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Introduction
Yosemite Area Regional Transit System (YARTS) is a unique kind of public transportation. Its primary purpose
is transporting visitors and employees from Merced, Mariposa and Mono Counties to Yosemite National
Park. However, it also serves, to a lesser extent, as local transit service between Mariposa and key activity
centers in Merced County and as a shuttle between Yosemite Valley and Tuolumne Meadows within the
park.
YARTS operates two bus routes – each with a distinctive ridership base.
 The Highway 140 route connects Merced, the communities of Mariposa County and Yosemite Valley with
six round trips per day. It operates year round, with somewhat expanded service in the summer, and
serves a roughly equal mix of local residents and visitors.
 The Highway 120 Route connects Mammoth Lakes with Tuolumne Meadows and the Yosemite Valley,
serving Lee Vining and June Lake along the way. It operates one round trip per day, only in the summer
when the Tioga Pass is open. This route serves almost exclusively visitors, primarily backpackers who
often ride the bus in only one direction.
This marketing plan will serve as a companion to the YARTS Short Range Transit Plan. It has been informed
by the findings in the Market Research Report as well as a review of the existing marketing program. It will
address a wide variety of communications strategies which will support the success of the service
recommendations. The plan is organized into three sections:
 Market Assessment
This section provides a brief overview of the current marketing program, identifies marketing objectives
and analyzes current and potential target market segments.
 Strategies
This section is the core of the marketing plan and includes a review of current marketing efforts, plus
recommended strategies and detailed tactical plans for accomplishing the stated objectives. The
strategic recommendations are grouped into the following focuses:


Branding



Locally‐Based Passenger Information



Internet‐Based Passenger Information



Customer Experience



Visitor Gatekeeper Outreach



Co‐Marketing with NPS and DNC
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Co‐Marketing with Connecting Transportation Systems



Advertising



Local PR/Outreach



Corporate Sponsorship

Each sub‐section begins with a review of current marketing activities in this area, then provides strategies
to build on these efforts.
 Implementation Guidelines
This section will address priorities, budget and timing of the plans implementation.

4

TRC/Transit Marketing LLC

Market Assessment
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Marketing Program
YARTS has just celebrated its 10th Anniversary and its continued existence is a testament to effective
marketing – not only to potential riders, but to partner communities, the National Park Service and other
funding agencies. YARTS continues to thrive as a result of steadily growing ridership, the committed support
of partner communities and the multi‐faceted support of the National Park Service.
To date, the YARTS program manager has been responsible for all marketing efforts, with website assistance
from the MCAG staff. Creative concepts and copy for promotional and passenger information materials have
been created in house, with minimal outside support for graphics or production.
The current marketing budget for YARTS is $85,000 ‐ 5% of the $1.8 million operating budget. However this
is somewhat misleading, as the marketing budget covers not only promotional materials and expenses, but
staff time, travel and tickets sales support. The 2009/10 allocation of the budget included $45,000 for
salaries (time spent by the Transit Manager and MCAG support staff on marketing related activities) and
$1700 for travel. The amount allocated to promotional marketing and even passenger information is
probably no more than $35,000 or about 2% of the operating budget. Hence media advertising and
distribution of collateral materials has been very limited.
The strength of the YARTS marketing program to date is in the marketing partnerships which the Transit
Manager has forged. Key among these is YARTS relationship with the National Park Service. NPS supports
YARTS in a number of ways – financially and as a marketing partner.


NPS provides funding for YARTS out of recreation fees.



NPS waives the gate fee for YARTS buses, hence making the YARTS fares more economically
advantageous for riders.



NPS, through the federal transit benefit program, provides a 100% subsidy for NPS employees who
ride YARTS. If fares increase or the federal transit benefit limit decreases, the subsidy may no longer
be 100%. Employees are provided with information about YARTS and the vouchers during
orientation.



NPS includes limited information about YARTS on shuttle maps within the park and in its shuttle
brochure.

A similarly important partnership is with Amtrak which purchases “thruway bus service” from YARTS. This
provides predictable funding for operation of the system, as well as a venue for letting incoming visitors (not
all of whom are thruway passengers) know about YARTS’ connection from Merced to Mariposa, Yosemite
and on to Mono County. YARTS also works with Greyhound to attract riders who arrive in the region via
intercity bus and is currently negotiating a ticketing agreement whereby Greyhound would be able to sell
YARTS tickets as part of the Greyhound fare.
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Another important marketing relationship is with the tourism industry in Merced, Mariposa and Mono
Counties. Lodging establishments, visitor centers and other gatekeepers for the visitor population have been
provided with information binders (which are updated periodically) that provide complete information about
YARTS services. Some lodging establishments and other businesses also serve as ticket sales agents for
YARTS. A number of tour operators include YARTS tickets as part of their tour packages. In addition, YARTS
has worked with the airlines serving Merced and Mammoth Lakes to market to airline travelers coming to the
region.
A more detailed review of current marketing efforts is included in the Marketing Strategy section. Each set of
recommended strategies (e.g. Branding, Passenger Information, etc.) will begin with a review of existing
related efforts and will identify opportunities for enhancing or building on these efforts.
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Target Markets
Profile of Current Ridership
YARTS monthly ridership report provides a profile of ridership by fare category and location. The on‐board
survey conducted as part of this project enhanced that profile with demographic, travel and usage
characteristics.
The two YARTS routes serve very different regions and ridership groups. While there is some cross over
between the two routes (primarily among backpackers), the ridership bases are quite distinct. Route 140
serves a mix of commuters, domestic travelers, international travelers and some local non‐commute trips.
Route 120 on the other hand serves a much more homogenous group – almost exclusively domestic visitors –
primarily Californians.

Route 140
Based on first day results from the passenger survey in July, it appears that visitors make up about 48% of the
summer ridership on Route 140, while residents comprise the remaining 52%.
Data from the July 2010 ridership report for Route 140 indicates that one third of riders (34%) boarded in a
fare category that clearly identified them as employees or commuters and hence residents. The other two
thirds (66%) boarded with a cash fare (51%), as a free child (4%) or with an Amtrak ticket (11%). While most
boarding with an Amtrak ticket are clearly visitors, the cash fares likely include both visitors and residents.
Therefore, the roughly even split found in the on‐board survey is our best estimate of the breakdown
between residents and visitors during the summer season.
Winter/Spring ridership is more heavily dominated by local
ridership, particularly commuters, as visitor ridership is
significantly lower in the off‐season. Commute oriented
ridership is relatively stable throughout the year. However the
percent of overall ridership which it represents varies from a low
of 33% in August to a high of 54% in February (2010).
Resident Riders
The majority of resident riders (72%) use the bus to commute to
work. Of employed resident riders, 60% are employed by the
National Park Service, 20% by DNC and 20% by other employers.
Most resident riders live in Mariposa (41%), Midpines (21%) or
Cathy’s Valley (3%). Nearly a quarter live in El Portal (11%) or
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Where Do Resident Riders Live?
Other, 1%
Yosemite
Valley,
12%

Merced,
12%

Catheys Valley,
3%

El Portal, 11%
Midpines, 21%

Mariposa, 41%

Yosemite Valley (12%), while 12% live in Merced. The key destinations for resident riders are El Portal (35%)
and Yosemite Valley (39%). Merced is the destination for about 14% of resident riders – primarily those who
live in Yosemite Valley.
About 4 out of 10 (39%) resident riders say they use the bus daily (5‐7 days per week), while 31% ride 3‐4
days and 30% ride less often. Many NPS employees don’t ride on Friday because of a short work day and no
midday YARTS return.
Visitor Riders
Visitor riders on Route 140 are a mix of Californians (39%), travelers from other states (21%) and a large
component of international travelers (40%).
Visitors come to the region using a variety of travel modes including train, air travel, Greyhound bus,
personal vehicle, rental car and RV. Amtrak is the most cited mode for accessing the region – used by 53% of
respondents. Another 9% say they arrived by Greyhound. Hence more than 60% came to the region without
a private vehicle. This reliance on public transit appears to be closely related to the large segment of
international visitors among the Route 140 ridership.
Most visitors (78%) are staying overnight in the region ‐‐ 42% in hotels/motels and 37% in campgrounds.
While a wide variety of lodging locations were noted, the Bug Hostel and KOA Campground were the most
often mentioned in the July on‐board survey. (Note that KOA is closed in winter).
Visitor riders cross the spectrum of age groups, however nearly half of Route 140 riders are under 30 years
old.
Forty two percent (42%) of visitors surveyed had visited Yosemite before and 19% had used YARTS on
previous trips. This is very significant from a marketing point of view. Yosemite attracts a high level of repeat
visitorship, providing an opportunity to promote future YARTS usage.

