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OVERVIEW
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Since 2019, Metrolink has launched a campaign to thank our customers for riding 
with us. The campaign has evolved over the years based upon unpredictable 
times due to COVID-19. But with cases decreasing in LA County, the 2022, 
Customer Appreciation Day campaign went forward with safe in-person events 
and much more.

The 2022 Customer Appreciation Day was the first activation of Metrolink’s 30th 
year of service celebration. So Metrolink recognized and thanked our committed 
riders for taking the train with a campaign inspired by kitschy 90s-era Valentine’s 
Day cards and brought all the love and humor we could muster – to the absolute 
glee of our riders.



GOALS
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Business Goals
• Improve rider retention
• Increase riders’ use of Metrolink – give them more reasons to ride Metrolink
• Grow ridership – reactivate lapsed riders and attract new ones

Marketing Objectives
• Improve engagement on social media and email
• Grow broad awareness of Metrolink as a customer-focused agency
• Further promote SoCal Explorer rewards

STRATEGY
Merging the central notions of “Thank You” and “We Love Metrolink Riders,” we 
sought to put a humorous and cheeky spin on the expression to strike an 
emotional and nostalgic tone, while bringing the fun and levity we’ve all needed 
following two years in “pandemic mode.”

The vibrant 90s pop art style of the creative created a cohesive thread 
throughout tactics including staff T-shirts, email headers, promotional videos, 
social media posts, station pop-up signage and more.



CREATIVE 
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CREATIVE 
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CREATIVE 
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SURPRISE & DELIGHT
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The robotic voice that greets our passengers at stations came alive and 
declared its love for our customers by reading our valentines to them aloud.

https://twitter.com/Metrolink/status/1493337033124712452


SURPRISE & DELIGHT

8

Our beloved conductors shared all the appreciation they could muster by reading 
Valentine’s Day messages aloud – and even composed some themselves.



SURPRISE & DELIGHT
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Metrolink staff donned love-ly tees and PPE to fan out across the system and 
surprise and delight riders with candy, Metrolink swag and printed valentines. 

Station pop-ups were located at L.A. Union Station, Fullerton, Lancaster, 
Northridge, Rancho Cucamonga and Riverside – Downtown. 4 of 6 pop-ups 

successfully distributed all their supplies.

Director John Dutrey



SURPRISE & DELIGHT
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Say cheese: riders took photos with “Instagrammable”
Valentine’s Day photo boards at our station pop-ups.



THE EXTRA SPECIAL TOUCHES:
A VALENTINE FOR THEIR INBOX

Subject Line: We rail-ly, rail-ly love you!

Email Results

Delivered​ 127,627
Open Rate 37.0%
Click Through Rate 
(CTR)​

Total Clicks​ 3,331

Audience: Current and Lapsed 
Date & Time: Feb. 14, 2022 at 5:01 a.m.
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We deployed a friendly email with a video of gratitude from CEO Darren Kettle thanking current and recent 
lapsed riders for being a part of the Metrolink family. We had an open rate of 37%, which surpassed our 
campaign goal of 32%.

CPP ETCs also received a note of gratitude for all the work they do throughout the year to manage the program and help their 
employees to take the train.

2.61%



THE EXTRA SPECIAL TOUCHES:
PROVING OUR LOVE
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• We tripled SoCal Explorer points 
earned on 2/14 (triple the points 
for three decades of love)

• We created QR Code surprises 
by placing themed QR code 
decals on trains with random 
point values to be added to 
SoCal Explorer accounts. QR 
code usage increased by 70%.

• We surprised one lucky CPP 
Rider with a complimentary 
Monthly Pass.

​​QR Code Type Users

Table Decals 89
Window Clings 23



PROFESSING OUR LOVE
FOR ALL TO SEE
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• Darren’s Video Valentine: Our CEO addressed the riders in a video Valentine’s card to 
thank them for taking the train and for keeping Southern California moving (complete with 
dad jokes).

