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Speaker Introduction

Selena Barlow
Owner, Transit Marketing LLC
• More than 25 years of experience marketing public transportation services 

throughout the U.S.
• Areas of expertise include marketing plan development, market research, 

community outreach, and creation of marketing tools and campaigns.
• Much of her work has focused on rural and small urban communities where 

marketing can have the greatest impact on ridership. 
• She holds an MBA, with focus on marketing, from the University of 

Arizona, and a BS in Advertising from the University of Florida.  



Public Transit Marketing

Community Based Marketing 
to Build Ridership



Six Class Series
Awareness Building 
Customer Focused Websites 
More Passenger Information Tools
Community Based Marketing
Transit Passenger Research
 Improving the Passenger Experience

Awareness

Positive Image

Knowledge

Motivation

Trial Ridership

Retention

Regular Rider



Community Based Marketing
What is it?



Community Based 
Marketing

Marketing Strategies that 
leverage your relationships 

within the community –
particularly with 

“gatekeeper” organizations 
– to target key potential 

riders



To generate ridership, we much appeal to 
what is important to the potential rider. 

The more direct and trusted the channel 
of communication, the more likely they 

are to pay attention.

The more relevant our appeal and the 
information we convey, the more likely 

they are to act on our call to action.



Different target markets for 
transit ridership value different 
benefits and need different 
information.

Societal 
Benefits Personal 

BenefitsBasic 
Mobility

Convenience

Time Savings

Time Value

Economy

Safety

Economic

Environment

Mobility  
Equity



By working through 
gatekeepers and trusted 
messengers, Community 
Based Marketing allows us to 
deliver the right appeal and 
information to specific target 
groups most likely to use 
transit.



What are Gatekeepers?
 Individuals or organizations 

that can provide access to and 
influence with key target 
ridership groups
Trusted messengers

Colleges
Schools
Social Service Agencies
Senior Centers & Residences
Employment Programs
Medical Providers
Residential Communities
Businesses
Destinations



Community Based Marketing - Four Steps
1.Target Market

Identify population segment with ridership 
potential.

2.Gatekeepers
Identify partners who can provide access to your 
target.

Group whose 
needs you can 
meet and for whom 
you offer a relevant 
benefit

Target

Gatekeeper

Targeted 
Messaging

Communication 
Channels



Community Based Marketing - Four Steps
1.Target Market

Identify population segment with ridership 
potential.

2.Gatekeepers
Identify partners who can provide access to your 
target.

3.Messages and Incentives
What information and incentives will generate trial 
ridership among this group?

4. Communication Channels
What low cost, targeted channels can your partner 
give you access to?

Target

Gatekeeper

Targeted 
Messaging

Communication 
Channels



Community Based Marketing
Why it works for transit
Small and rural transit agencies tend 

to be well connected with the 
communities they serve
Community based marketing builds 

on those connections
 If the specific connection doesn’t 

already exist, schedule an “interview” 
and start building it

Advantages
 Low-cost channels of communication
Ability to reach audiences with the 

greatest potential to benefit from your 
services
Ability to customize messaging
Opportunity to build long term 

relationships and marketing value
 Increased engagement with your 

community



Community Based Marketing
A Case Study



Sedona
Tourist Destination
Expensive housing
Heavy traffic
Hospitality Jobs (Labor Shortage)

Cottonwood Area
Affordable Housing
Potential workers
20 miles away



Ridership 
decimated by 
pandemic

Service hours 
adjusted to 
better serve 
hospitality 
workers

20 miles



Verde Shuttle Intercity Route
1.Target Market

Hospitality workers traveling from affordable 
housing in Cottonwood to jobs in Sedona.

2.Gatekeepers
Lodging Council
Hospitality employers - hotels, restaurants 

3.Messages and Incentives
Ease, convenience and economy. Complete how 
to ride information. Bi-lingual.

4.Communication Channels
Marketing toolkit for use by employers

Target

Gatekeeper

Targeted 
Messaging

Communication 
Channels



Messaging

It’s just that easy!                      Fast ● Frequent ● Affordable



Communication Channels (English & Spanish)

Presentations to Lodging Council
Chamber Newsletter to Employers 

with link to Marketing Toolkit
How-to-Ride Video 
Social Media Posts and Video
Posters
Passenger Guide Display
Customized Flyer

How-to-Ride and Social Media Videos
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Communication Channels (English & Spanish)

Presentations to Lodging Council
Chamber Newsletter to Employers 

with link to Marketing Toolkit
How-to-Ride Video 
Social Media Posts and Video
Posters
Passenger Guide Display
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Outcomes
On-going marketing effort for 

minimal cost
 Increased ridership
Positive relationship with 

employers



Community Based Marketing
How it works

Target

Gatekeeper

Targeted 
Messaging

Communication 
Channels



Target Markets and Gatekeepers
Target Market
Seniors
Persons with 

Disabilities
College Students
Secondary Students
Hourly workers
Low Income Families
Medical Travelers

Gatekeeper Organization
Put your ideas in chat



Messaging

Different target markets for 
transit ridership value 
different benefits and need 
different information.