Route 120
As previously noted, Route 120 riders are almost exclusively domestic visitors, primarily from within
California (66%). Only 8% of those surveyed were international travelers. Among this group, the dominant
mode of travel to the region is personal or rental vehicle (68%).
A much larger share – 72% ‐ of Route 120 riders (than 140 riders) have visited Yosemite before. However, a
similar number 18% have used YARTS before.
Most route 120 riders are staying overnight in the region, but primarily in campgrounds (69%) rather than
hotels/motels (14%). This is indicative of the core group using this route – backpackers. It is also reflected in
the fact that most riders are making one‐way rather than round trips (86%) and that many are using YARTS to
travel between Yosemite Valley and Tuolumne Meadows (43%) rather than as a method for accessing the
park (at least on the trip when surveyed).
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Route 120 visitors also span the age spectrum. They are somewhat older than Route 140 riders, with two
concentrations. Forty‐one percent (41%) of riders are under 30, while a similar number (38%) are over 50.

Target Market Segments
In seeking to build ridership and support for YARTS, marketing efforts must address a variety of target
markets. The following market segmentation is based on both the profile of current riders and discussions
with stakeholders regarding the potential for market expansion. While some target segments are relevant to
both routes others are specific to Route 140 or 120. This is indicated parenthetically after the label for each
group.

Visitors
While visitors can be segmented in a variety of ways, the most effective is a segmentation which provides a
cost effective means for reaching them. Therefore, we will segment visitors based on how they access the
region and where they stay.
 Hotel Guests (140 & 120) –YARTS provides convenient service to a large number of hotels/motels in
Merced, Mariposa, El Portal, Yosemite, June Lake and Mammoth Lakes. Ridership is greatest from the
lodging establishments in Mariposa and El Portal where service is very direct and the trip to Yosemite
relatively brief. On Route 140, 42% of visitor riders are staying at hotels in the region, with the Bug
Hostel, Curry Village and Yosemite Lodge most often cited. On Route 120, only a small number of visitor
riders (14%) are staying in hotels.
 Campground Guests (140 & 120) – YARTS also serves a large number of campsites which are utilized by
visitor riders on both Routes 140 and 120. On Route 140, 37% of visitor riders say they are staying in a
campground, frequently the KOA in Midpines. On Route 120, a large majority (69%) of riders are
camping, primarily in the backcountry or Tuolumne Meadows. Many of the backpackers riding Route
120 are using the service in only one‐direction. To travel into or out of the park, or to travel between
various camping/hiking locations within the park. Nearly two‐thirds of boardings are on out‐bound trips.
 Amtrak Riders (primarily 140) – YARTS Route 140 provides direct service from the Amtrak station in
Merced to Yosemite and is designated a “Thruway Bus” for Amtrak travelers. Amtrak riders can either
buy an Amtrak ticket which includes their YARTS ticket, or they can buy an Amtrak ticket to Merced and
then purchase a YARTS ticket on the bus. In the on‐board survey, 52% of visitor riders on Route 140 and
20% of visitor riders on Route 120 said they used Amtrak for part of their trip to the region.
 Greyhound Riders (primarily 140) – The Transpo Center in Merced is a connection point between
Greyhound and YARTS Route 140. Nine percent (9%) of visitor riders on Route 140 and 6% on Route 120
say they used Greyhound as part of their travel to the region.
 Airline Travelers – Commercial air service is provided to Merced by Great Lakes Airlines and to
Mammoth Lakes by Horizon Air. In Merced, YARTS picks up and drops passengers directly at the airport.
While a significant number of YARTS riders (21% on 140, 14% on 120) said they used air travel to access
10
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the region, most flew into San Francisco (60%), Fresno (9%) or somewhere else outside the immediate
area.

Residents
Resident riders are primarily a target for Route 140. They can be segmented based on whether they are
using the bus to commute and whether their travel is to Yosemite or not.
 Park‐Bound Employees (140)
Employees who travel to the park for work are a critical target group only on Route 140. They represent
roughly a third of this route’s ridership and are the bulk of the “regular” riders on YARTS. This group
includes three components.
 NPS Employees. The park has about 1,125 employees in summer and 741 in winter. These
employees enjoy the federal transit benefit and hence ride YARTS at no personal cost. They make up
about 60% of the employed resident riders currently using Route 140.
 DNC Employees. DNC, which runs the concessions at the park, employees about 1,700 employees in
the summer and 1,100 in winter. This group makes up about 20% of the employed resident riders on
Route 140. They pay their own way on YARTS.
 Other Park‐Bound Employees. A small number of commuter riders work for other employers in the
park.
 Locals residents visiting Yosemite National Park (120 & 140)
A potential target audience for YARTS which has not been greatly captured is that of local Merced,
Mariposa and Mono County residents traveling to the park for recreation. The waiver of the gate fees
makes YARTS a cost effective mode for day trips to the park. High potential segments within this group
might include hikers, bicyclers, naturalists and seniors.
 Other Local Residents (140)
Route 140, in addition to offering access to and from Yosemite, also provides service between the
communities of Mariposa and Merced Counties, connecting residents of communities along Highway
140 with jobs, educational opportunities and services in Merced. About 15‐20% of travelers on Route
140 (based on the passenger survey) fall into this group which includes various segments.
 Non‐Park Commuters ‐ a small percent of riders use YARTS to commute to jobs or schools in
communities along Highway 140.
 Non‐commute, non‐park travelers ‐ another segment uses YARTS for non‐commute purposes –
traveling to medical appointments, shopping and other services.
 Park residents traveling to Merced – NPS and DNC employees who live at the park or in El Portal, use
YARTS to travel to services in Merced. This is difficult in the winter when the evening trip is
eliminated.
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Stakeholders and Gatekeepers
As noted earlier, the strength of the YARTS marketing program to date has been in the development of
partnerships with other organizations and businesses. This approach should be continued and strengthened,
hence stakeholders and gatekeepers are important target segments.
 Participating Jurisdictions
Elected officials and staff at participating jurisdictions are important to the on‐going financial support of
YARTS.
 National Park Service
 Lodging/Tourism Industry Gatekeepers
Tourism industry businesses and organizations within the YARTS service area are critical gatekeepers for
current and potential visitor riders. They can serve as information distribution networks, promoters,
ticket agents, and tour packagers.
 Hotels/Motels – Merced, Mariposa and Mono Counties
 Campgrounds – Mariposa County, Mono County, inside Yosemite National Park
 Amtrak – Merced Station
 Greyhound – Merced Station
 Local Airlines – Great Lakes Airlines and Horizon Air
 Visitor Centers, Tourism Bureaus and Chambers of Commerce
 Merced Visitor Center at Transpo
 Mariposa Visitor Center and Chamber of Commerce
 Yosemite/Mariposa County Tourism Bureau
 Mono Lake Visitor Center
 Mammoth Lakes Visitor Center
 Mono County Tourism Bureau
 June Lake Chamber of Commerce
 Lee Vining Chamber of Commerce
 Yosemite Gateway Partners
This group includes many of the gatekeepers listed above plus many more organizations focused on
preserving and promoting the Yosemite region.
 DNC – Delaware North Corporation is a gatekeeper for a large number of employees traveling to and
from the park. It is also a connecting transit partner, in that it provides the shuttle services within the
park.
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Marketing Objectives
As a companion to the Short Range Transit Plan, this Marketing Plan will seek to insure the success of the
service strategies recommended for YARTS. Specific objectives which will be pursued include:

Enhance customer satisfaction and experience.
Much of YARTS’ ridership is the result of “word‐of‐mouth” advertising. By enhancing the customer
experience, YARTS will insure continued positive “word‐of‐mouth” and repeat ridership among both resident
riders and visitors who return to Yosemite again and again.

Generate increased ridership to fill capacity.
While some YARTS buses are operating at capacity (particularly outbound trips during commute hours),
overall the system operates at about 50% of capacity, offering potential for ridership growth. The service
plan will address the issue of overcrowding on isolated trips, while this marketing plan will address strategies
for building ridership to utilize more of the existing capacity.

Retain resident riders and increase frequency of use.
Enhanced customer communications strategies will seek to retain ridership among NPS, DNC and other
Yosemite bound employees and encourage them to use YARTS on a daily basis. Likewise, these strategies will
improve ease of use for other resident riders using YARTS for commute and non‐commute purposes.

