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VCTC RISES TO MEET CHALLENGES

THE STATE OF THE INDUSTRY
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INDUSTRY TREND WHAT WE’RE DOING

Increase in Bike Ridership
Beginner and Family-Friendly Bike Booklet, Bike Month, 

Countywide Bike Map

Economic Impact Youth Ride Free, College Ride, Pain at the Pump

Customer Experience
Mobile-friendly, Social Engagement, Unmet Transit Needs, 

Rider Survey

Spanish-Speaker Growth Investment in Spanish Media

Low Ridership Route Promotion, Youth Roadshow, Youth Ride Free, College Ride



WHAT WE’VE DONE
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HOW VCTC HAS RAISED AWARENESS IN VENTURA COUNTY



OUTREACH   
INITIATIVES

Events Driver 
Recruitment

Pain at the 
Pump

Youth Ride 
Free

Bike Map & 
Booklet

Rideshare 
Week

Pass 
Exchange & 

Schedule 
Change



GENERAL 
COMMUNICATIONS
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COMMUNITY ENGAGEMENT WITH VENTURA 
COUNTY



SEEN AND HEARD IN THE 
COMMUNITY 
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• Increased investment was made in the Spanish-speaking community

• Additional print collateral includes fliers and brochures aboard buses



CONNECTION 
WITH THE NEXT 
GENERATION

• Partnered with local Boys and Girls Clubs in 
Ventura County for a youth art contest

• Kids were encouraged to hand draw a picture of 
“How We’ll Walk, Ride, and Roll Into a More 
Sustainable Future”

• Promotional campaign drove 24,000 views
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OUT IN THE COMMUNITY
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• Spark of Love Toy Drive

• Ventura County Fair

• Carpinteria-Highway 101 Carpool Lane Ribbon 
Cutting (SBCAG + Caltrans)

• Metrolink Rider Appreciation Day 



¡Buenas con VCTC!
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• This culturally relevant educational campaign connected to the important 
Spanish-speaking audience on a variety of topics to remove barriers to riding 
the bus

• The APTA award-winning campaign drove a 217% increase in Spanish-
speaking visitors to the website 



SOCIAL ENGAGEMENT
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• Organic social media provides an important historical reference for 
projects in the county as well as a source for timely information

• 1-1 engagement with riders, partners, and other stakeholders

• Thousands of interactions per month
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CONNECTIONS IN A SEA OF CHANGE

INTERCITY TRANSIT



DRIVER RECRUITMENT
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• Social media, emails, and fliers developed to 
promote RATP Career Fairs

• The recent career fair promotion for bus 
operators has resulted in hiring new promising 
candidates



PAIN AT THE PUMP
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• Encouraged residents to use alternatives to driving a 
single-occupancy vehicle to avoid high gas prices

• VCTC Intercity, regional transit partners,  and biking

• Reached Over 268,000 Users



GFI PASS EXCHANGE
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• VCTC transitioned from GFI paper passes to VCbuspass, a new contactless way to pay for ALL 
buses in Ventura County using the card or Umo app

• Promotion informed VCTC riders of the deadline to exchange their paper passes

• Social posts, emails, and bilingual fliers on board informed riders of the news 



SCHEDULE CHANGE

18

• Print and digital promotion spread messaging about changes and 
new stops
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REGIONAL TRANSIT
KEEPING VENTURA COUNTY MOVING



YOUTH RIDE FREE
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• Custom targeting, copy, and creative ensured the message resonated 
with each unique audience (high schools, teens, and parents of teens) 

• Increase in ridership for all transit operators in the county; 25% 
increase year-over-year in web traffic

https://youtu.be/50FeFxTm2ls


VCBUSPASS
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• 10% off per trip promoted in digital creative as well as a new brochure

• 46.92% of website traffic during this window was from new users



COLLEGE RIDE
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• Two new campuses in Santa Barbara were added to the pilot 
program – UC Santa Barbara and Santa Barbara City College

• Customized messaging was developed to let college students 
know of the program.

• Digital ads ran across platforms that are used by college-aged 
students including Snapchat and Instagram

• The highest performing platform was Reddit, serving ads over 
80k times to college students



METROLINK SATURDAY 
SERVICE
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• Animated, smart-targeted digital creative and a full suite of 
traditional ads to promote long-awaited Metrolink Saturday 
Service

• Hundreds of positive engagements in Spanish like comments, 
post reactions, post saves and shares



UNMET TRANSIT 
NEEDS

24

• The Unmet Transit Needs campaign generated community 
members' comments and provided awareness of virtual and in-
person community meetings for local transit needs
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RIDESHARE
MULTI-MODAL MOBILITY



BEGINNER AND FAMILY-FRIENDLY BIKE 
BOOKLET
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• With the rise of bike popularity, VCTC created a bike map of beginner 
and family-friendly routes in Ventura County

• Features shared-use paths/separated bike lanes and important 
destinations

• Includes safety tips, instructions for bikes on transit, and e-bike rules



RIDESHARE WEEK
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• Encouraged Ventura County 
residents to pledge to bike, 
walk, use transit, or carpool 
at least once during 
Rideshare Week
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WHAT’S NEXT?



EDUCATING THE COMMUNITY
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• Long-term campaign with “how-to ride 
public transit” information for riders

• Long-term bike education campaign (Bike 
Month, Bike Repair Stations, E-bikes)

• Guaranteed Ride Home educational 
campaign aimed at the commuters of 
Ventura County

Coming Soon…



YOUTH ROADSHOW
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• Presentations to students in schools and youth groups all over the county

• Custom presentation based on location

• How to ride, where to ride, benefits of transit, programs (Youth Ride 
Free)
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THANK YOU
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