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Overview
On Monday, October 9, Metrolink launched the 
Student Adventure Pass, a new grant-funded pilot 
Program that enables students to ride Metrolink for free. 
The Student Adventure Pass is available to students on
the Metrolink mobile app and ticket machines.  All
students are eligible for the program with a valid 
student ID.

The Student Adventure Pass was an agency-wide
collaboration to launch the pilot program and increase 
student ridership. 

Metrolink partnered with over 35 colleges, schools, and
school districts to promote the program to students.



Why launch a new 
Student Adventure 
Pass Program?
Students account for only 17% of 
Metrolink’s overall ridership.

• Over 2.7 million K-12 students and        
2 million college students enrolled in 
Southern California

• Gain a new generation of potential 
Metrolink riders

• Retain student riders as they move 
into the workforce
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On-Campus Students

• 18-24 (GenZ)
• Lives on campus
• Socially-conscious
• Emotionally driven
• Low-awareness
• Cost-conscious
• Part-time job
• Wants adventure

Commuting Students 

Target Audiences

Partners & Stakeholders
• Member Agencies
• School administrators
• Department heads
• Elected officials
• Student-focused 

community groups
• Parents
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• 18-24 (Gen Z)
• Budget-conscious
• Socially active
• Low-awareness
• Needs reliability
• Functionally/

emotionally driven
• Part-time job
• Wants connection

• 30-39 (Millennial)
• Budget-conscious
• Low-awareness
• Needs reliability
• Functionally driven
• Motivated by poor 

commute
• Full-time job
• Wants productivity



Strategy in a Sentence

Get on-campus and commuter students

Who are looking for ways to improve their 
mobility, but have low Metrolink awareness

To try the Metrolink Student Adventure Pass

By revealing that Metrolink has been the 
premier hidden gem of SoCal’s transit system 
since 1992 – only insiders know
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Campaign Creative

Typically, the marketing team 
creates one set of creative 
assets that is compiled into a 
digital toolkit and sent to 
stakeholders. For the Student 
Adventure Pass, the team 
created general assets as well 
as customized creative for 
each service line and for 
seven partner schools.

IE/OC Line creativeRiverside Line creativeVentura Line creative

91/PV Line creativeGeneral creative San Bernardino Line creative Antelope Valley Line creative
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Campaign Creative Continued
Cal State Northridge creative

Cal State Fullerton creative

Cal Poly Pomona creative

We wanted to create a 
visual campaign that 
resonated with a younger 
generation, so we tested 
multiple creative themes 
with our interns and 
recent grads for their 
feedback on the visual 
direction of the campaign.

San Bernardino Valley College creative

Cal State L.A. creative

Cal State Channel Islands creativeUC Riverside creative
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Social Media
Engagement Facebook was the platform that delivered the most 

impressions (34.7% of total), but Instagram was the 
platform that delivered the most engagements 
(43.8% of total) and the highest engagement rate.

Platform Impressions Engagement Eng. Rate

Facebook 17,316 469 2.71%

Twitter 16,090 559 3.47%

Instagram 14,332 897 6.26%

LinkedIn 2,187 122 5.58%

TOTAL 49,925 2,047 4.10%
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Social Media: User-Generated Content
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Sentiment

• Between October 3-26, Metrolink 
received 22.18% of its 
engagements from new audience 
members.

• Two Reddit posts generated the 
largest positive spikes in new 
audience engagement.

• A handful of customer texts and emails 
mentioned tech issues registering for 
the pass and generated modest 
negative sentiment.
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Customer
Sentiment

"Heyy Metrolink! I'm so happy that you initiated the program 
for free train rides for students! I commute to my school every 
morning and going on the Metrolink gets me to class early 
and now I'm no longer running late! Please never discontinue 
your program Metrolink  "
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Earned Media
Press release deployed Oct. 5 resulting in: 

• 40 mentions (31 online/print, 6 TV, 3 Radio)
• Reaching an audience of 45,481,437
• Ad value equivalency of $1,708,518
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Website Segment

Page Views Users

92,985 63,433

Source:
/students/
/ticketsoverview/discounts/student-adventure-pass/
/news/metrolink-news/metrolink-launches-student-adventure-pass-allowing-students-to-ride-free-for-
limited-time/
/ticketsoverview/discounts/student-discounts/
/ticketsoverview/discounts/student-adventure-pass/pase-aventura-estudiantes/