Attract increased ridership among Yosemite visitors.
The greatest opportunity for ridership growth is among park visitors who number nearly 4 million per year.
YARTS will seek to attract ridership from among both returning and first‐time Yosemite visitors, by
communicating with them prior to their arrival, via connecting transportation modes and once they are in the
region.

Generate additional revenue.
Generating increased ridership will increase farebox revenues. In addition, the marketing plan will explore
the potential for sponsorships as a means for generating revenue.

Continue partnership building.
YARTS will continue to build on the strength of its marketing program – partnerships with jurisdictions,
organizations and businesses throughout the service area. Partnerships which provide marketing support for
YARTS will be a particular focus of this marketing plan.
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Strategies
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Strategies
This section is the core of the marketing plan and includes recommended strategies and detailed tactical
plans for accomplishing the stated objectives. Each sub‐section begins with a review of current marketing
activities in the area of focus, then provides strategies to build on these efforts.
Following is a preview of the recommendations included along with a priority for each.
Priority Strategy
Branding

1
1
1

Vehicles

2 = Important

Bus Stops

3 = Longer Term

Brand Continuity

Locally‐Based Passenger Information
Collateral and Displays

1
1
1

Reasons to Ride Guides
Schedule Brochures
Displays
Information at the Bus Stop

1
1
3

Bus Stop Signs
Customized Info Displays
Real‐Time Information
On‐Bus communications

2

On‐bus Info Display

Internet‐Based Passenger Information

1
2
3
1

Website
Google Transit
Social Media
On‐Line Links

Customer Experience
Residents

2
2
2

Establish Channel to Communicate Delays
Ease Voucher to Ticket Conversion
Guaranteed Ride Home and/or Midday Return
Visitors

2
2
3

Enhanced Info at Bus Stop/Real Time Info
Family Friendly Fares
Credit Card Sales On‐Bus and/or On‐Line
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4 = Optional

Priority Strategy
Visitor Gatekeeper Marketing

1
3
3
2
4

Gatekeeper Contacts/Info Distrbution
Give Tourism Employees YARTS Experience
Tourism Bureaus/Travel Packages
Yosemite Gateway Partners
Submit Info to Travel Guides

Co‐Marketing with NPS/DNC
Visitors

2
2
3
3
3

YARTS Poster on Shuttle Buses
Shuttle Info on YARTS Guide & Website
Enhanced Listing for YARTS on Yosemite Guide
Improved Visibility on yosemitepark.com
Park Outreach Program
Employees

2
3

YARTS Brochure for Employee Orientation
YARTS Display in HR Offices

Co‐marketing with Connecting Transportation Services

2
1
3
3
4

Website Links and Passenger Guide References
Enhance Infor Displays at Amtrak and Transpo
Mammoth Lakes Bus Stop Displays
Provide Connecting Transit Info On‐board YARTS
YARTS Posters on The Bus and ESTA Buses

Advertising

3

Highly Targeted, Sustained Exposure

Local Outreach

3
3
3
3

Yosmemite to Merced Travelers
Mariposa to Merced Travelers
Outdoor Enthusiasts
College Students

Corporate Sponsorship

2

Solicit Corporate Sponsorship
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Branding
Branding is an area of YARTS’ marketing program that can
be greatly enhanced. In the past branding of the service
has been limited, partly because of the fact that service
was operated with contractor vehicles which were also
used for other purposes. The vehicles themselves have
been minimally branded, or not at all. While the
system’s name and logo are used on all items related to
YARTS, there is no distinctive YARTS identity which unifies
the various elements.
A second issue related to branding of YARTS is the fact
that it is not always recognized as public transportation.
The tour bus style vehicles allow it to be easily confused
with the hundreds of private tour vehicles operating
within and through the Yosemite region.
Hence, the challenge is to establish a unified visual brand
for YARTS which clearly identifies the nature of the service
– Public Transit to Yosemite – and which is attractive to
the primary target audience – park visitors.

Recommended Strategies
For any transit service, buses and bus stops are key
elements of the visual brand as they are seen by
thousands of potential riders every day. This is doubly
true for a transit system whose primary target audience is
highly transient. Every day, a new group of visitors must
be made aware of YARTS, find their way to the bus stop
and take their first ride. While we hope to educate many
visitors before they arrive in the region, the vehicles and
bus stops remain critical elements in building visibility and
awareness for YARTS services, in addition to guiding
visitors to the right spot to catch the bus. Branding begins
with a distinct, cohesive look for vehicles and bus stops.
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Current YARTS Brand

Vehicles
The enhancement of the
YARTS brand will begin with
the introduction of a
distinctive, consistent look
for the system’s new fleet of
dedicated vehicles. The
illustrations at the right show
the new vehicle design
approved by the YARTS
board of directors in July of
2010. The new look
combines an eye‐catching
two‐toned paint scheme,
environmentally oriented
colors and pine needle
graphics that relate to the
Yosemite Valley
environment.
The vehicle graphics also
clearly identify YARTS as
“Public Transit to Yosemite,” a descriptor that will be used in all branding and promotional elements. In fact
these words should essentially become part of the YARTS logo.
Introduction of the new look will begin in Fall 2011 and continue as new buses are delivered through FY
2012/2013.

Bus Stops
YARTS current bus stop signs are relatively nondescript and badly faded. Hence
this is an ideal time to replace them with bolder, more highly visible signage.
The colors and visual elements from the buses will be carried through in
updated bus stop signage. A concept for the sign, approved by the YARTS
board of directors and TAC, is shown at the right. These signs will be placed on
the ends of the shelters where they can be seen from both directions. Signage
along the front edge of the shelter will continue to identify the specific stop
location.
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Elements of the bus stop sign include:
 YARTS, Public Transit to Yosemite
 Bus Symbol
 Website
 Phone Number
 Yosemite Area Regional Transportation System
Signs will also include a distinct bus stop number (such as shown on the design) which could be used to
quickly identify the bus stop location. This would be useful for travelers calling in for information. Later,
when real time information is available, it might be used by travelers to access real‐time information via text
or automated phone system.
Additional information at the bus stop will be provided in a changeable panel which is discussed on page 24.

Brand Continuity
The visual brand initiated with buses and
bus stops, must then be carried through to
everything associated with YARTS including
passenger guides, promotional collateral
materials, on‐line communications and
advertising. The goal of branding is to
create a cohesive identity such that
whenever a person sees one element of
the system, it brings to mind everything
else they’ve seen related to the service.
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Locally-Based Passenger Information
Effective passenger information is the cornerstone of any transit marketing effort. Without clear, easy‐to‐
understand “directions,” transit services are seen as cryptic, confusing and just too difficult to use.
Passenger information is particularly critical when dealing with a transient ridership base such as visitors.
While YARTS has a core of regular riders on Route 140, the vast majority of its passenger base is made up of
individuals with little or no experience using the system. Every day, nearly half of YARTS riders may be “first‐
time riders.”
The passenger information strategies recommended for YARTS fall into two primary groups:
 Locally‐based passenger information to reach residents and visitors once they are in the Yosemite region.
These are addressed in this section.
 Internet based passenger information to reach visitors when they are planning their trip to Yosemite.
These are addressed in the next section.

Current Efforts
Currently, YARTS’ primary “local” passenger information tools are its
schedules and bus stop information panels. The cover sides of the
schedules are shown at the right. The bus stop panel is shown on the
next page.
The schedules are printed and distributed by YARTS on a limited basis.
They are also provided to hotels (as part of their information binders)
for in‐house reproduction. The bus stop information panels are posted
at every YARTS stop (with the exception of Transpo ) and are updated
each season with the current schedule. Both pieces are produced in
house with minimal budget committed to them. (Note: At Transpo
information has been posted inside the visitor center, but not outside
at the stop. YARTS has recently negotiated an agreement with the City
of Merced to allow a YARTS signs and information at the bus bay.)
While both items are functional and provide valuable information to
the prospective rider they are far from ideal.
The schedules have no graphic appeal (a fact which having hotels
photocopy a copy doesn’t improve). In addition, they are not particularly user friendly.
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They include the schedule table and a great deal of text information, but no map to help the rider orient
themselves.



They often require the rider unfamiliar with YARTS to work for the information they need. (For example,
the Route 140 schedule lists only round trip fares and includes this note. “Fares listed (except *) are
round trip (US$) leaving/returning to the same location. One‐way tickets cost one half, rounded to the
nearest $.”)



