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Looking back

• COVID-19 Activities:

• Service changes: required schedule changes in booklets and website 
updates

• 2020 – 5 

• 2021 – 5, plus express service restoration

• 2022 – 3 or 4?

• Rider Alerts

• Social Media – 30 COVID-19 posts

• News Releases – 9

• Onboard & Facility signage









A Day in the Life

• Rider Alerts 

• Social Media

• Rider News

• Web Updates

• News Releases

• Brochures and other promotional materials

• Graphic Design

• …And now, marketing campaigns



Going Digital Campaign: Phase 1

Purpose: Increase awareness about shift to digital 
transit guides.

Campaign Goals:

• Educate riders how to access digital schedules and 
obtain printed schedules if they need them 
(available for download on each route page, via 
online order form, or by contacting Customer 
Service).



Going Digital Campaign: Phase 1

Key Messages -

• Giving customers more access to information.

• Easier to find information on their route(s).

• Don’t have to be tech savvy to use it.

• Customer service is here to help.

• Don’t worry, we’re not leaving anyone behind.

• Printed schedules are available online and upon request.



Going Digital: Phase 1 



Current Campaign: Going Digital 



Current Campaign: Going Digital

Results (week 1):

• Display ads
• 75,000 impressions

• 195 clicks across tactics

• Website
• 31% increase in traffic

• 39% increase in new users

• 24% more sessions 

• 12% more page views. 

• 528 visits to the going digital webpage



Going Digital Campaign: Phase 2

Purpose: Introduce customers to myStop App.

Campaign Goals:

1. Create awareness about new, more reliable app.

2. Educate riders how to use app.

3. Generate app downloads.



Going Digital Campaign: Phase 2

Key messages:

•Accurate

•Reliable

•User-friendly

•Customizable

•Specific to IT

•Available for Android and Apple



Going Digital Campaign: Phase 2



Upcoming Campaign: Operator 
Recruitment

Campaign Goals:

1. Increase operator recruitment.

2. Establish IT as an employer of choice.

Target Audiences:
• Younger/newer to workforce seeking a career, not just a job

• Second-act career seekers, especially exiting military

• Others looking to make a switch (e.g., school bus drivers, truck drivers, 
delivery drivers, warehouse workers, gig drivers, service industry workers)



Upcoming Campaign: Operator 
Recruitment



Upcoming Campaign: Vanpool Promotion

Starting this fall

• Social Media and Digital Ad campaign

• Educational Materials including rack card and web content

• Direct Mail campaign



Questions?


