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INSTRUCTIONS
Potential for Growing Ridership

▪ B i k e / s c o ot e r  r i d e r s  t e n d  t o  r i d e  t h r e e  t o  f o u r  d a y s / w e e k
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Less than once a
month

1-3 days/month 1-2 days/week 3-4 days/ week 5 days/week 6-7 days/week

How often do you usually ride Caltrain?

Bike/Scooter

Walk

Other

All Modes

n=2,787

“My fav way of 

commuting!”



INSTRUCTIONS
Bike and Scooter Campaign

▪ Bike and scooter riders are  a  key demographic .

▪ Campaign to  increase ridership by targeting new 
and current Caltra in  riders.

▪ Util ize  promotional activ it ies  and channels  to  
reach the target audience.

▪ Website content and creative assets.

▪ “Bike to Wherever Day” (May 16).

▪ Social media channels and paid digital media.

▪ Press release.
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