Societal 
Benefits Personal 

BenefitsBasic 
Mobility

Convenience

Time Savings

Time Value

Economy

Safety

Economic

Environment

Mobility  
Equity



Messaging
Information
What information is

relevant to this
specific target
group?

• Specific routes or
services?

• Type of trips?
• Destinations?

Appeals
What benefits matter

to them?
What kind of imagery

will they relate to?

Basic 
Mobility

Convenience

Time Savings

Time Value

Economy

Safety

Economic

Environment

Mobility 
Justice

Personal 
Benefits



Messaging
Information
What information is 

relevant to this 
specific target 
group?

• Specific routes or 
services?

• Type of trips?
• Destinations?

Appeals
What benefits matter 

to them?
What kind of imagery 

will they relate to?

Call to Action
Visit website
Take a trial ride
Ride once a week
Register for demand 

response
Promote transit use 

among constituents
Support transit funding



Community Based Marketing Channels

Gatekeeper 
Marketing 

Tools

Outreach 
Presentations

Info Displays Community 
Events



Targeted Marketing Tools
For distribution and use by Gatekeepers



Target: College Students
Gatekeeper

• VVC Student Services 
Department

Marketing Tools
• Info Displays
• On-campus “Outdoor Advertising”
• Social Media
• Targeted Handout
• Specialty Item –

Reusable Water Bottle
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Target: College Students
Gatekeeper

• VVC Student Services 
Department

Marketing Tools
• Info Displays
• On-campus “Outdoor Advertising”
• Social Media
• Targeted Handout
• Specialty Item –

Reusable Water Bottle for  
Student Event



Target Market: Seniors
Gatekeeper

• Senior Centers & Residences
Marketing Tools

• Customized Brochure to 
encourage use of intercity 
route to Palm Springs.

• Outreach presentations to 
encourage “group trips.”
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Target: Naval Base Travelers
Gatekeeper 

• NBVC Administration
Marketing Tool

• Customized Information. 
• NBVC-Centric System Map for 

Gold Coast Transit.
• Poster for placement at high traffic 

locations on base.
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• Poster for placement at high traffic 

locations on base.



Target: Middle School Students
Gatekeeper 

• School Administrators
Marketing Tool

• Poster
• Customized Info Flyer 

• Location specific information
• Free ride offer
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• Free ride offer



Target: Medical Travelers
Gatekeepers:

• Medical Facilities in Palm Springs 
area served by Blythe Wellness 
Express 

• Doctors in Blythe who refer people 
to specialists in Palm Springs

• Local Newspaper
Marketing Tools

• Info Flyer (English and Spanish)
• News Articles
• Info Display at Medical Facilities 120 mile one-way trip

3 days per week
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Target: Low Income Women
Gatekeeper:

• Trinity County Public Health –
Mammogram program

Marketing Tool
• Trip Plan flyer for trips to an 

imaging center in Redding (45 
miles away)

• Public Health paid fare



Target: Low Income Women
Gatekeeper:

• Trinity County Public Health –
Mammogram program

Marketing Tool
• Trip Plan flyer for trips to an 

imaging center in Redding (45 
miles away)

• Public Health paid fare



Outreach Presentations
The original social medium



Outreach Presentations
Types
Meetings
Presentations
Remote Presentations
Workshops

Targets
Elected Officials
Community Leaders
Gatekeepers 
Potential Riders
Advocates
Voters



Decision Makers
Treat presentations to elected 

officials and community leaders as 
sales opportunities
Focus on transit’s community 

benefits
• Economic
• Mobility Equity
• Environmental
• Support for Community Events and 

Organizations
Use rider and stakeholder 

testimonials to add their voices



Stakeholders/Gatekeepers
Periodic Meetings/Presentations

• Everyone is now ZOOM literate
Educate Front Line Staff at social 

service/medical agencies
• Service specifics
• Trip Planning Tools
• Benefits to their Constituents

Follow-up
• Work as a Partner to Address Needs
• Provide E-mail Updates
• Share Social Media Posts



Potential Riders
Work through gatekeepers to 

identify opportunities
Awareness and Travel Training 

Presentations
• Social Service Groups
• School Groups
• Senior Centers & Residences
• Persons with Disabilities
• Adult Education Programs
• Employee groups



Public Speaking
Advantages
Engaging
Customize message
Answer questions
Put a face on your system

How to Learn
Toastmasters
Community College Class
Practice



Information Displays & 
Distribution



Passenger Guide Displays
Through broad distribution a 

printed guide can be used as a 
promotional tool for building 
awareness.
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the visibility of information.



