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Performance Summary

In the period between January and February 2020, Amtrak reported a 
consistent increase in sales and revenue generated by 
PacificSurfliner.com

• Jan – Feb 2020

– 99,000 qualified leads to Amtrak.com (+5% vs previous year)
– 12,006 bookings (+35% vs previous year)
– $757,157 in revenue (+34% vs previous year)

In March 2020, Amtrak reported a decrease in sales and revenue from
leads generated by the Pacific Surfliner website attributed to service
impacts and travel restrictions due to COVID-19

– 19,279 qualified leads to Amtrak.com (-70% vs previous year)
– 2,265 bookings (-61% vs previous year)
– $131,522 in revenue (-65% vs previous year)
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Note: Currently, sales reporting is not available for direct bookings on Amtrak.com, the Amtrak app, via phone, or in the stations.



March Ridership Decline Due to

Travel Restrictions & Service Reductions

Decreases in March 2020 sales 

referrals and sales aligned with 

the drop in overall Pacific 

Surfliner ridership.

• Sales decreased as 

demand for rail travel saw 

significant declines in 
response to the COVID-19 

crisis
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Year Over Year Revenue

by Month



Year-Over-Year Performance

Overall for the period January-March 2020, Amtrak reports a five percent
decrease in referral sales revenue from PacificSurfliner.com, compared to 
the same period the previous year.

• Momentum from increased sales referrals in January and February kept 
quarterly year-over-year decreases relatively low
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Note: Currently, sales reporting is not available for direct bookings on Amtrak.com, the Amtrak app, via phone, or in the stations.



Novel Coronavirus Response

In March 2020, promotional 

marketing activities were paused, 

and efforts were shifted to crisis 

communications and distribution 

of up-to-date information on 

service impacts.
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To reach regular customers and 

riders in-transit, signs were printed 

and distributed to stations along 

the Pacific Surfliner route.



PacificSurfliner.com

The Pacific Surfliner website serves as 

the hub for all communications and 

up-to-date information, schedules, as 

well as efforts to keep crews and 

passengers safe.
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Letter from Chairman Updated Website Homepage



Passenger Communications

In addition to regular updates on PacificSurfliner.com, LOSSAN 

staff shared updates on social media and collaborated with 

Amtrak to distribute notifications to all ticketed passengers.
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Email to customersSocial Post



Essential Service Campaign

As the Pacific Surfliner continues to provide a core-level of 

service for essential travel, an informational campaign 

communicates ongoing efforts to run train service in a safe 

manner for crews and passengers.
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30 Second Video on KDOC



Information Broadcast Spots

Staff developed public service messages that highlighted 

efforts to run essential service while creating a sense of 
goodwill through the Pacific Surfliner brand.
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Major media outlets featured the essential service public service announcement.



Community Partnerships

Strategic partners provided visibility through complimentary 
no-cost placements that help maintain a brand awareness for 

the Pacific Surfliner as a valuable partner in the community.
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The Anaheim Ducks included Pacific Surfliner in the Honda Center’s “Stronger Together” campaign. 

The Los Angeles Angels provided elements at no cost including a 24-hour digital takeover of Angels.com.



Public Relations

Service announcements were 

distributed to media and the public 

highlighting continuous efforts to 

provide an essential and safe form 

of public transportation.

• The announcements received a 

combined total of 292 press 

mentions resulting in a reach of 

over 259 million earned media 
impressions and a publicity 

value of $129,639.85.
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Social Media Virtual Experiences

A series of video-based social media posts featured stunning 

views taken from aboard a Pacific Surfliner train.
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Branded Backgrounds for Video Calls

Digital backgrounds allowed video conference users to meet in 

front of scenic Pacific Surfliner views
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Looking Ahead

• Plan for Recovery

– Marketing to align with service levels

– Safety precautions and physical distancing processes that 
are in place now will be key to regaining consumer 
confidence

– Path to recovery key phases

• Travel restricted – essential travel only

• Travel allowed – an uptick in travel for business purposes

• Travel encouraged – deferred trips resume to some 
extent

– Consumer budgets will be tight, but the Pacific Surfliner 
can play a key role in facilitating recovery in the 
communities it serves
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