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Effectiveness Statement 
 

APTA 2017 AdWheel Awards 

Category 1: Best Marketing and Communications to Increase Ridership and Sales 

Hop Fastpass 

 

1. Target 
The primary audience is all TriMet, Portland Streetcar, and C-TRAN riders. The 

secondary audience includes the general public of the Portland-Vancouver metro 

area, transit employees, occasional transit riders, visitors, stakeholders and services 

that provide fare for their clients. 

 

2. Situation/Challenge 
Hop Fastpass is the new regional e-fare system that works on TriMet, Portland 

Streetcar and C-TRAN. The biggest challenge was introducing a new fare technology 

across three different transit agencies in a customer-friendly and engaging way. This 

resulted in a lot of outreach, education and marketing efforts to both transportation 

employees and the general public. 

 

3. Strategy/Objective 
The strategy was to create fun and digestible messages that clearly communicated 

the ease of use and benefits of Hop Fastpass. In addition to in-person outreach, we 

used print, digital and video mediums. The three main marketing objectives were: 
 to promote Hop Fastpass through various channels to increase brand 

awareness, encourage riders’ early adoption and steady market saturation as 

TriMet transitions its current paper passes and TriMet tickets app to one fare 

system, 

 to encourage riders to register their Hop cards to earn benefits like the pay-as-

you-go pass and balance protection, and 

 to educate riders around new behaviors and actions that come with the new 

fare system, such as tapping to validate fare, loading value on cards and 

where to purchase Hop cards. 
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Effectiveness Statement 

 

4. Results/Impact 
Hop Fastpass came to market in July 2017. The results over the past five months 

include: 
 Over 10% of TriMet riders tap onto the Hop Fastpass system 
 Of the 40,000 active Hop cards on the market, 77% are registered 
 Transitioned 71 monthly and 30 annual employer pass programs 
 Educated all transit employees to support the outreach efforts to the public 
 Over 75 events attended over FY2018 Q1 to promote and increase brand 

awareness 
 Enrolled 51 community-based organizations to distribute free Hop cards to 

their members/clients 

 

Brand awareness was increased through frequency and reach of media buys: 

 Pandora (4-week flight): 842,220 impressions; 356 clicks 

 KOIN Takeover (3-week flight): 261,249 impressions; 635 clicks 

 KPTV Takeover (3 days): 1,876,355 impressions; 2,527 clicks 

 Comcast Takeover: 662,602 impressions 

 

 

 

5. Why should this entry win an APTA AdWheel award? 
As more transit agencies look for ways to innovate their fare systems, TriMet is at the 

forefront with new NFC technology fare instruments. To match that innovation, we 

had to change how we did marketing and outreach. We went outside of our normal 

scope by using traditional media and various social media channels, contests and 

Hop card giveaways; created opportunities for riders to get free cards at “Hop-Ups” 

and community events; partnered with community-based organizations for card 

distribution; and introduced mascots to help spread the message. By adding 

elements of fun and surprise, TriMet built goodwill throughout the community and 

helped engage old and new riders in the adoption of Hop Fastpass. 
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Print Media 

 
 

 

 

 

 

 

                                                                                                                                                

Outreach Brochure 
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Print Media  

 

 

 
Print Ad 

 



 
 

7 

Transit Ads 

 

  

 

Ads on and around the transit system 
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Transit Ads 

 

 

 

 

 

 

 

 
 

Channel Card Series 
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Transit Ads 

 

 

 

 

 

 

 

 
Channel Card Series 
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Collateral 

 

 
Retail Network Display Kit 
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Collateral 

 

 
Hop Card Retail Display Rack | GIF 

 

 

 

 

 

 

 

 

 

http://gph.is/2j4vwwc
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Electronic Media 

 

 

 

myhopcard.com 

 

 

 

myhopcard.com
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Electronic Media 
 

 

Outreach Email on Launch Day 

Delivered to 87,439 recipients 

Open Rate: 22% | Click-Through Rate: 10% 
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Electronic Media 

 

 
Hop Fastpass | LINK 

 

      

Hop How-To: Tap & Go | LINK                                                                          Hop How-To: Save As You Ride | LINK 

 
Hop How-To: Where to Get a Card | LINK 

https://www.youtube.com/watch?v=rEfZ9AhD1yw
https://www.youtube.com/watch?v=DCu0g71jajw
https://www.youtube.com/watch?v=eHiYeD71EHQ
https://www.youtube.com/watch?v=2Tk3dfFfS2I
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Special Event 

 

  

 Photos from a “Hop-Up” Event 
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Special Event 

 

 
The HopMobile 
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Special Event 

 

 

Hop Fastpass Opening Ceremony | LINK 

 

      

Hop Promotional Items | GIF                                                                      Hopster Mascot at Starlight Parade | GIF 

 

 

https://www.youtube.com/watch?time_continue=1&v=9jVlt9ndkt0
http://gph.is/2zTjfmB
http://gph.is/2rEfo8F
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Social Media 

                                                  

                                                                           facebook.com/trimet 

                                                                                                                                                                     👍 48k Likes 

 

   

 

 

     

 

 

 

 

 

 

 

 

 

 

 

 

http://www.facebook.com/trimet
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Partnership 

 

 
Hop Press Event Sponsor Poster 


