is & maomant that you kaved about Ciclavia
How did they come to know Ciclavia s What s your perception of GicLAvia after this event? [Multiple Cheica) Which par of the man'my do you feal is missing from Ciclavia
= How did you hear about this particular event? o  Just a cyclist event Dad you find any new restaurant or business you liked
o Friend/Word of mouth s communityfamily centric event If you could come with anvone, who would they be?
o Social media e Enjoy a Car free sireels day
o CicLAvia Community Resources s Oither
o Radio s How are you getting anound CiclAvia today? (Multiple Cholce|
o Online Advertising e Skate
o Magazines/ Newspapers % Bike
o Outdoor Advertising s  Sketeboard it
& “Television s  Scooler Have defined roles ai eveni: who's asking gueslions, working board, recording, note taking, etc..
o Other__ s WWalk Talk with boss babes aboul business outreach, work togather and share dala
Did you know about CicLAvia before? If so, how? s Jog Talk to them and fill out survey an our phane, or pravide R code
How many times have you attended CicLAvia? (0-4, >5) = Dog walk Maks £ayns sdveslising Cact /une T Givs: them foos ko moke ant
Did you come with anyone today? If so, how many people? o Dther Jar of Joy. ask atlendees lo wrile what gave them joy for the day

s0, please describe? ( if so please describe)

Perceptions of CicLAvia

e« What do you like about this event?
= Something to do with family

Get steps in for the day

\endors

Car free zone

Community

Learn about new businesses

Other

Do you know of anyone who has a negative perception of CicLAvia? If so, why?
Have you ever gone to a CicLAvia with someone who did not enjoy their experience? If

= How likely are you to recommend this event to family or close friends? (Likert Scale

= ‘What's ane thing we can do o improve the event?

Short survay to gathar a faw perceptions of bystandars/ non participants
Hene you heard of Ciclavia?
What do you think it's all about?

Wty ar why wouldn't you ward to paricipate in ok T

Post event follow-up: Lettar from neighbor



Secondary

Research

¢ N Wit do you hnow alrmady?  What don't you know? Hiow will o Figure B out? What do you hope to learn?
1 Urigue ard neves heard belors slares
i The Pubkc's Perceptian of Ciold, is oanbered [Dpes the outraach marketing within o 35 mia
Mirarda aroind 8 Cyche ennrl it Agiing e right slall sboul catreach defail, Muors sboul CicLAvia's marked
B CieLAwia neods lo improve thedr Marketing Pul logethar & markeling plan lo langel & spedfic
Sirateqy Wiy marry of L& dowsn't know aboul ovanls? demogra phic How io resch a langer sudience within e door bo door puperiences
. CiclAwia creabes an pen and imiling stomoiphecs 'Wiech s gl promotad o B pubic? Add this quastion o our feed Filanies Hice widaly U Bsrvinlits. are Tor the communily &8 & whobe
. Wt B ot dgilal Marksling™ Wil is over Physdcal | think this may be an inpoant gueston o send
Markefing efforis should be pirgical as wel as digial Marketing? Who is over the Brand? ovar ko Lead memnbar of CicLiva What is The discanneci betwesn CicLivsia’s image and the publc’s peroepiion
1
! D Ttz arn Kevinat i ilh Cicauia’s image ‘Wl this moal alfecive i of markedng sl Up surves(E) b idenl®y sasumplione of Businees How leams work efectively o chadle Ranamantal oange
0 Bussinpsses have potendal opportuniies boogrow  Winal story we wil el {speciically) usa insptratian from sureey and crafl a siany understanding differonoes and being able 1o meet poopkes wanls!' neods
L Poopls ans cormlantly mwarking B commurilies | Hoe much budas! we heve  work wilh find this markaling mis tred makes b sense T he how & altacively collsc) redevant dals through Flanwssuraegm
I Foopie share meaning Svough slones How Ipcation wil change cur approach research differences in iocation communites o betler understand approach
13
id Fird comenne who was Cicl Avia and understand What meikes The aud@ence lingss and tardgh wilh sachernen and (ramslate the conosgis with & grasl path o
Migual ‘Thene is a dsconnect with tho cvnrall messaging  'Wino actualy loves CiolAsin - ke they do Disney  why making things hagoen
13 Parcaption of ardy hiking ‘Wi sl di Tang of ChelAvia Farg il Tak e paapls aboul eir Gin daye Inapiralion points Fal reatas undamstanding of audience and CicLAsia

H CicLAvia has exploned different ways o
e FREREEeT] T THERIN in 8 way el Poes long Derm wihed Iypess of mesisagrg & basl lo geding new

The audibnis is moally e sams impad pecpls Lo s up Fined commmors who kves CiclAvia and underaiand why
¥ ‘Wt is stopping Cidlfwia from making drastic

Sincturad maneagng is vy sl v o could meakos hirgs for the. baiter Ressarch how ba nudge pecple e consides splicrs. Baing able io reed peophe's hostances and niskging peopbs 5 take & chance on 8 greel ides
& ‘Wil have they Fied bud dide’| work Biscaume of  Find diffarant padhs thal laverage masmizing

They aro not willing bo kil their batees moecution that coukd have worked othersise partcipation Porsona roadmap / user joumey thad i offective bo high acquisition rabos

