


ANTELOPE VALLEY LINE FARE REDUCTION 

MARKETING CAMPAIGN
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• Discounted fare campaign started on July 1, 2015.  

Initial six (6) month period; extended another six (6) 

months to June 30, 2016.

• Pilot program to test the effectiveness of lowering 

fares to drive ridership

• Robust campaign targeted commuters through a 

variety of media: online, social media, apps, radio, 

newspapers, email, direct mail, etc.

• Promoted three messages:

 25% discount

 $2 station to next station fare (short distance 

fares)

 Hurry! Act Now!



OBJECTIVES
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Increase overall ridership on the Antelope Valley Line by marketing the fare reductions 

and key messaging through various media tactics and channels.

• Introduce new fare options on the Antelope Valley Line to residents within a specified 

geo-targeted area through a multi-tactical media campaign

• Encourage local trips using Metrolink as an additional mobility option for local 

residents and commuters

• Measure customer response to the new ticketing and fare options; identify and 

measure influence on long-term effect on increased ridership.

• Introduce two (2) fare change initiatives independently to identify if one or another 

has a greater impact on ridership lift.
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STATION POSTERS & RACK CARDS
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TRAFFIC RADIO SPOTS



5M E T R O L I N K  A D W H E E L  A W A R D S  | 2 0 1 6

PRINT ADS – ENGLISH AND SPANIS
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WEB BANNERS
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DIGITAL ADS – WAZE & PANDORA

25% off $2 Fares + HURRY!
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OUTDOOR & BUS SHELTERS
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SOCIAL MEDIA GRAPHICS
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WEB GRAPHICS



11M E T R O L I N K  A D W H E E L  A W A R D S  | 2 0 1 6

DIRECT MAIL



12M E T R O L I N K  A D W H E E L  A W A R D S  | 2 0 1 6

DIRECT MAIL
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TOPLINE RESULTS – January to June, 2015

• 16.4% increase in ridership 

• One-way and round-trip ridership increased 44.2%

• Nearly 30 million total media impressions

• 150,000 website page views
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RESULTS – WEBSITE TRAFFIC
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KEY FINDINGS

• Email and Facebook advertising has a significant impact on 

website views

• Campaign was effective to increase ridership at a quicker pace 

than anticipated

• Multi-faceted, multi-language media mix proved to be successful to 

move the market


