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Best Marketing & Communications 
on the Covid-19 Pandemic

E L E C T R O N I C  M E D I A



BACKGROUND
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About the Route
The Pacific Surfliner route spans 351-miles through six 
counties in California, from San Diego to San Luis 
Obispo. It is the busiest state-supported intercity 
passenger rail route in the United States with an annual 
ridership of nearly 3 million (pre-COVID).

COVID-19 Pandemic
The service was severely impacted by the pandemic, 
as travel sharply declined across the state starting in 
spring 2020. As an essential service providing critical 
transportation options to the communities we serve, it 
was imperative for us to communicate detailed and 
timely information about schedules, travel policies, and 
safety measures.



MARKETING &  COMMUNICATIONS  PHASES
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TRAVEL RESTRICTED

Essential Service

Campaign

•Crisis response

•Advertising paused

•Focus on core-level serv ice, 
health & safety protocols

•Keep customers engaged 
through virtual experiences

TRAVEL ALLOWED

Bridge 
Campaign

•Tie travel restriction/stay-at-home 
messages with serv ice restoration

•Elevate forward-looking 
statements of hope and 
inspiration

• “When you’re ready to travel 
again, we’re ready to welcome 
you back”

TRAVEL ENCOURAGED

Moving SoCal Forward Campaign

• Support economic activ ity along 
the corridor by collaborating with 
tourism recovery efforts and other 
businesses and leaders to inspire 
communities to push forward

•Celebrate everything that makes 
Southern California great 
(scenery, people, places)

Electronic media played a primary role in each phase of the communications 
campaign, which used distinct messaging for each stage of the pandemic, from 

periods of travel restrictions to a time when travel will be encouraged.



OPPORTUNIT IES  PROVIDED BY  ELECTRONIC MEDIA
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Share frequent 
updates to wide 

audiences at little to 
no cost

Make immediate 
updates as new 

information 
becomes available

Pair inspirational 
messaging with 
powerful visuals 
through video

Establish a balance 
of safety and service 

updates with 
forward-looking 

messages of hope

Create digital 
resources that can 
be easily shared by 
partners and media



PACIFICSURFL INER .COM

The Pacific Surfliner website is the hub of all communications pieces. News articles, 
social media posts, printed signage, emails, and more encouraged individuals 
to visit PacificSurfliner.com for the latest travel advisory and safety information.



PACIFICSURFL INER .COM
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Previous Homepage Current Homepage

The website was designed to inspire travel and to market the dramatic allure of the Pacific 

Surfliner service and the beauty of the coastline on which it travels. However, in light of the 

pandemic, the homepage was updated with the understanding that the Pacific Surfliner is 

currently offering more of an essential service than a destination-oriented journey. Critical service 

and safety information were also elevated.

https://www.pacificsurfliner.com/


TRAVEL  ADVISORY PAGE

A new webpage was developed to house service 

impacts and safety enhancements related to 

COVID-19. The page features a variety of 

passenger information such as:

• Ticket policies

• Reduced schedule impacts

• Staffed station updates

• Changes to the onboard experience

• Safety & cleaning measures

• Personal safety tips
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Travel Advisory Page

https://www.pacificsurfliner.com/plan-your-trip/alerts/travel-advisories/


SERVICE  UPDATE  INFORMATION
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Flexible Ticketing PageSafety & Cleaning Procedures Tips for Safe Travels

Other webpages, including educational blog articles, provided additional details and tips 

about safety and cleaning procedures, ticketing policies, and travel tips.

https://www.pacificsurfliner.com/plan-your-trip/safety-and-cleaning/
https://www.pacificsurfliner.com/blog/flexible-ticketing-tips/
https://www.pacificsurfliner.com/blog/tips-for-safe-travels/


PARTNERSHIPS  AND BROADCAST

Television and radio commercials were used to reach broad audiences about 
essential service and safety information.



ESSENTIAL  SERVICE  PUBL IC SERVICE  ANNOUNCEMENTS

We developed public service messages that highlighted efforts to run essential service while 

creating a sense of goodwill through the Pacific Surfliner brand. The spots directed the public 

to PacificSurfliner.com for modified train schedules and other service updates. 

