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Brief and objectives: 

Greater Manchester faces a major road congestion challenge, which is impacting air quality, 

health, journey times and productivity. 

As part of its efforts to help tackle the issue, Transport for Greater Manchester (TfGM) 

wanted a campaign to increase car sharing among commuters in Greater Manchester. 

To do this, TfGM teamed up with Liftshare – the largest car sharing network in the UK. 

The campaign objectives were: 

• Encourage people in Greater Manchester to register on Liftshare. 

• Promote the social, cost saving and environmental benefits of car sharing. 

With limited budget available for such an ambitious behavioural change campaign, TfGM 

wanted content that would be highly shareable on social media – stimulating conversation, 

increasing shared road journeys and driving people to the Liftshare and TfGM websites. 

 

The idea, research and planning: 

To work on social media, we knew we needed authentic, funny, shareable content. 

We drew inspiration from Peter Kay’s much loved Car Share series, as well as other TV 

reference points such as First Dates and Gogglebox, and chose to create a series of ‘reality’ 

car share videos, for use on social media. 

These would feature real pairs of commuters, having real conversations in their cars, on their 

way to work. The approach would highlight the social/friendship aspect of car sharing, and 

bring out the environmental/congestion/cost themes in an organic, non-preachy way. 

To test the idea, we created a short proof of concept video, featuring myself (Nick from One 

Smart Cookie) on the school run with my daughter. 



With almost no promotion, the video achieved over 7,000 organic views on Facebook, with 

universally positive comments. 

This gave us confidence that we had the right creative approach for the actual campaign. 

 

Strategy, tactics, creativity and innovation: 

We chose five pairs of commuters, from different professions, backgrounds, ages and parts 

of Manchester. Our target audience – prospective car sharers across Greater Manchester – 

was large and diverse, and so our content needed to reflect that. 

Our commuter pairs included: 

• Professional 30-somethings working in the city centre 

• Tradesmen (white van drivers) in their 40s 

• Early 20s professionals with busy social lives. 

We couldn’t be physically present in the car during each journey so had to rely on choosing 

participants with great personalities, who would have funny, fascinating conversations. 

In the event, we ended up with some wonderful, hilarious and surreal content. 

Conversational topics included the merits, or otherwise, of dyeing nasal hair with Just For 

Men; the benefits of dishwasher steam facials; the neighbourhood swingers and whether or 

not the Queen understands Mancunian slang. 

To complement the in-car footage, we interviewed the participants on camera following each 

journey, to ask them how it was for them, the perceived benefits of car sharing, and if they 

would consider car sharing in the future. This allowed us to bring out the environmental/cost-

saving/congestion themes in a more direct manner. 

We created a dedicated TfGM microsite - shareyourjourney.co.uk – to host the video 

content, provide background information and link through to Liftshare’s site, where people 

could register. 

Budget was made available for promoted posts on social media, as well as for a short run of 

display ads (featuring short video clips) on key websites, such as The Guardian and The 

Telegraph. 

As a late addition (once we had started to edit content and knew it was good) we decided to 

run radio ads during the morning and afternoon drivetime shows on Capital FM and Heart. 

These were to feature audio from the in-car conversations. 

 

 

 



Delivery: 

Each car was rigged out with two Go Pro cameras, and sound recording equipment. 

Participants were given a loose brief, but were told to be themselves, and talk about 

anything and everything! 

We edited content into five, two minute videos, plus a number of 30 second and 10 second 

clips. This gave us a lot of flexibility to use content in different ways, on different social media 

platforms. 

Selected audio from the in-car conversations was used to create our two drivetime radio ads. 

 

Measurement and evaluation:  

The campaign was an enormous hit with our target audience of prospective car sharers. 

As well as fantastic social media engagement and a 50% increase in sign-up on 

Liftshare.com from Greater Manchester motorists, the qualitative feedback was superb. 

Many viewers called for the campaign to become a fully fledged TV series. 

Key stats include: 

• Facebook: total reach of over 500,000. This included over 216,000 video views, and 

37,000 clicks to our microsite 

• YouTube: Over one million impressions, 445,000 video views and over 4,000 clicks 

through to our microsite. Cost per view on YouTube was just £0.01 

• Banner ads: achieved an engagement rate of 3.64%, almost five times higher than 

the industry benchmark. Average interaction time was 21 seconds – a total of 50 

hours. More than 235,800 impressions secured, and over 8,580 engagements 

• The number of registered journeys in Greater Manchester doubled on Lifeshare.com 

during the campaign period (Feb/March 2019) – 4,966, compared to 2,145 over the 

same period in 2018. 

• Liftshare said: “There was a 50% increase on what we would have expected 

normally. This demonstrates that people in Greater Manchester are definitely sharing 

more, are more open to sharing, and behaviour change is happening.” 

• The radio ads played a total of 150 times across the two stations, delivering just 

under 2 million opportunities to hear 

• TfGM is now planning to create more Reality Car Share content later in in the year - 

building on this success 

• Liftshare is now looking at working with One Smart Cookie on its own reality car 

share videos, to support a major UK-wide campaign later in 2019. 

 



Budget and campaign impact:  

Budget was as follows: 

• Video creation: £6,000 

• Banner ads spend: £5,000 

• YouTube spend: £6,500 

• Facebook spend: £6,600 

• Twitter spend: £400 

• Radio campaign: £11,000. 

Total campaign spend: £35,500, resulting in more than one million social media views, 2 

million radio impressions, a 50% increase in registered liftshare journeys in Greater 

Manchester, and universally positive feedback from the public. 

 