And they do little to highlight important facts such as the
fact that one child under 12 rides free with each adult or
that gate fees are included in the fare. While these pieces
of information are included, they are simply lost in the
overall busy‐ness of the piece.

The information panels at the bus stops provide schedule
information and a map but no information about fares. The
schedule provided is the overall route schedule and the small
type is difficult to read in the conditions found at a bus stop
(low light, dirty plexiglass, etc.).
In addition, YARTS has created the See Yosemite Differently
brochure shown at the far right. This brochure is somewhat
more promotional in nature and has more graphic appeal.
However, it does not appear to be widely distributed at this time.
Once on‐board the YARTS bus, riders are provided with a packet of
information that includes a hikers map, information about Yosemite
and YARTS schedule. In the past, the packet included granola bars
provided by Nature Valley (very popular with riders).

Recommended Strategies
Collateral & Displays

YARTS info at Miner’s Inn in Mariposa

Since a passenger guide or schedule is often the first aspect of a transit service that the potential user
experiences, it serves both an image and an information function. An attractive, easy‐to‐use guide indicates
to the customer that the service will be the same. In addition, an attractive guide is more likely to be
prominently displayed by a hotel or other gatekeeper and to provide awareness building value. For these
reasons, it is recommended that YARTS redesign and upgrade its printed and posted passenger information
displays to be more graphically appealing and user‐friendly. These collateral pieces should be printed by
YARTS in quantities sufficient for broad distribution throughout the service region.
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Reasons to Ride YARTS to Yosemite (Rt. 140)
 Create “Reasons to Ride” Passenger Guide for Each
Route
Tourism gatekeepers expressed a desire for a YARTS
collateral piece that does more than provide the
schedule ‐ a guide that really tells the prospective user
what to expect and why YARTS is a good option.
The passenger guide should be a friendly fun
information piece that uses small photos or illustrations
and brief text to communicate “Reasons to Ride YARTS
to Yosemite.” There should be a version for each route
so that it can include an attractive map showing
destinations along the route and can highlight factors
specific to the communities served along Highway 140
and in Mono County. (A draft list of “Reasons” is shown
at the right – recommended copy will be provided
separately.) The “Reasons to Ride” brochures should be
designed for multiple year use. They should not include
schedule or fare information which is likely to change.

1.
2.

Save $ on Gas and Gate Fees
Avoid the hassles of traffic and parking in
Yosemite
3. Bus Stops convenient to hotels and campgrounds
Mariposa, Midpines, El Portal and Yosemite.
4. Free Park & Ride Lots in Merced, Mariposa and
Midpines.
5. Multiple trips to choose from, 7 days‐a‐week
6. Comfortable, spacious buses with under bus
stowage for luggage, backpacks and bikes.
7. Connects to/from Amtrak, Greyhound and Great
Lakes Airlines (Merced Airport).
8. Connects to free Shuttle Services in the Park.
Yosemite Valley year‐round, El Capitan and
Tuolumne Meadows Shuttles in the Summer,
Badger Pass in the Winter.
9. Connect to YARTS Hwy 120 buses for through trips
to the Eastern Sierras
10. Watch the scenery, not the road.

Reasons to Ride YARTS to Tuolumne Meadows
and Yosemite Valley (Rt. 120)
1.
2.

The text box at the right provides a draft list of “10
Reasons” for each of the YARTS routes. The image
above illustrates the style of the proposed brochures.
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Save $ on Gas and Gate Fees
Avoid the hassles of traffic and parking in
Yosemite
3. Connect to free Shuttle Services in Tuolumne
Meadows and Yosemite Valley.
4. Bus Stops convenient to hotels and campgrounds
Mammoth Lakes, Lee Vining and June Lake
5. Free Park & Ride Lots in Mammoth Lakes, Lee
Vining and June Lake.
6. Comfortable, spacious buses with under bus
stowage for luggage, backpacks and bikes.
7. Connects to the Crest Route on Hwy 395 for trips
to/from Reno and Lancaster.
8. Connects to free transit in Mammoth Lakes for
easy access to all hotels.
9. Connect to YARTS Hwy 140 buses for through trips
to Mariposa and Merced, with connection to
Amtrak and Greyhound.
10. Watch the scenery, not the road.

 Create Companion Schedule for Each Route
A coordinated, similarly styled schedule brochure should be created
as a companion to each Passenger Guide. The Schedule should
include the timetable, fare and ticket prices and other key
information, and be updated each season to reflect fare and or
schedule changes. While the “Reasons to Ride” brochure focuses
on visitors to Yosemite, the schedule brochures should be designed
to meet the needs of both visitors and residents. The primary
version of the schedule should not include commuter fare info,
however a commuter version of the Route 140 schedule brochure
or an insert with this information should be provided for
distribution through NPS and DNC to park employees.
 Provide Information Displays to Gatekeepers
To make information readily available to potential riders and to
build greater visibility for YARTS at lodging and other gatekeeper
establishments, YARTS should provide hotels and visitor centers
along the routes with passenger information displays which will
accommodate both the “10 Reasons” and the Schedule for the
appropriate route. Note: Hotels in Mariposa contacted during
the outreach effort were very receptive to providing space for
such a display. In fact, a few were still using displays provided
some years ago.
Displays2Go: $25‐30
A wide variety of prefabricated display units are available from
vendors such as Beemak Plastics (www.beemak.com) and Displays2Go (www.displays2go.com). Both
counter displays and wall mounted units are available in various styles. The two displays shown at the
right would be effective choices for YARTS. The top display, while
somewhat more expensive, allows for an 8 ½ X 11 poster display in
addition to the two brochure pockets. YARTS may wish to conduct
a “survey” of gatekeepers to determine which model would be
most appropriate for their location and then offer them a choice
of two or three display options.
Brochure holders should be silkscreened with the YARTS logo,
website and phone number to insure that hotel staff know who to
contact for additional brochures if they run low.
Beemak: $7.25
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In addition to the interior display, gatekeepers should also be provided with a poster appropriate for
display in a window and/or on a bulletin board. Posters can be produced as static window clings and/or
on paper laminated for durability and appearance.
A specialized poster‐cling or door decal should be provided to
those locations that are ticket sales outlets to identify them as
such.

Public Transit to Yosemite

An important part of this collateral/display effort will be setting up a
maintenance system to insure that stocks of brochures and schedules
are provided to gatekeepers on a regular basis. Strategies for
accomplishing this are discussed under Gatekeeper Outreach on page 36.

TICKETS SOLD HERE

Information at the Bus Stop
For a system dominated by transient riders, information at the bus stop is very important. It will serve as a
primary source of information for some riders and as reinforcement for others – validation that they are in
the right place at the right time. Bus stop information will be valuable to new or infrequent resident riders,
as well as visitors.
 Larger bus stop signs, consistent with bus branding
As previously discussed, the current bus stop signs will be replaced with larger, more visible signs that are
consistent with the new vehicle graphics. These signs will include the following information:
YARTS Logo/Name, Public Transit to Yosemite
Bus Symbol
Toll free phone number and www.yarts.com
It would also be appropriate to include a clearly visible bus stop
number on the sign to allow easy reference when a customer is
calling or texting for information.
 Customized information displays for each stop
The information displays currently posted at each bus stop will
also be upgraded and expanded – possibly using a 3‐panel display
that surrounds the bus stop sign or is mounted in the shelter.
(Source: www.transitinformationproducts.com) The displays
should include the following information:
 Easy to read route map with a clear YOU ARE HERE
designation
 Larger type schedule for the appropriate direction of travel,
with the target stop highlighted.
 Fare information for one way and round trip fares (with the
target location highlighted).
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 Other basic facts that a new rider would need to use the system effectively.
All of this will be created in an attractive graphic style, with type sizes and colors that are easy to read in
a bus stop environment.
Note: Mammoth Lakes currently undertook a similar project of putting customized information at 131 bus
stops. The bus stop sign elements were created by a graphic artist, then the signs were compiled and
customized in house using Microsoft Publisher. The signs were output on a color printer and laminated.
A sample sign is shown above.
 QR Code
The bus stop information panel might also include a
QR Code which riders with smart phones could scan
to provide a direct connection to YARTS schedule or
other customized information.
 Real‐time Information
The ideal at‐the‐stop display would involve real‐time information. This would be particularly useful given
the long distances traveled by YARTS buses and the frequent delays caused by weather, traffic conditions
and other factors. Provision of real‐time information would, of course, require Automatic Vehicle
Locator (AVL) technology on the vehicles. If and when this becomes possible, the information should be
utilized in a number of ways:
 Next bus information displays at major boarding locations including (at a minimum) Yosemite Valley,
Transpo, Mariposa P&R and Amtrak on Route 140; Yosemite Valley, Tuolumne Meadows, Lee Vining
and Mammoth Lakes Park & Ride on Route 120.
 Provision of next bus information by phone and on the website. For example, the passenger would
be able to use the stop name/number to access next bus information on their cell phone or
computer. Clear instructions should be included in all bus stop displays as to how to access the real‐
time information.
An immediate strategy for letting passengers know about service delays via text message is discussed
under Customer Experience on page 33.