The following media groups ran broadcast spots on a courtesy basis to support the Pacific 

Surfliner during these challenging times. Approximately 1,200 courtesy radio spots ran in 

media markets across the LOSSAN rail corridor in April and May with an estimated value of 

more than $20,000.

"In response to the COVID-19 outbreak, the Pacific Surfliner continues to provide train service 

for those who need it most. We have strengthened our cleaning regimens to keep you and 
our crews safe. We’re asking riders to travel only for essential reasons, and to practice social 

distancing. Go to PacificSurfliner.com for service updates, including the steps we’re taking to 

navigate these challenging times." Listen here
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https://www.pacificsurfliner.com/pages/adwheel-2021/


SUMMER  BR IDGE  CAMPAIGN

As the state of California moved into various stages of re-opening travel restrictions 

were eased, we entered phase two, which aimed to inspire confidence in the service by 

bridging public service announcements and aspirational messaging about keeping Southern 

California moving.
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Entercom Radio Partnership

"In these uncertain times, you can rest assured the 
Pacific Surfliner will continue to do its part to keep 

Southern California moving by operating on a 

modified train schedule. For the latest updates on 

service and actions we're taking to keep you safe, 

visit PacificSurfliner.com." Listen here

Cumulus Radio – Naming Rights

"….Brought to you by Amtrak 
Pacific Surfliner. They're doing their 

part of keep Southern California 

moving." Listen here

https://www.pacificsurfliner.com/pages/adwheel-2021/
https://www.pacificsurfliner.com/pages/adwheel-2021/


COMMUNITY  PARTNERSHIPS

We worked with strategic partners to secure visibility and 

complimentary no-cost placements that help maintain a level of 

awareness for the Pacific Surfliner as a valuable partner in the 

community.

• The Anaheim Ducks included Pacific Surfliner in the Honda 

Center’s “Stronger Together” campaign including digital 

messaging displayed on their marquee sign that is visible 

from the 57 Freeway.

• The Los Angeles Angels provided elements at no cost 
including a 24-hour digital takeover of Angels.com and 

placement on the Big-A sign, which is visible from the 57 

Freeway. 
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A digital billboard on the Big-A sign, 

visible from the 57 Freeway.



THE  ANAHE IM DUCKS  AND LOS  ANGELES ANGELS
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The Anaheim Ducks includes Pacific Surfliner in the 

Honda Center’s “Stronger Together” campaign

The Los Angeles Angels provided elements at no cost including a 24-hour digital takeover of Angels.com



BROADCAST VIDEO

30- and 60-second videos aired on KDOC-TV in Los Angeles and Orange County at no-cost as 

courtesy placements to help important Pacific Surfliner information get to the public. Videos 

were also uploaded to the Pacific Surfliner Facebook and YouTube channels, where they were 

viewed more than 100,000 times and shared by partners like Amtrak.

Messaging and visuals were adjusted at the various stages of the pandemic, focusing on 

essential service during Phase 1 followed by forward-looking messages of hope during Phase 2.
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Phase1: The Pacific Surfliner is Here for You Phase2: Ready to Reconnect You to Southern California

https://www.youtube.com/watch?v=yxiENBoB38w
https://www.youtube.com/watch?v=5xko7y_Eu-A


PHASE  1  VIDEO:  WE ’RE  HERE  FOR  YOU

At the beginning of the pandemic, stay-at-home orders were issued and travel was restricted 

to essential travel only. We wanted to let our audience know that we are here for them as an 

essential service if they need to travel, but also thank them for being responsible in doing 

their part and staying home. 

Script (screenshots on the following page):

"Waves will be surfed. Favorite places revisited. Great outdoors rediscovered. But until it’s 

safe, thank you for staying home. Pacific Surfliner trains are running for those who need to 

travel on essential trips only. We’ve taken extra precautions to help ensure the safety of our 
crews and passengers. We look forward to reconnecting you to Southern California. See you 

soon.”