Passenger Guide Displays
Through broad distribution a 

printed guide can be used as a 
promotional tool for building 
awareness.
Low cost “fixtures” can increase 

the visibility of information.
Develop a distribution list and 

maintain it to gain maximum 
exposure.

Public Offices
Libraries
Schools
Colleges

Senior Centers
Social Service Offices

Grocery Stores
Medical Facilities

Post Offices



Permanent Info Displays
 Info Displays at high traffic 

locations offer broad exposure 
and long-term promotional value
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Community Events



Community Events
Build Visibility
Support Community
Build relationships
 Interact with 

Potential Riders
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Community Events
Build Visibility
Support Community
Build relationships
 Interact with 

Potential Riders



Prepaid Programs
The Ultimate Gatekeeper Marketing 

Program



Prepaid Programs
Potential Sponsors

• Colleges and Universities
• Employers
• Neighborhoods
• Apartment Complexes
• Social Service Programs



Prepaid Programs
Targeted Marketing in partnership 

with the sponsor
• Posters
• Flyers
• Newsletter Ads
• E-mail Notices
• Social Media
• Website Links
• Outreach Events
• Transit Info Displays



Outreach for Service 
Development



Community Based Service Development
Stakeholder Interviews

• Meeting with “gatekeepers” is 
actually easier than it used to be.



Community Based Service Development
Stakeholder Interviews
Focus Groups recruited by 

gatekeepers
• At gatekeeper facilities
• By Zoom



Community Based Service Development
Stakeholder Interviews
Focus Groups recruited by 

gatekeepers
Gatekeeper promotion of    

e-surveys and open houses
• Social Media
• E-mail Notices
• Posters & Flyers



So Remember…



Community Based Marketing - Four Steps
1.Target Market

Identify population segment with ridership 
potential.

2.Gatekeepers
Identify partners who can provide access to your 
target.

3.Messages and Incentives
What information and incentives will generate trial 
ridership among this group?

4. Communication Channels
What low cost, targeted channels can your partner 
give you access to?

Target

Gatekeeper

Targeted 
Messaging

Communication 
Channels



Community Based Marketing Channels

Gatekeeper 
Marketing 

Tools

Outreach 
Presentations

Info Displays Community 
Events



Selena Barlow
Transit Marketing LLC

selenabarlow@transitmarketing.com
520.322.9607



Question submitted during registration:

How have tribal and rural transits 
addressed the COVID risk and the risks of 

the next pandemic?



Maintain frequent communications with riders as 
things evolve. Use your website, social media and 
gatekeepers to keep riders updated.



Make Covid Safety info a regular 
part of all communications.  
Address specific steps you are 
taking to keep everyone safe.



Remote meetings to maintain 
communications with 
stakeholders, partners, and 
gatekeepers.

Provide them with tools to 
communicate with their 
constituents.



Upcoming Marketing Related Webinars

Tools for Marketing & Trip Planning: Website Builder & GTFS Builder
April 20, 2:00-3:15 PM ET

GTFS: Three Steps to Trip Planning
May 19, May 26, June 9, 1:00-2:00 PM ET

Marketing Workshop 5: Transit Passenger Research
May 24, 2:00-3:30 PM ET

Marketing Workshop 6: Improving the Passenger Experience
June 28, 2:00-3:30 PM ET

Register at: nationalrtap.org/Webinars

http://www.nationalrtap.org/Training/Webinars


Other Upcoming Events

Everyone on the Bus Twitter Chat
April 12, 2:00-3:00 PM ET
Learn more and RSVP at: 
nationalrtap.org/Peer-Roundtables-and-
Chats

Rural Transit Day 
July 16, 2022
Learn more at: 
https://www.nationalrtap.org/News/Rural-
Transit-Day

https://www.nationalrtap.org/Training/Peer-Roundtables-and-Chats
https://www.nationalrtap.org/News/Rural-Transit-Day


Workshop

Think about the ways in which you have worked with other organizations in your 
community to promote transit ridership, such as:
• Schools
• Social service agencies
• Residential communities 
• Employers
Share any examples you have. What have you done and what marketing tools 
have you used? What have been the short- and long-results of those efforts?



Thank You!

National Rural Transit Assistance Program
888-589-6821 | nationalrtap.org | info@nationalrtap.org 

Find us on Facebook, Twitter, YouTube, LinkedIn & Instagram

U.S. Department of Transportation
Federal Transit Administration

http://www.nationalrtap.org/
mailto:info@nationalrtap.org
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