On-bus Communications
YARTS passengers are on the bus for quite some time, allowing plenty of opportunity to communicate with
them about what to expect at the other end of their trip and to provide promotional support for partner
organizations.
 On bus Information Display
It is recommended that the new buses be outfitted with a multi‐pocket display rack (either behind the
driver or on the back wall of the bus) which can display the following information:
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YARTS Route Map Display ‐ as a reference
for riders during their trip
 YARTS Schedule Brochure
 Yosemite Guide
 NPS Yosemite map
 Yosemite Shuttle Map
 Merced (Rt. 140) or ESTA (Rt. 120)
information about connecting transit
services
In addition to making this valuable information
available to passengers, this would eliminate
the need to have boxes of gift bags and
information in the boarding area of the bus.
A variety of prefabricated display units are sold.
Or a customized unit can be constructed using standard elements. A few examples of on‐bus information
centers are shown here.
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Internet-Based Passenger Information
The internet has become the travel planning tool of choice for most travelers. As such, it is the ideal tool for
communicating with potential Yosemite visitors about YARTS in advance of their trip to the region, thus
allowing them to incorporate YARTS into their travel plans.
Through social marketing tools, it is also an excellent vehicle for establishing a relationship with passengers,
and for allowing current passengers to educate new users about YARTS and what it offers.

Current Efforts
YARTS has a dedicated website at www.yarts.com that is
cited as an information source by about one out of five visitor
riders. Thirteen percent cite other websites as their source of
YARTS information.
The YARTS website includes an overview of the service,
schedule and route information, fares and ticket information,
commuter pass information, contact information, a page of
links to connecting transportation services and testimonials
from YARTS riders about their experiences using the service.
The website is “decorated” with photos submitted by YARTS
users. Most are simply photos from their trip to Yosemite
with no direct relationship to the transit service.
In addition to the dedicated website, YARTS information or links to www.yarts.com can be found on a wide
variety of Yosemite related websites such as:
 MCAG website – link on homepage
 National Park Service/Yosemite
 Yosemite.com
 Visitmariposa. net – link to YARTS and handy fare calculator
 Homeofyosemite.com – link under “Travel in Yosemite”
 Monocounty.org – link under Yosemite
 Mariposachamber.org – listing under community resources, no link
 Comfort Inn, Mariposa
 KOA Campground, Midpines
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Likewise, YARTS appears regularly in chat and Q&A on various websites relating to hiking, backpacking and
Yosemite. The YARTS manager monitors mention of YARTS on such websites where current users frequently
pass on information about YARTS to other naturalists.

Recommended Strategies
The following strategies are intended to build on and enhance the already positive on‐line presence which
YARTS has developed. As the internet and social media become increasingly the dominant communications
tool, these strategies will become increasingly critical.

Website
While the YARTS website provides a great deal of information, it is not particularly user‐friendly, nor easy to
navigate. One of the key laws of website design is that “internet surfers scan, they don’t read.” The website
needs to be redesigned for quick access to relevant information. Text, particularly on the home page, should
be minimized in favor of relevant graphics and descriptive links presented in a graphic format that is clean
and consistent with the new look of the buses, bus stop signs and materials.
Key elements of the website should include the following:
 Interactive map with links to schedules and to all connecting transit services
A central feature of the website should be an interactive route map. Each bus stop should be a link to
detailed information about that stop, including:
Examples of interactive maps
 Exact location of stop (possibly with a photo of the




stop)
Scheduled departure times for that stop
Key destinations proximate to the stop
Connecting transit services

www.deltarides.com
http://www.trilliumtransit.com/clients/mou
ntain_rides/map.php *
*Demo created by Aaron Antrim‐Trillium Transit

 Schedules in html, PDF and download for PDA
The schedules should be easily accessible:
 For on‐screen reading (html format will allow them to be read by a screen reader used by persons
with sight impairment)
 As PDF for printing
 For download to a PDA (for example, as an I‐Phone App)
 Fare Calculator
An easy to use fare calculator (such as the one found on visitmariposa.net) should be included. It should
allow the user to ask for one‐way or round trip fares and should allow for the inclusion of one free child
with each adult. (http://www.visitmariposa.net/bus.html)
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 Reasons to Ride list with links to details
To promote the advantages of riding YARTS and deliver logistics information in a fun format, it is
recommended that the website include a “Reasons to Ride YARTS” list that parallels the brochure
discussed previously. Each reason would be a link which offers the viewer more information about the
specific aspect of service – for example, Just how much you can save by riding YARTS instead of driving,
or exactly where the P&R lots are located.
 Stop on Demand
There needs to be a clear distinction between “Stop on Demand” stops shown on the schedule and
courtesy stops made to accommodate hikers and backpackers inside the park. Different terminology for
each would be appropriate. For example: Request Stops (to designated stops on the schedule) and
Courtesy Drops (to designate unscheduled drop off points where there is no boarding).
Along with the policy about unscheduled stops, the website should include a clear list of non‐designated
stops where it is safe for the bus to drop‐off passengers at trailheads or other destinations along the
route. This is likely to be far more useful to passengers (who are likely not as familiar with the route as
YARTS staff and drivers) and might provide encouragement for them to use YARTS to get to places they
may have thought inaccessible by bus. YARTS staff should work with local hiking enthusiasts to construct
this list and annotate it with the locations of trailheads and recreation sites.
 Dedicated landing pages for specific types of visitors
One great advantage of the internet is the ability to provide targeted information to specific ridership
segments. For example, the website might include a dedicated page for Amtrak riders, Greyhound
passengers and backpackers. These targeted pages could provide information of specific interest to
these segments under a web address such as www.yarts.com/Amtrak which could be included in
targeted communications and linked from the homepage.
 Multilingual information or translator function
A large percent of YARTS riders are international travelers. While many speak some English, it would be
useful and courteous to provide basic information in other languages . BART’s website (bart.gov) is a
good example of providing key information in several languages (indicated by small flags at the bottom of
the home page). Another approach would be to tie into a translator program that would translate the
entire website. While automated translations are not perfect, they can be useful. It should also be noted
that Google Transit provides information in 12 languages.
 Feedback
The feedback page should give visitors the chance to provide feedback in a variety of ways:
 Ask questions via e‐mail
 Submit compliments, complaints or suggestions via email
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Submit their stories and photos for posting on the website
Provide phone numbers

 Travel Reviews
The travel reviews page should definitely be continued and possibly expanded to be a more inclusive
rider input page. It might include links to:
 General Reviews
 Favorite things to do on a YARTS day trip to Yosemite
 Best hikes using YARTS
 Link to Facebook and Twitter
Links from the homepage should take the viewer directly to YARTS Facebook page or provide the
opportunity to sign up to follow YARTS on Twitter. These are discussed below under Social Media.

Google Transit
 Submit route/schedule information to Google Transit
YARTS should become a partner in Google Transit by submitting its route and schedule information in the
General Transit Feed Specification (GTFS). (For more information visit
http://maps.google.com/help/maps/transit/partners/participate.html)
This will offer YARTS a number of advantages:
 YARTS will be able to include an easy to use Google trip planner on its website – allow potential
riders to plan their trip as they would a car trip.
 Google Transit data can make constructing a truly interactive map for the website much easier.
 Individuals will be able to get YARTS information via Google Maps on their smart phones.
 Individuals looking for driving instructions to Yosemite will be able to click on the transit option
button and get YARTS instructions instead. (Note: Amtrak and the Bay Area transit agencies are
already in Google Transit, meaning that travelers could plan their entire trip from the Bay Area.)
 Websites which use GTFS data (such as TransitandTrails.org) will be able to provide information
about YARTS.