Date Range: October 9 – October 27

Top sources of web traffic:
• 28.7% - Organic Search
• 27.5% - Direct Traffic
• 13.8% - Social Paid

+265.3% Total Users from previous 30 days
+264.8% Total Views from previous 30 days

www.metrolinktrains.com/students



17

Website Segment

Page Views Users

3,588 2,960

Source:
Looker Studio
Date Range: October 9 – October 27

Top 5 Ranking Student Sub-pages
1. Cal Poly Pomona
2. Cal State Fullerton
3. Cal State Northridge
4. UC Riverside
5. Cal State Los Angeles

The team built a customized landing page for 
the Student Adventure Pass. All creative assets 
from the digital toolkit led students to the 
landing page. We also built nine sub-pages for 
partnering schools with additional information 
for students to learn more about the closest 
station to their school, the first/last mile 
connection, and things to do off the service line.
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Email
Oct. 4, 2023

Email Results

Delivered 83,231

Open Rate 46.57%

Click Through Rate 5.36%

Total Clicks 8,576

Unsubscribe Rate 0.13%

Subject Line: Free Ride Alert: Discover 
the Student Adventure Pass!

Passenger Transport Service Average 
Industry rates:

• Open Rate: 39.15%

• Click Through Rate: 0.96%

Exceeded Industry Open Rate
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Partnering with Schools
Metrolink partnered with 35 schools, school 
districts, colleges, and universities 
throughout the service area to promote the 
Student Adventure Pass to students through 
their own channels.
Customized toolkits were created with assets 
requested by the schools, including:

• Social media
• E-blasts
• Newsletters
• Flyers
• Bulletin boards
• Marquees
• TV monitors
• Parent letter

• Website
• Banners
• Posters
• Spotlight Ads
• Illuminated beacons
• Lawn Signs
• On-campus events
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On-Campus Events
Metrolink deployed a new street team at 
partnering schools to engage with students 
on campus.
• Street Team created a fun, interactive experience for 

students to increase visibility with a knowledgeable 
team to answer questions about the Metrolink system 
and program, provide hands-on trip planning, and help 
downloading the mobile app.

Number of Schools 
Activated

11

Number of Events 
Activated

21

Number of 
Signups

1,112
Number of 

Engagements

2,399

Number of 
Impressions

11,254

Number of 
Collateral Scans

756
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"Cool, I take the 
Metrolink like every 

week so this is a deal!"

"Thanks for helping me 
get verified. I was 

looking for that email 
so I could start taking 

advantage of it.”

"I take the Metrolink from 
Riverside here 3 times a 

week for classes. This just 
made my day! I love 

Metrolink."
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"This is amazing, as a 
poor college kid, this will 

make my life so much 
easier, especially to visit 

my friends in LA."

"I already have the 
Metrolink app under my 

school email. I'll 
definitely start taking 

advantage of this."

"I actually use 
Metrolink a bunch to 

go home to Irvine. This 
will make it even easier 
and make me feel less 

stuck!"
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"I use Metrolink because 
I do not have a car and I 
don't know how I'd get 

around otherwise"

"What an amazing 
program. I need to talk 

to my department head, 
since this would be 
great for field trips"

"I usually drive 
everywhere, but gas is 
super expensive right 
now. I'll give it a try!"
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• Earned Media: Received 40 mentions
• Reached Audience - 45,481,437
• Ad value equivalency - $1,708,518

• Website: 
• +265.3% Total Users from previous 30 days 
• +264.8% Total Views from previous 30 days
• Cal Poly Pomona ranked highest viewed student page

• Email: Achieved high open rate (46.57%) which exceeds average industry 
open rate

• Social Media: 
• Instagram – Most Engagements (43.8% of total)
• Facebook – Most Impressions (34.7% of total)

• Sentiment: Reddit posts generated the largest positive spikes in new 
audience engagement

• Customer texts and emails mentioned registration issues which 
generated modest negative sentiment

• School Partners: Surpassed 15 school partner goal

• Customer Sentiment: Overall positive sentiment on social media post 
comments

• Street Team: Attended 21 on-campus events in the first 3 weeks of the 
program.

Results



THANK YOU!




