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OUR STRATEGIC PRIORITIES

Marketing Division is accountable for:

e Delivering a return on investment for
marketing activities of 3:1

* Increasing non-fare revenue by 75%
by March 2019

* Implementing our retail strategy by
March 2018

non fare revenue by
75% by March 2019

Implement mixed-use transit
oriented development for 8
GO stations and a retail
strategy, by March 2018
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UNDERSTANDING THE CUSTOMER JOURNEY

TRAVEL NEED OPTIONS WEIGH OPTIONS TRAVEL ADVOCACY
Work Car Time Safety Customer
Leisure Transit Cost Timely Satisfaction
Family Rideshare Amenities Updates

90% 68% 82% D70 sieep 78%

For Work Non Users: Want Wi-Fi Recommend
“Station stop

tcl L
39% :vcf);efeof/?veo” 71% 85%

Take GO Evenings Non Users: Feel Safe
and Weekends “Single Fare Price
Too High”
Promotional Recommend Wi-Fi Pilot Quiet Zone Safety Culture
Offers Schedule Changes During Rush
& New Routes Promotional Offers Hour

Partnerships
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DISRUPTIVE MARKETING

Incenting new service use Breaking through the clutter Connecting with new segments

,

Save up to $1.50 when (((
you transfer from TTC to
GO Transit or UP Express.

PRESTO

Someone
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on Qorah’s
e = radar.
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Gat your card at PRESTOcard.ca

=
The official unofficial book NSRIENRLLE ST
on public transit etiquette. P U B u c
TRANSIT
otransit com/E tique trerail ETIQUETTE
WRITTEN DOWN

Téléchargez votre livre numérique gratuit &

gotransit.com/manquedebienseance Py
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GENERATING NON-FARE REVENUE
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