Social Media
For younger populations, social media such as Facebook and Twitter have become primary communications
tools. For older populations with an interest in travel, on‐line forums have long been a place to exchange
information. These social media offer YARTS an opportunity to communicate directly with potential riders
and to join the conversation that riders and potential riders are having about the service.
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 Facebook Fan Page
YARTS should establish a Facebook Fan Page to provide an easy venue for providing timely information
about YARTS and a forum for riders to share their
experiences, questions, comments and stories. Creating a
Examples of transit systems that are
Facebook page is free and quite easy. However, the trick is to
using Facebook and Twitter Effectively
maintain it: Providing timely, useful information on a regular
 Trimet.org – Portland, OR
basis, responding to inquiries and deleting inappropriate
 Bart.gov – Oakland, CA
posts. YARTS may wish to consider enlisting the support of a
 Mountainline.az.gov – Flagstaff, AZ
college marketing intern to provide support for this function.
 Charlottesville Area Transit–VA
Types of information YARTS may wish to convey via
 Busride.org – Morgantown, WV
Facebook:
Go to website, then click on Facebook or
 Service changes, disruptions or delays.
Twitter logos to see what they are doing.
 Enhancements to service (e.g. new park & ride in
Mariposa).
 Helpful travel tips (e.g. bringing bikes along)
 Advantages of YARTS over driving (Reasons to Ride brochure topics).
 Special events going on at Yosemite that might give locals a reason to ride YARTS.
 Twitter
Twitter can be an effective tool for communicating information that you want to get to users
immediately – such as delays, weather conditions or other “timely” issues. Individuals who choose to
“follow” YARTS on Twitter will receive these messages via text messages on their phones. Regular
commuter riders may wish to follow YARTS on a regular basis. Visitors can be encouraged to follow
YARTS during their stay in the Yosemite region to get the most timely information.
 On‐Line Forums
On line forums are a very popular way for hikers, backpackers and other travelers to share information
about their travel experiences. YARTS’ Manager already follows these discussions. This practice should
be continued and YARTS should comment on the discussions when there is information of value which
can be added.

On-Line Links
As noted above, many regional websites already have links to YARTS information. However, many others
that should do not. It is recommended that YARTS initiate a comprehensive effort to inventory and ask for
links on relevant websites such as:





National Park Service
Connecting Transit Services (Amtrak, Greyhound, the Bus, ESTA, Merced Airport)
Jurisdictions and agencies within the service area (Cities, towns, counties)
Chambers of Commerce and Tourism Bureaus in Merced, Mariposa and Mono Counties
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 Hotels along the routes
 Other Yosemite related websites
 Sierra Nevada Geotourism website
This will likely require a combination of e‐mail, snail mail, phone contacts and in‐person requests (as part of
the gatekeeper outreach effort described on page 36). To facilitate the links, provide the gatekeepers with
the YARTS website address, a very brief description of the service and a small logo graphic to use as a link.
You might also offer a reciprocal link on the YARTS website.

32

TRC/Transit Marketing LLC

Customer Experience
Visitor and resident riders have very different
experiences on YARTS. While visitors have the
challenges of doing something unfamiliar, resident
riders encounter the day to day aggravations of
commuting. While both groups are largely satisfied
with YARTS service, there are a few factors which
could enhance the customer experience for each
group.

Residents
 Establish Channel to Communicate Delays
The greatest complaint among commute riders is
the uncertainty caused by frequent delays in
service. While they understand that traffic and weather conditions sometimes make delays unavoidable,
they would like some way to be notified. If/when real time information becomes viable, this would be a
relatively simple process of making the real‐time information available via cell phone/PDA. In the short
term however, a possible strategy is to use Twitter or subscription text messages to convey delay
information. Here is how it might work.
 Riders would be encouraged to register on the YARTS website or sign up to follow you on Twitter.
 The contractor would establish a system to identify when buses are running late. For example,
drivers might be required to phone in when running more than 10 minutes down.
 The dispatcher could then send a brief text message or tweet letting “followers” know what type of
delay to expect and, if possible, when they could expect the bus to arrive.
Other transit systems are using this technique successfully. One example is Mountain Line in
Morgantown, WV.
Note: A first step in this effort would be to talk with commute riders about their ability to receive text
messages and tweets at home, in their offices and at the bus stops in Mariposa, El Portal and Yosemite
Valley.
 Work to ease voucher to ticket conversion
Another concern of commuters is the difficulty of converting the vouchers they receive from NPS to
YARTS tickets at the beginning of each month. Issues include:


Bus running late at the start of the month due to drivers having to sell tickets (this particularly
impacts DNC employees who are required to punch a time clock and do not get vouchers).
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Drivers running out of tickets.

The ideal solution would allow transit tickets to be delivered directly to NPS employees via National Park
Service. (YARTS is working towards this solution with a plan to provide electronic tickets to DOT for
direct distribution to NPS). Until this is possible, consider putting a second employee on the commute
oriented morning runs during the first few days of the month to handle ticket sales.
 Establish Guaranteed Ride Home Program and/or Midday Return Trip
A factor which limits the frequency with which commuters use YARTS is the inability to get home during
the midday – either in an emergency or simply when the workday is shorter than normal (e.g. Fridays).
This situation could be remedied in one of two ways:


Provide a midday return trip (at least as far as Mariposa) which would accommodate the needs of
NPS employees who get off early on Fridays and would provide more flexibility at all times.



Identify a mechanism for offering a Guaranteed Ride Home program. This might be accomplished in
conjunction with NPS (for example, a staff car might be made available in the case of an emergency ),
as it would provide a further incentive for employees to use public transit rather than driving to the
park.

Visitors
 Enhanced Information at Bus Stop/Real Time Information
Enhancing the level and quality of information available at the bus stop
will reduce uncertainty and improve the customer experience for visitors.
This has already been discussed on page 24. However, the uncertainty
experienced when a bus is delayed will remain: “Did I miss the bus? Will I
make my connection to Amtrak? Am I stranded?” Ideally, when AVL is
available, this would be addressed by the provision of real‐time
information displays at major bus stops (particularly within Yosemite). In
the short term, visitors can be encouraged to follow YARTS on Twitter
during their time in the region or to call the toll free number for updated information. However, this
approach would require that the contractor was tracking bus departure times and could provide delay
information via Twitter or phone.
 Family Friendly Fares
During the study outreach, stakeholders discussed how YARTS fares might be more family friendly. Two
issues were raised. (1) One of the advantages of riding YARTS is the savings resulting from the waived
gate fee. However, this is only a benefit on the first day of use, because the Yosemite gate fee entitles a
car to unlimited access for 7 days while YARTS fares are the same every day. (2) For families with several
children, riding YARTS may become significantly more expensive than driving. The free child with each
adult feature of the fares was not broadly understood. To make YARTS fares more broadly attractive the
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free child with each adult fare should be more prominently communicated and included as a selling point
in promotional efforts.
In addition, two possible fare options might be considered:


Family Pass
A Family Pass could be offered and marketed, which would allow two adults and up to three to five
children to ride for a package rate. A reasonable price might be the current round trip fare for two
adults plus a small premium. Hence the family pass from Mariposa to Yosemite might sell for $25‐30.
Merced to Yosemite might be $50‐$60. You may wish to consider making the age for “children”
higher in the family package (e.g. 15) to allow for families with young teens. (Assuming capacity is
available).



Multi‐Day Pass
YARTS offers a three‐day pass, which provides three round trips for the price of two. However it has
not been promoted and is not sold by all vendors. To make YARTS more attractive to visitors who are
staying in the region for multiple days, this pass should be clearly communicated and promoted in
the passenger guide, on the website and through gatekeepers.

 Electronic Fareboxes that Accept Credit Cards and On‐line Ticket Sales
Giving passengers a non‐cash means for purchasing tickets would improve customer convenience and
speed boarding. Two ways in which this might be accomplished:
 Fareboxes that could accept credit cards would eliminate the need for passengers to have cash
(electronic fareboxes are included in the capital plan).
 Advance ticket sales through the YARTS website would allow passengers to pay for and print their
tickets in advance, reducing uncertainty and committing them to riding YARTS.
Note: The issue of vehicle comfort, which was highlighted in the research report, is not discussed here because
it is already being addressed by YARTS.
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Visitor Gatekeeper Marketing
In the on‐board survey, 13% of riders said they got YARTS information at their hotel or lodging establishment,
10% from a Visitor Center, 6% from Amtrak and 25% said “someone” told them about it. In total, a lot of
riders find out about YARTS from a gatekeeper – a tourism industry organization or employee. This section
will address how YARTS has and should continue to work with gatekeepers to convey information about
YARTS.

