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Marketing and Communications Plan  
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Bus Service SWOT Analysis  
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2012 Marketing Program/Timeline/Budget 
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May Jun Jul Aug Sep Oct Nov Dec Budget 

Bus 40th Anniversary/ 
Dump the Pump 

$30,000 

Ridership Campaign/ Route Promotions $80,000 

Youth Summer Bus Pass $25,000 

OC Fair Express $55,000 

Pre-Paid Pass Sales Promotion $20,000 

Holiday Promotion/ Jingle Pass $30,000 

New 
Year’s Eve  
Free Ride 

$10,000 

Total: $250,000 
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40th Anniversary/Dump the Pump 

• Print ads 

• Web/social media  

• Bus ads 

• Budget: $30,000 
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Brand Message – “I ride OCTA” 

• Not just a campaign – a long-term message 

• Showcase benefits of riding  

• Relevant testimonials  

• Brand consistency  

• Meaningful call to action 
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Target Marketing - Employees 

• Push and Pull 

• Employees promotion  

• Employers sales  

• Bus Advertising  

• Target Business-to-Business 

 Direct Mail and Outreach  

• Budget: $10,000 

 

 

+ 8% 
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Target Marketing – Seniors  

 

 

 

 

 

 

 

• Outreach and Direct Mail  

• Seniors publication ads 

• Budget: $18,000 
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Target Marketing – Colleges/Universities  
 Partner with cities and colleges  
 Seek grant funding from the Mobile Source 

Air Pollution Reduction Review Committee  
 Promotion/Outreach/Target Ads 
 Budget: $17,000  
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+ 8% 



Target Marketing – Youth (6-18)  
 Expand pass sales locations  

 Target advertising and outreach 

 Budget: $25,000 
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Target Marketing – ACCESS Customers 

 Encourage ACCESS-eligible customers to use fixed-route service  

 Promote fixed-route bus fare of 25 cents 

 Target advertising and outreach 

 Budget: $5,000 
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OC Fair Express 
• Direct service to OC Fair  

• Partnership with OC Fair (Bus customers save $9 on admission) 

• Bus ads 

• Print and online ads  

• Special events  

• Budget: $55,000 

    

   2011 Results:  
 

 25,699 boardings 

 57% of customers never 

    rode the bus before 

 40% of the new customers 

    continued to ride the bus 

 99% are satisfied with the 

    service 
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“I Ride” Theme – OC Fair Express 
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Target Route Promotions 

• Route specific 

• Door hangers 

• Local community 

newspaper ads  

• Budget: $30,000 
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Customer Retention  

16 



Next Steps  

• Implement bus ridership programs 

 

• Monitor promotion impacts and ridership trending 

 

• Conduct cost and benefit analysis 

 

• Report to the Board  
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