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Best Marketing & Communications 
on the Covid-19 Pandemic

S O C I A L  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

3

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)

Social media supported a larger communications campaign, which was segmented 
into three phases with distinct messaging for each stage of the pandemic, from periods 

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



THE  ROLE  OF SOCIAL MEDIA
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Share timely and relevant 
service update information for 

those who need to travel.

Offer support to travelers who 
have questions about policies, 

the travel experience, and 
adjustments.

Inspire confidence in the
service by highlighting 

enhanced safety measures 
and sharing tips for being a 

responsible traveler.

Maintain a connection with 
riders by sharing ways for them 

to enjoy the route 
virtually, through virtual views, 

beautiful photos, and messages 
of hope.

Spark positive conversations 
about the service by asking 

riders to share memories of past 
trips, photos, favorite 

destinations, future travel plans, 
and more.



POST SAMPLES

We strategically developed posts for our social channels that balanced 
informational messages with content that was engaging and inspiring. We wanted 

our social channels to serve both those who need to travel and those who are 
interested in travel but have postponed any immediate plans. Our mix of content 

successfully accomplished that.



INFORMATIONAL POSTS
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Especially at the start of the pandemic, during our Essential Service Campaign, much of our 
social posts focused on timely and relevant service update information for those who needed 
to travel.



EXPER IENCE  THE  PACIFIC SURFL INER FROM ANYWHERE
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Especially when stay-at-home orders were in effect across California, we posted content that 

allowed riders to enjoy the Pacific Surfliner virtually, through videos and photos that featured 

stunning views, as well as branded backgrounds for video calls. We continued posting this 

content even as restrictions were lifted in order to provide a safe and responsible way for people 

to continue experiencing train travel and the beauty of the Pacific Surfliner route.



8

Among the "virtual experiences" content we posted on social media, the video and photo 

backgrounds we shared for fans to use as video call backgrounds were very popular.

EXPER IENCE THE  PACIF IC SURFL INER FROM ANYWHERE



INSP IR ING CONSUMER  CONFIDENCE
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We highlighted enhanced safety measures and shared tips for being a responsible traveler to 

inspire confidence in the service by those who needed to travel (Essential Service Campaign) 

and those who resumed travel as restrictions were lifted.



ENGAGING R IDERS
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At a time when a large portion of our riders were not traveling, it was important to maintain a 

connection with them. We also wanted to balance serious service updates with content that 

brightened up the newsfeed for our fans. We frequently asked riders to share photos and memories 

of past trips, favorite destinations and future travel plans to spark positive conversations about the 

Pacific Surfliner. This helped us keep the service top of mind without actively promoting travel.



ENGAGING R IDERS  (ADDIT IONAL SAMPLES)
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ENGAGEMENT POSTS  (COMMENT SAMPLES)
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SOCIAL  MEDIA  L INKS
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To view all posts and comments from fans and followers, please visit our social media pages:

• Facebook

• Twitter

• Instagram

https://www.facebook.com/PacificSurfliner/
https://twitter.com/PacSurfliners
https://www.instagram.com/pacificsurfliner/


TRAVEL  RESOURCES

The Pacific Surfliner blog supports social media, with articles that go into more detail 
about topics that are highlighted through our posts. Many times, ideas for blog 

content come from commonly asked questions on social media or are inspired by
posts that get a lot of engagement. During the pandemic, most articles focused on 

travel tips and virtual experiences.



EDUCATIONAL TRAVEL  RESOURCES
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In support of our COVID-19 communications campaign, a series of eight blog articles were 

published that highlight ways to enjoy the Pacific Surfliner virtually (Essential Service Campaign) 

and provide useful tips for passengers who resumed travel as restrictions were lifted.



BLOG CONTENT:  SAMPLES
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Each blog article was supported by a series of social media posts that drove traffic back to 

the Pacific Surfliner website.

https://www.pacificsurfliner.com/blog/flexible-ticketing-tips/


VIDEO

Videos have always played an important role for us on social media, but they 
became increasingly critical when travel sharply declined. We used videos to bring 

beauty to the newsfeeds of our online communities, allowing fans to enjoy their 
favorite Pacific Surfliner scenery from home.



VIRTUAL VIEWS  VIDEOS
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"Virtual views" videos 

uploaded to the 

Pacific Surfliner social 

media channels 

(Facebook, Twitter, 
and Instagram) have 

been viewed more 

than 129,000 times 

across the three 

platforms.

These videos were 

especially important 

during the periods of 
our campaign when 

travel was restricted.



RECONNECTING YOU VIDEO
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Once travel restrictions were lifted, we produced a 

video to inspire confidence in the Pacific Surfliner

service and share a positive, forward-looking 

message.

The video was viewed more than 65,000 times 

across Facebook, Instagram, and Twitter, and 

nearly 60,000 times on YouTube.



RECONNECTING YOU VIDEO:  SCREENSHOTS
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Video Link

Sample visuals from the video that was shared on social media channels:

https://www.pacificsurfliner.com/blog/were-here-for-you/


COMMUNITY  MANAGEMENT

One of the unique benefits of social media is the ability for brands like the Pacific 
Surfliner to have two-way communication with customers. We encourage dialogue 
with our fans, and do our best to address each question and concern that comes 

in. This has been especially important during the pandemic, with the continued 
evolution of travel restrictions and service adjustments. Being there for our 

customers has helped to maintain confidence in the service.



SAMPLE  RESPONSES  TO QUESTIONS  ON SOCIAL  MEDIA
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MAINTAIN ING CONSISTENCY IN  MESSAGING
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With the quickly evolving conditions that 

come with a pandemic, it was important 

for us to maintain a database of 

common questions and associated 

responses so that we could reply to 
comments with accuracy and speed.

As we received questions on social 

media related to COVID-19, we 
categorized them in a document with 

approved responses. As policies and 

service levels changed, we updated the 

document, ensuring content remained 

accurate for quick and easy reference.



RESULTS

Social media has played a critical role in the Pacific Surfliner's COVID-19 
communications efforts. We've reached tens of thousands of people to share timely 

and accurate information about the service. We've also maintained or even 
strengthened relationships with riders through virtual content. This was paramount to 

the campaign's success at a time when budgets were limited and the need to 
communicate was greater than ever.



SOCIAL  MEDIA  PERFORMANCE
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Between March and December, activity on the Pacific Surfliner's greatly increased, with a 

diverse mix of content that both informed and engaged.

170
Total Posts

798K
Organic Impressions

43K
Likes, Comments, 

and Clicks

195K
Video Views



PERFORMANCE H IGHLIGHTS

Activity on the Pacific Surfliner social channels greatly increased, with a diverse mix 

of content that both informed and engaged audiences. At a time when travel was 

put on hold across the globe, and when ridership on the Pacific Surfliner reached 

unprecedented lows, we used social media to maintain relationships with riders 

and build a foundation to recover ridership once the pandemic subsides.

March – December 2020

• 9K website visits to PacificSurfliner.com from social media posts

• More than 200 questions and comments addressed

• 8 blog articles published, covering a range of topics, from virtual views and 

video conference backgrounds to tips for traveling safely and responsibly

• Social content shared by partners including Amtrak, 

the Los Angeles Angels, Visit Santa Barbara, 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.