Current Efforts
YARTS management has long recognized that hotels, visitor centers
and ticket sales outlets are important channels for conveying
information to potential riders. To provide these gatekeepers with
the information they need to act as promoters for the service,
YARTS has distributed the binder shown at the right to nearly 60
establishments. The binder includes: contact information, route
and schedule information for both routes and frequently asked
questions. Establishments are encouraged to keep the binder at the
front desk for use by staff in answering visitor questions. Updated
page inserts are sent out seasonally to provide up‐to‐date schedule
information.
A poster, similar to the cover of the binder has also been distributed to gatekeepers for posting in their
window or on a bulletin board.
Visits to hotels located in Mariposa, conducted as part of the study process, found a mix of awareness about
YARTS. At some locations, front desk staff had the binder handy and could answer questions about the
service. At other establishment no information about YARTS was available.

Recommended Strategies
Increase Frequency and Level of Contact with Gatekeepers
To better capitalize on the role of gatekeepers as salespeople for YARTS, it is recommended that more
frequent and direct contact be established. This can be initiated with the distribution of information displays
(see page 21) , but will need to be followed up with a systematic program of periodic gatekeeper contact and
distribution of promotional materials. The targets of this effort will be:




Front desk staff a hotels and motels
Campsite hosts
Visitor center employees
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These individuals need to be educated about what YARTS has
to offer and how it works. They also need to be provided with
promotional tools which they can use to communicate with
potential YARTS riders and the opportunity to become a ticket
sales outlet. These efforts must be repeated frequently since
staff turnover or forget, materials are depleted and service
changes seasonally. Ideally, contact should occur monthly, at
a minimum quarterly.
 Staffing/Tasks
This will clearly require support beyond YARTS limited
staff. One possibility is to establish a part‐time position
(paid or volunteer) and/or an agreement with a partner
organization in each community that would be responsible
for visiting a defined set of gatekeepers each month to
perform the following tasks:


Speak with gatekeepers to insure they are fully aware
of YARTS and the available promotional tools.



Freshen the display as needed.



Update the information binder.



Replenish supplies of brochures, schedules and
posters.

A part‐time position should be structured to allow for a
higher level of effort at the beginning of each season, and
a maintenance level throughout the year. If a volunteer is
recruited, a free annual YARTS pass might be sufficient
incentive. If a partner organization is recruited, such as the
Chamber of Commerce, a fee or in‐kind trade might be in
order.
 Coverage Areas
Given the expanse of the service area, separate
arrangements would probably need to be made for each
community/area. Gatekeepers which should be included:


Mariposa (a dozen hotels, Visitor Center, ticket sales
outlets).



Midpines (KOA, Bug Hostel, other lodging).
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El Portal (Cedar Lodge, Yosemite View Lodge, El Portal Market, other lodging and campgrounds).



June Lake (hotels, campgrounds, RV parks and visitor center).



Lee Vining (hotels, campgrounds, Lee Vining Chamber, Mono Lake Visitor Center, Tioga Mobil Gas
Mart, Forest Service Visitor Center).



Mammoth Lakes (Visitor Center, Mammoth Mountain Inn, Shilo Hotel, other lodging proximate to
stops).



Merced (Transpo Visitors Center, Amtrak, Hotels) ‐ It is likely that YARTS staff could handle locations
in Merced.

There are also establishments located within Yosemite National Park (Yosemite Lodge, Curry Village,
White Wolf Lodge, Crane Flat Gas Station, Yosemite Valley Visitor Center, Tuolumne Meadows Visitor
Center, Tuolumne Meadows Store, etc.) where YARTS needs to maintain contacts and information
displays. These may be combined with the Mariposa County position, or treated separately.

Give Tourism Employees the YARTS Experience
Most tourism employees have never ridden YARTS and hence cannot speak to customers with firsthand
knowledge. Two suggestions for remedying this situation came from stakeholders interviewed as part of the
study outreach.
 FAM Tour Using YARTS
Use a YARTS bus to transport tourism employees from Mono County and/or Merced/Mariposa to
Yosemite as part of a familiarization tour sponsored by the park at the start of the summer season. This
would give the employees the experience of using YARTS and would provide an extended opportunity to
talk to them about how YARTS works and its benefits. In addition, the on‐bus time could be used by NPS
staff as part of their presentation time.
 Free YARTS tickets for tourism employees at start of season
During an initial round of contacts with tourism employees at the beginning of the summer season offer
all hotel/motel, campground and visitor center front line staff persons a pair of free roundtrip tickets on
YARTS (valid only during a specified pre‐season period) so that they can take a friend or family member
on a day trip to Yosemite. As with the FAM tour, this would give them firsthand experience about YARTS
that they could impart to co‐workers and customers.

Work with Tourism Bureaus to Encourage Inclusion of YARTS in
Travel Packages
YARTS is already included as a component of tour packages created by and some tour bus companies. (They
find it more cost effective and flexible to have passengers use YARTS to travel from the hotel to the park,
than to pay the $300 fee to take the tour bus into Yosemite.) Other tour packagers should also be
encouraged to build packages that include YARTS as the final leg of the trip to Yosemite. This can best be
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initiated by the local tourism bureaus (Mono, Mariposa and Merced Counties) and the State of California
tourism program. These organizations work to promote travel to the Yosemite region.
To facilitate this effort, YARTS will need to provide the tourism bureaus with information about YARTS
services and ticket prices a full year in advance of the season being sold.

Actively Participate in Yosemite Gateway Partners
YARTS should continue to actively participate in Yosemite Gateway Partners meetings as a venue for
interacting with a wide variety of gatekeepers for Yosemite visitors.

Submit Updated YARTS Information to Travel Guide Publishers
Guidebooks are a source of information about YARTS for a small number of visitors (3%). To facilitate the
inclusion of accurate information about YARTS in guides relating to the Yosemite region, an annual mailing to
guide book publishers is recommended. The mailing can simply include a letter asking them to include YARTS
in their guide, along with a copy of the current passenger guide. The most popular guidebook publishers
include:
 Lonely Planet
 Rough Guides
 AAA/CAA Tour Book
 DK Eyewitness
 Fodor’s
 Frommers
 Michelin Guide
A complete list of guide book publishers with links to contact information can be found at:
http://en.wikipedia.org/wiki/Guide_book#Guide_book_publishers
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Co-Marketing with NPS/DNC
Since Yosemite provides the focus of the transit service, YARTS’ most
important marketing partners are the National Park Service and
Delaware North Corporation. There are a number of opportunities for
co‐marketing efforts.

Current Efforts
A key strength of the YARTS program is the partnership which has been
forged with the National Park Service – both as a funding and marketing
partner. NPS already provides YARTS with a number of
communications channels for reaching both park employees and
visitors.
 Inclusion of YARTS information on Yosemite National Park website,
maps and publications relating to transportation.
 The Yosemite Valley Shuttle Guide and maps at the shuttle bus
stops include an icon indicating which stops are also served by
YARTS. YARTS is defined in the legend (by name), but no
additional information is provided (e.g. website).
 The Yosemite website includes information about YARTS under
“Directions,” and a link to the YARTS website.
 Inclusion of YARTS information on DNC’s yosemitepark.com
website.
YARTS is referenced on DNC’s website, but the reference is pretty
well buried under Directions and there is no link. There is no mention of YARTS on the Public
Transportation page which deals only with service operated by DNC.
 Inclusion of Yosemite Shuttle Information on YARTS website.
On the Travel Planning page of the YARTS website, there are links to a variety of connecting transit
services including the Yosemite Valley Shuttle.
 Dissemination of YARTS information to employees.
New NPS employees at the park are told about YARTS during the orientation program when they are
informed of the federal transit benefit program.
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Recommended Strategies
To Reach Visitors
 Provide YARTS poster for display on‐board Yosemite Shuttle vehicles.
Many visitors return to Yosemite again and again, so it makes sense to educate them about YARTS during
one visit to the park to encourage them to use the bus on their next visit. One way to do this is while
they are on the Yosemite Valley Shuttle vehicles. Attractive posters on‐board the vehicles tell riders
about various aspects of Yosemite, but there is currently no information about YARTS. It is
recommended that YARTS work with NPS and DNC to create and post an attractive poster that
encourages visitors to avoid the driving and parking hassles and save money by riding YARTS to the park.
 Feature Yosemite Shuttle Info on YARTS Guide and Website
Availability of the Yosemite Valley and Tuolumne Shuttle services should be promoted on YARTS
passenger guides and website as it provides an “extension” of the public transit service and gives riders
easy access to everything the park has to offer.
 Enhanced Listing for YARTS in Yosemite Guide
Currently the Yosemite Guide includes a listing for Yosemite Area Regional Transportation System with
the web address under Regional Info. Ask NPS if it would be possible to enhance the listing by having a
separate heading that reads “Public Transit to Yosemite” and/or the text “Public Transit to Yosemite from
Merced, Mariposa and Mono Counties.”
 Improved Visibility for YARTS on DNC yosemitepark.com Website
This is the website visitors will use to make reservations for lodging and activities at Yosemite. Work with
DNC to make information about using YARTS to get to the park more visible.
 Park Outreach Program
NPS conducts outreach programs to local schools and organizations. Once the new collateral materials
are printed, YARTS should meet with the outreach coordinator to insure that they have complete
information about YARTS to distribute during their presentations. The contact is:
Santiago Palacio, Community Outreach, Santiago_Palacio_Jimenez@nps.gov, 209‐372‐0359