Video Link
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https://www.youtube.com/watch?v=yxiENBoB38w


PHASE  1  VIDEO SCREENSHOTS :  WE 'RE  HERE  FOR  YOU
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PHASE  2  VIDEO:  RECONNECTING YOU

As conditions changed, we wanted to reassure our audience the Pacific Surfliner was doing 

our part to keep Southern California moving. This video focused on re-enforcing our 

continued efforts from our essential services phase that included cleaning and safety along 

with positive messages looking forward. 

Script (screenshots on the following page):

“Waves will be surfed. Favorite places revisited. Great outdoors rediscovered. When the time 
is right and you’re ready to travel again, we’ll be here to welcome you back. In the 

meantime, Pacific Surfliner trains are running on a modified schedule as we do our part to 

help keep Southern California moving. We’re taking extra precautions and adapting our 

practices as needed to help ensure the safety of our crews and passengers. We’re 

committed to maintaining these ongoing efforts so you feel confident when choosing to 
travel with us. We look forward to reconnecting you to the beautiful and resilient 

communities that we call home, to the people and places you love most, to everything that 

makes Southern California great. See you soon.”

Video Link
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https://www.youtube.com/watch?v=5xko7y_Eu-A


PHASE  2  VIDEO SCREENSHOTS :  RECONNECTING YOU
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RECONNECTING YOU VIDEO

The videos were also shared on the Pacific Surfliner's

digital channels. It was viewed more than 65,000 

times across Facebook, Instagram, and Twitter, and 

nearly 60,000 times on YouTube.

19



DIGITAL  ENGAGEMENT

In addition to distributing critical service and safety updates, we also leveraged 
electronic media to engage customers during a time when they were not traveling.



VIRTUAL VIEWS  VIDEOS

We launched a series of video-based social media posts that feature stunning views taken 

from aboard a Pacific Surfliner train. These videos allow users to virtually experience the 

beauty of the route, providing a short break from the headlines and reminding them of the 

scenery that awaits them.
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BRANDED BACKGROUNDS  FOR  VIDEO CONFERENCING
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We created digital backgrounds for video 

conference users who want to meet in front 

of scenic Pacific Surfliner views. Virtual 

backgrounds are a novel way to showcase 

the Pacific Surfliner brand as more people 
are working from home during the 

coronavirus pandemic and relying on 

videoconferencing to meet with coworkers 

and clients.

Sharing digital backgrounds (both photos 

and videos) allows the Pacific Surfliner

to connect with consumers seeking more 
reassuring messages from brands they trust 

in anticipation that travel activity will 

eventually resume.



EDUCATIONAL TRAVEL  RESOURCES
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A series of blog articles were published highlighting ways to enjoy the Pacific Surfliner virtually 

(Phase 1) and important tips for travelers (Phase 2). Each of these articles were strategically 

developed to address popular questions and topics from social media.



RESULTS

Electronic media played a critical role in the Pacific Surfliner's COVID-19 
communications efforts at a time when budgets were limited and the need to 

communicate was greater than ever. We reached thousands of people across our 
digital channels, sharing a balanced mix of critical updates and messages of hope.



RESULTS

By effectively utilizing digital channels, our COVID-19 travel alerts, safety information and service updates reached hundreds of 

thousands of people when budgets and resources were limited and the need to communicate was greater than ever. Our 

efforts included radio and broadcast spots with public safety messages, distribution of videos aimed to build confidence in the 

service and digital content designed to keep our brand engaged with riders at a time when they were not traveling. 

March – December 2020

• 70,000 visits to travel advisory, safety, and travel-tip pages on the Pacific Surfliner website

• 116,000 video views (YouTube and Facebook)

• More than 170 posts shared across our social media channels, resulting in nearly 800,000 impressions and 43,000 interactions 

(likes, comments and clicks)

• 1,200 courtesy (no-cost) radio and broadcast spots on major stations

• 8 blog articles published, covering a range of topics, from virtual views and video conference backgrounds to tips for 

traveling safely and responsibly

• Content shared by partners including Amtrak, the Los Angeles Angels, Visit Santa Barbara, KDOC, Entercom radio, and others
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During these trying and unprecedented times, we've seen first-

hand the strength and resilience of the communities that we 

have the privilege to serve. We will continue to play a critical 

role in bringing people together for business and recovery.


