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Your Presenters

Selena Barlow, Transit Marketing

ÅConsultant with three decades of 
experience marketing public transit 
through effective:
ÅMarket Research & Planning

ÅBranding

ÅPassenger information

ÅRidership promotion

ÅFocus on working with small to 
medium sized systems with limited 
resources.

Elea Carey, Transit Happy

ÅConsultant with 30+ years of 
marketing experience, especially 
with new ideas and initiatives.

ÅServing transit clients across the 
country

ÅEspecially passionate about helping 
rural and small-urban transit with:
ÅCreative development

ÅMedia research

ÅMarketing and strategic plans



Cost Conscious Marketing

Part 1 - NOW

ÅOverview of Cost-Conscious 
Marketing

ÅPromotional Options

ÅCase Studies showing how it can 
work

Part 2 ð 3:15 PM

ÅCost-Conscious Marketing 
Workshop

ÅShare your challenges

ÅBrainstorm ideas with the presenters 
and your peers

ÅCreate a promotional plan



What is marketing?



Marketing is an on-going process

ÅItôs more than a single promotional 
tactic

ÅItôs everything you do you to 
communicate with and influence 
your riders, potential riders and 
community

ÅItôs not something you do once or 
occasionallyéit is something you 
do every day



What marketing can and canôt do

ÅMarketing is not a magic wand. 

ÅItôs a crowbar that leverages good service.

ÅMarketing canôt ñfixò service that doesnôt meet the 
potential ridersô needs.

ÅMarketing can:
ÅCreate awareness that transit is available.

ÅEducate the public about services and benefits 
relevant to them.

ÅOvercome misconceptions and stigma that transit is 
only for ñothers.ò

ÅEngage the attention of potential riders and 
supporters.



How is transit marketing different?

ÅMultiple goals
ÅBuild visibility

ÅBuild support

ÅEducate

ÅDispel misconceptions/overcome 
stigma

ÅBuild ridership

ÅMultiple target audiences
ÅGeneral Public

ÅTaxpayers 

ÅDecision makers

ÅCurrent riders

ÅPotential riders
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What does cost-conscious mean 
and how do you get there?



Cost-conscious meansé

VALUE
ÅNot necessarily free or cheap

ÅEffective and efficient strategies for 
reaching the right audience with the 
right message

ÅLong term value, not just 
momentary exposure



Cost-conscious meansé

TARGETED
ÅWhat do you have to offer ï 

benefits?

ÅFor whom are those benefits 
relevant?

ÅWhat do you need to say to 
influence potential riders?

ÅWhat communication channels will 
reach the right audience with the 
right message?

ÅHow can you use your resources, 
including staff time, cost-
consciously?

Basic 
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Understanding your audience drives cost-
conscious decisions
ÅRider Research
ÅOn-board Surveys

ÅE-Surveys

ÅFocus Groups

ÅInformal Interviews

ÅNon-rider/Potential Rider 
Research
ÅCommunity Surveys

ÅTarget Group Surveys
ÅE-Surveys

ÅIntercepts

ÅFocus Groups

Who are your riders?

Why and how do they use transit?

What is their experience?

How do they like to communicate?

What would they change?

Are they aware of and what do they think 

about transit?

Do they support your mission?

Who would consider riding?

What would it take?



The Passenger Experience drives ridership

ÅEverything a passenger experiences when they 
use or try to use your service.

ÅA fundamental part of your brand.

ÅMarketing might get someone on the bus or van 
the first time, but only a good Passenger 
Experience will turn them into a rider.

ÅResearch and observation can ensure that your 
passenger experience supports your promotional 
efforts



Branding is the most cost-conscious way to 
build visibility.
Å$10,000 for a bus wrap

ÅSeen by 5,000 people per day

ÅOn road 5 days per week - 250 days/year

ÅService life for cutaway ï 5 years

Å6,250,000 exposures

Å$.0016 per exposure

ÅAnd it is paid for with capital dollars!



