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Post COVID-
Ridership 
Recovery 
Marketing 
Plan
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Understand 

Customers

Direct 

Communications

Expand Brand 

Awareness

• Demographic 

and behavioral 

survey

• Intercept surveys 

• Focus groups

• Email marketing 

campaigns and 

monthly 

newsletter

• Digital advertising 

on Google and 

social media

• Partnerships 

(Visitors Bureaus, 

Attractions, Sports 

teams, Cities)

• Positive media 

coverage (Earned 

+ Influencer 

campaigns)

Goal: Increase ridership, particularly weekday ridership

• Attract new and returning riders back to the Pacific Surfliner 

through a focus on targeted marketing that leverages behavioral 

science for optimum results



Companion 
Fares 
Promotion
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• Incentivizing midweek 
group travel to grow 
ridership

• Buy one ticket, get up to 
three companions at 50% 
discount

• Promoted online, through 
press releases, on social 
media, and by partners



Destination
Partnerships
• Collaborating with 

Convention and Visitors 
Bureaus (CVBs) along the 
corridor

• Exploring cross-promotional 
opportunities with each 
partner

• Integrating destination-
specific events and 
attractions into website and 
social media channels
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Sample content 
collaborations



Rediscover 
Southern 
California
• Inviting communities to 

travel by train to both new 
and beloved destinations 

along the route

• KDOC Summer of Fun

• Radio advertising
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Rediscover Southern California Campaign: 30 second video

https://app.shift.io/review/628e59c860ddb90a5cf5c5bc


Angels 
Partnership
• Season-long partnership to 

reach local sports fans

• Increasing awareness of the 
service through radio and 
online advertisements, 
digital signage, and more

• Partnerships with other 
professional and amateur 
teams are being explored
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Angels.com Homepage Takeover: dedicated days where our brand 

takes over all advertising space on the Angels' homepage



Attractions 
Partnerships
The Disneyland Resort and 
the San Diego Zoo

• Ongoing partnerships with 
world-famous destinations to 
promote train travel

• Exclusive e-ticket 
stores provide discounts 
for Pacific Surfliner customers
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COMING SOON:

San Diego Zoo 

Promo
$7 savings on zoo 
admission & 20% 
discount on train 

travel to San Diego



Café Car 
Refresh
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• Online survey introduced 
to riders to capture food 
and beverage preferences

• Café coupon incentivized 
participation

• More than 1,200 responses 
in one month

• Data will be used to 
update offerings with the 
goal of increasing sales



Supporting 
Our Local 
Economy 

Café Car 
Offerings

 As part of our menu refresh, we will focus even more on 
including local products in support of the businesses that 
can be found on the LOSSAN Corridor. Some 
relationships currently being developed:

 Herzog Wineries (Paso Robles)

 HumaniTea (Irvine) – packaged in environmentally friendly 
cartons, a percentage of profits go to support suicide 
prevention and other humanitarian causes

 Fresh Grill Foods (Santa Ana) – provides high quality fresh 
prepared food with healthier options

 Ventura Coast Brew Company (Ventura) 

9



Passenger 
Communications
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• Informing riders of service 
adjustments as well as 
riding tips ahead of the 
summer travel season

• Station posters, Twitter 
alerts, and a press release 
will share important details

• Covering Rail 2 Rail 
suspension, benefits of 
Business Class, expected 
busy trains, and more



Pet Program
• Social posts to announce 

the program were seen 
more than 15,000 times 

and had more than 4,400 
likes, comments, clicks, and 
photo views

• Major media outlets 
including Good Day LA, 

KTLA, KSBY, and others
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Good Day LA: 

Furry Friday 

Segment


