
SAN BERNARDINO LINE FARE DISCOUNT
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Target Audience
This Metrolink marketing campaign was targeted to potential and former Metrolink riders living in households 
within a 3-5 mile radius targeting stations along the San Bernardino Line as well as San Bernardino County 
cities including Covina, Rancho Cucamonga, and San Bernardino. The campaign also targeted employment 
centers in Inland Empire especially along bus routes providing service to the San Bernardino Line. Finally, 
as part of the campaign, outreach was conducted to Universities and Colleges along the San Bernardino 
Line to target student ridership. 
Situation/Challenge
Ridership along the San Bernardino Line has been declining since FY 2012 and was down a total of 16% in the 
five years previous to the Metrolink campaign.  Various factors have contributed to the San Bernardino Line 
ridership losses including reduction of service, increased costs at some stations, major service delays with 
infrastructure track work, delayed trains with the addition of the BNSF locomotives and the discontinuation of 
the Express Train service twice affecting the existing rider experience.
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Strategy/Objective
Campaign objectives were as follows:

• Increase daily commuter ridership along the San Bernardino Line.
• Increase off-peak, weekend, and student ridership and revenue along the San Bernardino Line
• Build awareness about the San Bernardino Line fare discount with potential new riders.
• Increase corporate partners accounts surrounding the stations throughout the San Bernardino Line corridor.
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Out of Home Billboard
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Free Trial Ride Webpage

Webpage
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Station Poster Waze
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Rack Card
Promotional Email
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Results
The marketing campaign began on June 18, 2018 and ridership on the San Bernardino Line has increased over 
the last four months. 
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