Know your promotional 
options
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N
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ID ωPublic 
Speaking

ωPublic 
Relations

ωSocial Media

ωPosters & 
Displays

ωPSAs

ωBlogs

ωDIY Videos

ωEvents
P
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ID ωNewspaper

ωRadio

ωTV

ωCinema

ωTransit

ωDigital

ωDirect Mail
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ωSchools & 
Colleges

ωSocial Services

ωSenior Centers

ωEmployment 
Programs

ωLocal 
Businesses

ωNeighboring 
Transit 
Agencies



Unpaid



Public Speaking

ÅSpeak at targeted and community 
events to:
ÅRaise awareness

ÅPromote Ridership

ÅBuild Support



Public Speaking

ÅSpeak at targeted and community 
events to:
ÅRaise awareness

ÅPromote Ridership

ÅBuild Support

ÅPotential Audiences:
ÅCommunity gatherings

ÅGovernment meetings

ÅStudent orientations

ÅSenior Centers & Events

ÅSocial Service Agency constituents

ÅSocial Service Staff (train-the-trainer)

ÅService Organizations



Public Speaking

ÅTools to increase impact:
ÅPowerPoint or Video

ÅHandouts of Riders Guides or 
targeted materials

ÅTrip Planning table

ÅSome presentations can be remote



Media Relations

ÅGet to know your local reporters

ÅFollow their work and comment on it

ÅMake their job easier by providing timely, 
well written news releases

ÅCreate a News Release Calendar



Social Media

ÅUse social media channels to share 

news about your organization. 

ÅTag partner organizations, share their 

news, and ask them to share yours.

ÅGrow your social media following.

ÅRespond to usersô comments and 

questions. 



Events

ÅTable, booth or bus at local 
community events

ÅAttend marketing partnersô 
events



Events

ÅTable, booth or bus at local 
community events

ÅAttend marketing partnersô 
events

ÅCreate and host your own 
events (e.g. Stuff the Bus)



More Unpaid Channels

ÅPublic Service Announcements

ÅDIY Video for your website or social 
media

ÅBlogs, website posts and 
newsletters



Paid



Traditional Media Advertising

ÅNewspaper
ÅStrong in small communities

ÅPrint and Digital Options

ÅTV
ÅStation may be willing to produce spot 

for free

ÅRadio
ÅSponsor weather, news or sports

ÅExcellent for Spanish language 
marketing

ÅCinema Ads
ÅInexpensive and geographically 

targeted

Is the medium a 
cost-efficient way to 

reach your target 
audience?



Digital Advertising

ÅBanner ads on websites
ÅTargeted by geography, demographics and 

on-line behavior

ÅSocial Media ads
ÅTargeted by geography, demographics and 

interests

ÅSearch ads
ÅTarget by search criteria



Direct Mail

ÅGeographically Targeted and Affordable
ÅEvery Door Direct Mail

ÅChoose area on a map

ÅHighly visible (large, color flats)

ÅUseful for providing targeted route info

ÅAbility to offer free ride coupon



Free Ride Offer

Route Map for 

Local Area

Schedule 

Info via 

Google 

Maps

No Mailing List 

Required



Transit Advertising

Use your own resources

ÅBuses
ÅWraps

ÅPanels

ÅWindow Clings

ÅBus Shelters

ÅCar Cards
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Partners

Colleges

Schools

Social Service Agencies

Senior Centers & 
Residences

Employment Programs

Medical Providers

Residential Communities

Businesses

Destinations



Working with community partners

ÅDevelop a list and update it regularly

ÅCommunicate regularly with email updates

ÅAsk for opportunities to address their staff 
and/or constituents

ÅAsk how best to communicate with their 
constituents
ÅDisplays

ÅCollateral

ÅSocial Media

ÅTravel Training

ÅFollow-through with targeted messaging and 
materials



College Partnership



Questions?



Putting it all together
Some Case Studies



Bluegrass RIDE
Launching a New Brand



BGCAP Transit
Blue Grass Community Action Program



Service Plan

ÅImproved routes in three local 
communities

ÅRegularly scheduled intercity service

ÅFare Free

Better marketing of 

better service



 Bluegrass RIDE


