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Omnitrans’ Marketing and Communications Department

plays an essential role in:
¢ Communicating and advancing the Agency’s long-term goals,
e Promoting use of Agency services,
e Enhancing customer experience,
e Broadening public awareness and support, and
e Developing revenue and partnership opportunities.

The annual Marketing Plan reviews the previous year’s activities and outlines a strategic
approach to attract and retain customers while enhancing community engagement and
support in the coming year. In Fiscal Year 2027 (FY2027), the department will continue its
focus on ridership growth through efforts to enhance customer experience and ongoing
promotion and outreach.

Fiscal Year 2027 Goals

GOAL 1: Grow Ridership

o Promote core network

o Launch targeted campaigns to expand customer base
o Promote multimodal connections

GOAL 2: Elevate Customer Experience

o Enhance customer-facing technology

o Continue ambassador program and expand survey/feedback options

o Expand regional customer experience collaboration group

o Implement customer loyalty program in conjunction with sbX Purple Line

* GOAL 3: Targeted Engagement

o Support civic/corporate efforts which promote service and attract customers
o Implement Customer Council

o Increase awareness of Omnitrans’ regional value

o Implement targeted education campaigns, including safety

M GOAL 4: Strengthen Partnerships

o Continue to partner with neighboring agencies to promote regional connectivity
o Strengthen partnerships to prepare for future growth

o Renew college GoSmart agreements

o Support expanded planning and advocacy efforts
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Fiscal Year 2026 Strategies and Results

General Promotion

Omni for All Campaign- Multi-channel campaign

o 12 million+ impressions

New Resident Campaign - Multi-channel campaign supported by cities
o Generated nearly 5,000 new riders to system

o Earned first-place APTA AdWheel Award

West Valley Connector Business Outreach launched

o 9 partners to date

Social Media - Engagement increased more than 50% in FY

Outreach - 98 events, 32% increase

Student Outreach

Approximately 600,000 advertising impressions generated
More than 4 million Free Fares for School rides taken since August 2021
11% increase in college ridership YTD/YTD

Customer Experience

Ambassador program launch

Customer Service onboarding for new operators

Self-service tool use (Transit App, Chat, Mobile Fares) increased 31 percent year
over year

Customer service assisted 71,000 customers YTD, with a 98% first contact
resolution average

Amenities: 100+ solar lights, 20+ shelters, 4 benches installed

The Marketing & Communications Department uses a
number of measures to assess its performance,
including surveys, ridership and revenue. In FY2026
YTD, the agency made positive progress in a number

of areas.
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Customer Satisfaction

Customer Satisfaction . 81% of fixed route riders gave Omnitrans
o a positive customer satisfaction rating in an

P online survey conducted by the American Bus
Benchmarking Group (ABBG), a six percent
increase from the 2024 calendar year.

i . . Omnitrans’ net promoter score was 40
(I—
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percent, up five places year over year. An

organization’s net promoter score represents
customers’ willingness to recommend a
business or service to others and is considered a key metric of customer loyalty and
satisfaction.
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Ease of Obtaining Information on Service

83% of responding customers feel that it
is easy to find information regarding

Omnitrans schedules, a 10% increase
over 2024. -

Percentage

2023 =2024 ®2025
Fare Payment Convenience

o Fare payment convenience including
mobile fares also was rated highly by
respondents, with 83% stating that it is easy

to pay fares and buy passes, an eight percent
increase year over year.

Responsive to Customer Problems

The agency’s responsiveness to problems
and complaints ratings decreased nearly
20%. While still higher than ABBG peers,

Omnitrans has implemented actions ;
including enhanced resolution oversight

and personalized educational response
letters to customers in order to address

and improve this issue.

2023 2024 2025
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In FY2026, Omnitrans’ systemwide ridership is projected to be 7.8 million trips,
which is an approximately 5% increase from the prior year. Revised service in
West Valley and implementation of the sbX Purple Line service will be integral to
growth in the coming year.

Revenue
Prepaid Fare Revenue
e Total pre-paid fare revenue is projected $4.60
to be $4.4 million in FY 2024 from all 54.50
sources including retail outlets, the San $4.40

Bernardino Transit Center, online store, $4.30
mobile fares, GoSmart programs, and

54.20
ticket vending machines. 54.10
$4.00

e It is anticipated that pre-paid revenue $3.90 I
$3.80

sales will decrease when the agency

. i 2021 2022 2023 2024 2025
introduces open loop payment in the

coming fiscal year.

Millions

Advertising Revenue
e Advertising revenue totaled $839,194 in  stom00
calendar year 2025, representing an 8% =%

5800,000

decrease over 2024. $700,000

600,000

) . 5$500,000

e In light of branding and content $400,000
concerns, the Marketing & ziggggg '
Communications team will present a S -

S0

phased proposal to the Board of
Directors to eliminate bus advertising in
this fiscal year.

Revenue
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KEY PERFORMANCE INDICATOR

RETAIN EXISTING AND ATTRACT NEW CUSTOMERS
System Ridership
FY 2027 Target
FY 2026 Target
FY 2026 Actual Projected

INCREASE REVENUE
Bus Pass Sales Revenue Advertising Revenue
FY 2027 TARGET FY 2027 TARGET
FY 2026 Target FY 2026 Target
FY 2026 Actual YTD FY 2026 Actual YTD

MAINTAIN HIGH CUSTOMER SATISFACTION
Customer Satisfaction (favorable) Call Center Efficiency (abandoned calls)
FY 2027 TARGET 85% FY 2027 TARGET <12%
FY 2026 Target 85% FY 2026 Target <12%
FY 2026 Actual 81% FY 2026 Actual YTD <14%

First Contact Resolution
FY 2026 TARGET 979%
FY 2025 Actual YTD 95%

MAINTAIN HIGH PUBLIC AWARENESS
Outreach (events) Media Coverage (favorable)
FY 2027 TARGET FY 2027 TARGET 75%

FY 2026 Target FY 2026 Target 75%
FY 2026 YTD FY 2026 Actual VAR

Available Key Performance Indicators will be reported quarterly and utilized to assess
the impacts of and make adjustments to the Marketing Plan in order to achieve its
desired promotion, awareness and development goals.



