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MARKETING
In addition to conducting public outreach for service changes, VTA promotes service to targeted 
markets to increase VTA ridership. This is a critical phase of the service development process. 
Many services and routes which are new, modiýed or underperforming beneýt from a marketing 
and promotional effort. The following describes some of the recent, major campaigns and outlines 
marketing efforts that are proposed in the coming months to support the changes in the Annual 
Transit Service Plan.

2008 Campaigns

In 2008, several campaigns were implemented to increase awareness of VTA service and travel 
options. 

Express Bus Promotion
The Express Bus campaign was developed 
to raise awareness of, and build ridership 
on VTA Express bus lines serving South 
County and Fremont/East Bay commuters. In 
March, 2008, a direct-mail promotional piece 
was mailed to homes in Gilroy, San Martin, 
Morgan Hill and select areas of Fremont.  
The mailer included coupons offering ýve 
free rides on Express Bus Lines 120, 140, 168, 180 and 
181. In addition, an email campaign to local employers 
was implemented to boost participation in the 
campaign.  A comprehensive, two-month advertising 
schedule was launched that included newspaper 
ads, Comcast TV commercials, a web banner ad on 
Mercurynews.com and an article written in VTA’s 
“Take-One,” an on-board passenger newsletter. A 
total of 1,368 coupons were redeemed during the 
promotional period.  

Core Bus Promotion
A marketing campaign was developed to increase 
ridership on the Core Bus Network and to promote the 
Core Bus Network’s improved service frequencies. The 
network, promoted as “VTA’s Frequent 15,” consists of 
15 bus lines with 15 minute or less frequencies.  This 
extensive campaign ran from June through July 2008. 
It included print ads in twenty two local, community 
and multi-lingual newspapers; English and Spanish 

Figure 8-1: Express Bus Service Car Card

Figure 8-2: Core Bus Promotion Poster
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radio ads; Comcast Cable, Univision and Telemundo network TV commercials; online ads in the 
Mercurynews.com and vta.org websites; transit ads including light rail stations posters, bus shelter 
ads, interior carcards, exterior bus advertisements; and an article written in “Take-One.”  

Community Bus Promotion
A marketing campaign to raise awareness and build 
ridership on VTA’s Community Bus lines was 
implemented from July through October 2008. The 
campaign, with the slogan “Take a ride ‘round town 
on your Community Bus!” highlighted the value and 
convenience of traveling on community buses to get 
to local destinations. The campaign included a web 
banner on VTA.org and a promotional web page that 
included detailed information on all Community 
Bus routes.  The campaign utilized a wide array of 
media including interior carcards, bus tail posters, 
light rail station posters, radio and Comcast Cable TV 
ads, print ads in local, community and multi-lingual 
newspapers, Skyscraper banner ads on Pump Top 
TV’s gas station network and cinema advertising.

Park & Ride Promotion
In an effort to highlight multi-modal connections to 
VTA and raise the public’s awareness of VTA’s Park 
& Ride lots, a promotion was launched in July 2008.   
The campaign emphasized the ease and convenience of connecting to VTA’s extensive network of 
bus and light rail service by driving, walking, carpooling or biking to any Park & Ride lot.  Print 
ads in ýfteen local community newspapers and a featured article in the September issue of VTAôs 
Take One onboard passenger newsletter were used in the campaign.  

Figure 8-4: Park and Ride Advertisement

Figure 8-3: Community Bus Promotion 
Poster




