
Effectiveness Statement 
 
Entry Title: OC Bus Awareness Video 
Member Type/Size: Group 3 - Greater than 20 million annual passenger trips 
AdWheel Category: Category 3: Best Marketing and Communications 
Educational Effort 
Subdivision:  Electronic Media 
Organization: Orange County Transportation Authority 
 
Who was the target audience for this entry? 
In 2015, the Orange County Transportation Authority (OCTA) launched an awareness 
campaign to introduce new bus branding, called OC Bus, and change people’s 
perceptions about riding the bus. A primary component of that campaign was an 
entertaining video that demonstrated how OC Bus makes it easier than ever for bus 
riders to plan, pay and ride when journeying by bus for work and play. The target 
audience was potential bus riders. 

What was the situation/challenge for creating this entry? 
According to a bus market study, many people hesitate to climb aboard the bus 
because they don’t know how to ride. While OCTA buses have always been clean, safe, 
convenient and easy to use, the introduction of the OC Bus brand provided the ideal 
opportunity to reaffirm that positive message with new, upbeat marketing tactics. Based 
on OCTA’s past success creating compelling videos, we knew that a video was a 
proven way to prompt action, educate, and encourage sharing among viewers. In 
addition to the video, posters and ads onboard buses and online directed viewers to a 
new website and printed ride guides. All these marketing components provided simple 
but comprehensive ways to hop aboard with knowledge and confidence.  

What was the strategy/objective of this entry?  
The strategy was to increase ridership by changing perceptions about the riding the bus 
by using an entertaining video. Tactics included: 

• Use humor and high production value to engage audiences 
• Share the video on social media 
• Promote the video via email 
• Encourage website visitors to watch the video and sign up for free bus passes 

 
What results/impact did this entry have? 
The video has been viewed 152,731 times on YouTube and Facebook. The video also 
received the greatest number of social media comments, likes and shares, which 
helped increase the video views. 
 
Please tell the judges why this entry was submitted and why it should win an 
AdWheel Award: 
This entertaining, “benefit causes story” video encouraged people to think about taking 
the bus in a whole new way after watching a likeable character become the most 
popular guy in town when he gives up his car and climbs aboard an OC Bus. The video 



was the centerpiece of the marketing campaign, which strove to raise awareness and 
change perceptions about OC Bus. The results indicated that people respond to well-
executed humor and are willing to take action when the right call to action and 
entertainment are combined. Thanks to this video, bus riding is now cool. 
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KEY	OBJECTIVES
MARKETING STRATEGY 
• Introduce new OC Bus Branding

• Change perceptions about riding 
the bus with an entertaining video

WATCH	VIDEO
https://youtu.be/0Ri_Z8bMl8E



KEY	OBJECTIVESKEY OBJECTIVES
• Increase ridership

• Change perceptions about riding the bus

• Repurpose a popular video to save time and money (Dump the Pump)
• Encourage new riders to sign up for free bus passes
• Digital marketing and communications

TACTICS



TARGET AUDIENCE
• Target markets include:

• Employers
• College Students
• High School students
• New Residents
• Hispanic Market
• Vietnamese Market



VIDEO DEVELOPMENT
• Mood	boards	and	scripts	were	created	to	highlight	how	“stylish”	riding	the	bus	is

WATCH	VIDEO
https://youtu.be/0Ri_Z8bMl8E



• Original landing page created for Dump the Pump 
promotion

WEBSITE

In the scene above, the rider 
literally “dumps the pump” 
and hops on an OC Bus



• Video repurposed as ambient video and placed on 
different sections of the OC Bus website

WEBSITE



DIGITAL MARKETING & COMMUNICATIONS

• Email marketing, social media, and online ads were used 
to promote the videos



RESULTS
Web Visits 23,669

Video Views 152,731 

Impressions 1,370,005

Sign Ups – New Riders 1,824

Sign Ups – Existing Riders 916

RESULTS

AMONG NEW RIDERS

56% have never taken the bus

25% used to ride but don’t anymore

12% ride frequently

6% ride often



Together	we	ride

THANK	YOU