Gecandary masanch of Mol auctesiul matkating
L] Mesi vooal proponenets and cpponenets of ‘WWha is the best wary o reach ausdences thatare  campaigns as well a5 competitive analyss of
Dwwin CicLivia are activa ankne opposed 1o the event similar ewanis and their siabegy Pros and cons of vanous marketing siralegies

Interviews with iocal business maners. Ferhaps
CicLAwin can provide |isf of business ownar el

il wers GpEdisd 10 i aeanl and we oan contac
Busress gulreach is lacking, mefective, and How lncal businesses can fopl mom empowered  them ba ask why they e cpposed and what i
somewhat reduncan ard receptive o Clolfda rathar than opposed woulid tzkon 1o change their mind Socad media cutroach best prachoes
Meal negalive senbmend is nom e verapoint of Shadoew e cutraach leam, sk em abeu
ot Clcldwia pangosting raffic, andiar somes dorm of whamiwhy the process thay curmenty do s not
genirfication argurmen {outsiders coming inlo their How the intital and folicw-up outreach can be efiective. Seoondary research of local busness
neighhbefonds) i i ba mors alfactive pidranch Lo cebermming aacim arsbegheg Slukeholdar inbarsies ared rasaarch skils
How can the went be wiewed as o mone localy Spoak with memebors of te commundies 1o
=z Partrsrahios with o ko organizations is ey sporsoned avan] ratfee Tan oulaiders coming inle  underptand their Poent-of-Vies' of sanla caming o
li rehiing langar auiance & naighbinrhood Ui reighbortoods L rasRarch siralegies

Tvana ara onlirss commundibas Mal ane redabéd 1o

Clclivia [bikrg, urban exploning, skateboarding,

local L& ewents) that hove a much figher owerad Wihat platiorms ane best for reaching larger amount Meftnogramhy research of all of Gloldwias curem

eI I el ey al ey dervagraphics platfores disd for markateg 0 prosdion Whata pubk percsplion of ChelAyis shermd fram and wihans e Sipalunity Lo changs paicapans sxisl

i


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

Surevey

Data Synthesis

Unusual response/
behavior

Why is this

Community?

Unusual response/
behavior
Other Responses
Confirms Goal/ hypothesis/
Interesting answer

o SR

=3 B
P ="l

If you had to
someone who
had never
been to join,
what would
you tell them?

Confirms Goal/ hypothesis/
Interesting answer
-
Deconfirms Goals
Common response/

behavior

Common response/
behavior



Surevey

Data Synthesis — gt ooy

favorite part of . ey
these events? — ==
e = T =
' = -
5%
Unusual response/ : Common response/
behavior behavior
Other Responses
Deconfirms Goals
Confirms Goal/ hypothesis/
Interestjng answer
about CleL Avia i
before? If a0, .
how?
Friemd = Farvily
i 8
xmf . s, v, famiy
Trivnes
Unusual response/ = e — = Common response/
- round o et
e behavior

behavior bl




CicLAvia Partnerships

Deadiinge: October 12

|deate

Partnerships



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

ldeate

Partnerships

Identify opportunities #2

As part of your research experience each team interviewed at least three participants from their target audience. AS A TEAM: Get together
and have each teammate share at least ONE SURPRISING QUOTE you heard in each interview.
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https://app.mural.co/t/dfcc5201/m/dfcc5201/1665578315228/6e382f154a5b16dbc0c93cfaa786ab6c1a270369?sender=uedf4d1ef8b3c61023c378858

ldeate

Partnerships

E5 | pait gep iy b | —— — O bl il B
IdEItE FROK pirpacteausibeint] (il fe e teee il Wl eone s e e
HKOTHER =Ty on fme e E s s o oy R e e
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A5 4 TEAM: Craft & few hypotheses about a that a surprise quote or insight could be inverpreved and what it may say about your audience's motivations and needs.

Creating a theme for amEﬂE:‘ﬂE y | Incorporating
event will increase “haltadays® or
lead to el
turn out, in particular gﬂﬁg ;T_ﬂml | lecations can imprave
amongst pedestrians Siroleary | public perception

I we market ffom a
pedestrian point of
view we can [ncrease
the pedesirian turnowl

People on social madia
anly like to follow
ACCoOUNs of share

posts that are

highlight different
features people
might see
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AL A TEAM; Select a few of the hypotheses you panerated that you find the most intriguing and want to explore further. For each of them. frame a How Might We (HM Wl question with the format shown

on the right.

How might we market
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content
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AS A TEAM: Select one of HMW guestions above that your team s most excived abour tackling, and make sure that it meets the requirements for a good human-centered design challenge according to the
checklist below {you can move the green checkmarke after your've reviewed each criterion). Watch video a4 for more detalls.

| o+ Clhack yourwerk
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St = [ haspeeple in it (the relevant stakeholders)
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How might we create
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pecple with menital
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After receiving a positive response from Council
Member Andre Spicer our group wanted to explore
possibilities of what a partnership will look like.

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 .

2nd District Council Member



Insights & Findings

IMPORTANT: Please share with our team
how this curated content performs
against all other posted content

Keynote: Prepare prompts ahead of time