• Metrolink Team Video: Our customer-facing personnel (physically and digitally) thanked our 
riders for sticking with us all these years in a fun and friendly TikTok style video shared on our 
social media channels.

Channel CEO Team

YouTube 513 137
Facebook 429 392

Twitter 549 -
Instagram - 3,243
LinkedIn 1,623 -
TikTok - 108
TOTAL 3,114 3,880

https://youtu.be/F0v_yt-F7nM
https://www.instagram.com/p/CZ-Fvr9J1_f/


PROFESSING OUR LOVE
FOR ALL TO SEE
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• Win a Metrolink Getaway: 
From February 14-18, our riders 
following us on Facebook, 
Twitter and Instagram were able 
to enter a random drawing for a 
one-night stay at Metrolink 
SoCal Explorer rewards partner 
Inn at the Mission San Juan 
Capistrano and four Metrolink 
round-trip tickets to get them 
there (you know, just in case the 
winner wants to bring the kids 
with them). Total entries: 100



STOP THE PRESS:
LOVE IS IN THE AIR!
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As a result of our Customer Appreciation Day 
announcement, we reached an audience of 
931,180 with an estimated ad value of 
$115,806. 



LOVE ON THE SOCIAL SCENE
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Impressions​ Engagements​​ Engagement 
Rate

Facebook​​ 13,186 475
3.60%

Facebook Story 25,210 553

Twitter​​ 25,490 1,001 3.93%

Instagram​​ 7,480 673
9.00%

Instagram Story​​ 20,724 105

LinkedIn 2,150 67 3.12%

TOTAL 94,240 2,874 -

• Facebook and Twitter were the platforms with the most 
unique engagements

• Facebook: Engagement rate was up 1.36% from FY21
• Twitter: Engagement rate was up 1.36% from FY21
• Instagram: Engagement rate was up 2.19% from FY21
• LinkedIn: Engagement rate was down 0.73% from 

FY21

Additional Social Coverage:
• Live Instagram Story and 

Twitter coverage of station 
pop-ups​

• Surprise Year of the 
Tiger Paper Train release

https://www.instagram.com/stories/highlights/17934810289844102/
https://twitter.com/Metrolink/status/1493326540704083968/


BOARD MEMBERS LOVE RIDERS
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PARTNERS & MEMBER AGENCIES
SUPPORT OUR COURTSHIP
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OUR LOVE WAS RECIPROCATED
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THE VERDICT: IS IT LOVE?
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OBJECTIVE #1: Improve engagement on social media and email
• Social Media:

• We reached our engagement goals of a 1% increase on Facebook, Twitter and Instagram—only 
LinkedIn’s goal wasn’t met. Instagram had the largest engagement increase over FY21 Customer 
Appreciation Week with a 2.13% increase.

• Leveraging Board Members Kathryn Barger and Daniel Chavez amplified our reach on Instagram 
and Twitter

• Customer Appreciation Day contest received 100 eligible entries
• Email: With an open rate of 37%, we surpassed our campaign goal of 32%. Additionally, the email 

exceeded our average rate for marketing email performance by 4.8%.

OBJECTIVE #2: Grow broad awareness of Metrolink as a customer-focused agency
• Surprise & Delight: Station pop-ups resulted in completed distribution of swag at all stations except for 

Fullerton and Northridge. Photo props at stations proved effective.
• Video Views: From all digital efforts, the CAD videos reached a cumulative 6,994 views with sentiment 

for both efforts being extremely positive
• Ridership: CAD reached 10,876 boardings, up 11% from the previous Monday
• Earned Media: The press release reached nearly a million people coming from local/national outlets

OBJECTIVE #3: Further promote SoCal Explorer rewards program
• QR Codes: Code usage rose 70% on Customer Appreciation Day
• Station Pop-Ups: SoCal Explorer advertisements were printed on the back of valentines
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