
  MEMORANDUM 
 
 

To: Metrolinx Board of Directors 

From: Mark Childs 
 Chief Marketing Officer 

Date: February 12, 2026 

Re: Marketing Quarterly Update 
 

Metrolinx ridership growth remained strong in the first three quarters of fiscal year 
2025-26. This growth momentum was supported by added trips for customer-flexible 
schedules in the fall and sustained tourism and leisure demand generation for the 
winter holiday season.  

Marketing efforts continued to focus on building ridership aligned with our four T-R-I-P 
growth strategies: Tourism and leisure momentum, Returned rider frequency, Increased 
commuter and business travel, and Pulling in new audiences. As of December 2025, GO 
Transit year-to-date ridership grew by +9.1per cent, and UP Express grew by +8.4 per 
cent compared to 2024, and is on track to surpass the fiscal ridership strategic target of 
77.4 million.  

In addition, through non-fare customer partnerships, Metrolinx bolstered support for 
leisure travel across the region through customer experience collaborations to grow 
value-added incentives, amenities and event promotion. Highlights included product 
sampling, customer offers and free New Year’s Eve service. Year-to-date customer 
satisfaction (CSAT) for GO is 84.8 per cent and UP is 92.7 per cent, with sustained 
customer support through major track closures and winter weather-related disruptions. 
 

Ridership Highlights  

This winter, strategic demand-driven service plans, early customer communication and 
marketing campaigns, built awareness for destination and event leisure travel to the 
Royal Agriculture Winter Fair, Cavalcade of Lights, Northern Super League, One of a 
Kind Winter Show and Paul McCartney concert at the new TD Coliseum.   

GO & UP continued to support customers choosing transit to sporting events across the 
region with flexible service frequency and sports team strategic collaboration amplified 
by the ‘Get there with GO’ campaign for the new hockey and basketball seasons.  
Following the Blue Jays World Series run with added trips, customer support and 
communication that drove ridership for GO +92 per cent and UP +125 per cent when 
compared to non-event days, December average weekday ridership to Toronto 
Raptors and Toronto Sceptres games increased by 16 per cent and 3 per cent, 
respectively, compared to 2024.   

Corporate strategic partner promotional offers continued to provide customers value-
add to support trip frequency. Offers from Amex, Starbucks, Simplii Financial and OLG 
contests rewarding customers with free GO transit for a year, drove +8.6 per cent year-
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over-year increase in peak ridership.  A GO Fare Paid Zone partnership with Interac 
helped support customer awareness for contactless debit and One Fare benefits.  

Student and Gen Z audience outreach was sustained through brand ambassador 
engagement at the Student Life Expo with over 4k event attendees, amplifying 
awareness of youth concessions. The event drove a +6.2 per cent lift in ridership 
compared to a non-event day. 

GO integrated Newcomer campaign, built awareness and engagement with the 
region’s newcomer population, with 2.4 million newcomer ridership year-to-date.   
 
Customer Experience 

Winter PRESTO Perks customer offers encouraged customers to explore the region’s 
seasonal events and attractions, including partnerships with City Cruises Toronto, Art 
Gallery of Ontario, Theatre Aquarius, SUSO Skate Co, Louis Tussaud’s Waxworks, 
Ripley’s Selfie Studio, Toronto Rock, pre-promotion for The Junos and a new dining 
offer at Greenhouse Juice.  In 2025, PRESTO Perks delivered 174 offers, a +13 per cent 
year-over-year growth and provided over $2.8 million in customer savings. 

The recent openings of Tim Hortons at Pickering GO, Second Cup Coffee cart at 
Oakville GO and vending machine at Confederation GO provided new food and 
beverage options, adding to over 1.3 million retail vending customer transactions year 
to date.  Brand sampling rewarded the customer journey experience for sports fans and 
Santa Claus Parade attendees with Bailey’s hot chocolate and VitaminWater.   

GO Bear and customer service ambassadors welcomed customers with 
commemorative PRESTO cards at the opening of Confederation and Mount Dennis 
Stations. 

A Kids on the GO holiday activation for the Santa Claus Parade and the return of the 
Metrolinx shop pop-up at Union Station kicked off the holiday season with customer 
favourites, including GO bus hoodie and holiday sweater. Metrolinx celebrated the 
region’s cultural diversity with customer greetings for Christmas, Hanukkah, Kwanzaa, 
and free rides home on New Year’s Eve in partnership with Forty Creek. 

As we look to the year ahead and early signs of spring, we look forward to welcoming 
sports fans from across the globe to choose GO, UP and PRESTO for the FIFA World 
Cup 2026, an energized new Blue Jays season, the first Honda Indy at Unionville GO, 
and world-class concert series returning to our region’s music venues. In helping to 
create memorable journeys and experiences, we will spotlight that the best way to get 
there is to ‘Get there with GO’. 

 

Respectfully submitted,   

 

Mark Childs 
Chief Marketing Officer 