To Reach Employees
 Provide YARTS Passenger Guide to NPS and DNC for Distribution to Employees at Orientation and
through Employment Offices
The new schedule brochure for Route 140 should be provided to NPS and DNC for distribution to
employees during their orientation programs. A commuter oriented version of the schedule should be
created which includes commuter fares ,information about exchanging vouchers for tickets and other
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information of specific relevance to employee riders. This commuter specific information can be
imprinted on an employee edition of the brochure or can be included as an insert panel.
 YARTS Information Display for HR Offices
Insure that YARTS Information is readily available to NPS and DNC employees who may not be regular
YARTS riders by providing the HR departments with a YARTS display and maintaining their supply of
schedule brochures.
 Work with DNC to Encourage Ridership
DNC has chosen not to subsidize fares because YARTS serves only a portion of their employees and shifts.
However, continue to talk with DNC about potential incentives for their employees to use YARTS and/or
service changes which would make YARTS a more viable option. At a minimum, they may be willing to
act as a commuter pass sales agent for their employees reducing the burden of on‐bus sales.
 Periodic YARTS information in Daily Briefing to Employees and Posted in Employee areas
YARTS should continue to provide periodic information about services changes, enhancements and
advantages for inclusion in NPS’s daily employee briefing publication. In addition, providing NPS with
targeted posters (8 /12” X 11”) for posting in employee areas can be an effective communications
strategy for reminding employees about YARTS.
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Co-marketing with Connecting
Transportation Services
Many of YARTS riders, particularly on Route 140, come to the region via another public transportation mode
– Amtrak, Greyhound, Horizon Air (Mammoth Lakes) or Great Lakes Air (Merced). While they are in the
region, they may also use local transit services (ESTA, The Bus and the
Yosemite Shuttle) to get around. All of these connecting transportation
providers offer opportunities for co‐marketing.

Current Efforts
YARTS has worked closely with Amtrak to market YARTS as a Thruway Bus
for Amtrak riders going to Yosemite. YARTS schedule information is
included on the Amtrak schedule for their San Joaquin line and Amtrak
passengers are able to purchase YARTS service as part of their Amtrak
ticket. Amtrak pays YARTS a contracted amount for Thruway service. In
addition, many other Amtrak riders simply purchase a ticket to Merced
and then buy their YARTS ticket on the bus. YARTS partnership with
Amtrak contributes greatly to ridership.
Greyhound also delivers many customers to YARTS at their station at
Transpo, the intermodal transit center in Merced. In the past there has
not been a formal arrangement between YARTS and Greyhound, however
YARTS staff is currently working with Greyhound to establish a through‐
ticketing agreement.
YARTS has also worked, to a lesser extent, with the airlines which serve
Merced and Mammoth Lakes, and has purchased advertising in their on‐
plane publications.

Recommended Strategies


Website Links and Passenger Guide References
Ask for a YARTS link on the websites of all connecting transit services and for references in their
passenger guides. This will allow passengers using those services to see that they have the option of
connecting to YARTS for trips to Yosemite.
 Amtrak (on the Merced station page and San Joaquin Schedule)
 Greyhound (on the Merced station page and appropriate route schedules)
 Merced Airport (on their homepage)
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 Mammoth Lakes Airport (on their homepage)
 ESTA (on their Bus Routes page and passenger guide)
 The Bus (currently under Rider Info/ Regional Transportation)


Enhance Information Displays at Amtrak and Transpo in Merced
Amtrak and Transpo are two of YARTS’ primary boarding locations. Enhanced passenger information
displays will be particularly important at these locations, as it will aid passengers in making the transfer
from Amtrak, Greyhound or The Bus to YARTS.



Mammoth Lakes Bus Stop Displays
All bus stops in Mammoth Lakes (131) have display panels with information about the routes serving that
stop. At many stops, served by only one or two routes, there is open space on the displays which could
be used for a small ad about YARTS. Work with the town of Mammoth Lakes and ESTA in advance of
next summer’s sign production to determine if this is viable.



Provide Connecting Transit Information On‐board YARTS Buses.
On page 25, the strategy of providing local and connecting transit information on‐board YARTS buses was
discussed. This would let passengers know what their transportation options will be when they get off
YARTS (either in Yosemite or back in the community where they are staying) and would serve to promote
YARTS local transit partners.



YARTS Posters Targeting Residents on The Bus and ESTA Buses
For residents of Yosemite region communities, YARTS offers an economical option for a day‐trip to
Yosemite. Ask ESTA and The Bus to provide on‐bus space for a poster promoting YARTS and Yosemite
Day Trips to local riders.
For Example, in Merced the poster might feature a photo of a couple or family boarding YARTS at
Transpo and focus on the benefits of experiencing the Yosemite Valley for the day with no driving or
parking hassles, no gate fees and no charge for children*.
In Mono/Inyo County, the poster would mention both Tuolumne Meadows and Yosemite Valley.
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Advertising
The target markets for YARTS are broadly distributed throughout the state, the nation and the world. Cost
effectively reaching them with traditional advertising is very difficult. For that reason, this plan has focused
primarily on efforts which provide on‐going marketing value (passenger information displays, on‐line
presence, etc.) rather than media advertising.

Current Efforts
In the past YARTS has used a significant portion of its very limited marketing budget to place media
advertising in targeted channels including:


Airline travel magazines (Alaska and Great Lakes Air)



Sierra Heritage Magazine



AAA Via Magazine



Westways



Yosemite Experience



California Visitors Guide and Travel Planner



Yosemite.com



Local Newspapers

During FY 2009‐10, about $25,000 was allocated for advertising and promotional expenses.

Recommended Strategies
Given YARTS very limited marketing budget, it is recommended that media advertising be utilized only when
it provides very targeted and sustained exposure to a primary target market. For example:
 Yosemite Insert in California Visitors Guide and Travel Planner
This piece allowed YARTS to join forces with a wide variety of Yosemite Gateway partners to promote
YARTS along with the region. It was a piece that travelers interested in Yosemite would likely tear out
and keep, hence providing on‐going value.
 Campgrounds of Mono County
During the outreach phase of this project, the consultant came upon a map of the campgrounds of Mono
County. This would likely be another example of an inexpensive, but highly targeted communications
channel for reach the key Route 120 market – hikers and backpackers.
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 Favorite Hikes Map
YARTS was featured in a Favorite Hikes of Yosemite map sponsored by Nature Valley. Like the
publications listed above, this is a piece that Yosemite travelers will keep and refer to providing sustained
exposure and a reminder that they have a public transit option for reaching the park.
 On‐line Advertising
To the extent possible, YARTS should work to get free on‐line exposure through links and information on
gatekeeper websites. However, if resources allow, you may wish to commit a small portion of the budget
to on‐line advertising, purchasing banner ads on Yosemite related travel website.
It is not recommended that YARTS continue to advertise in airline magazines or other general audience travel
publications unless it is done as a cooperative effort with other Yosemite Gateway Partners. In addition,
advertising in local publications is likely to be less cost effective for attracting local riders than enhancing
passenger information programs.
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Local Outreach
For local residents, YARTS offers economical transportation to Yosemite and an option for regional intercity
travel. Currently local non‐commute riders make up a small but significant share of ridership on Route 140
(15%) and are virtually non‐existent on Route 120.

Current Efforts
In the past YARTS has used a combination of advertising, promotion and outreach to build visibility and
encourage utilization among the local population. Efforts have included:
 Ads in local weekly papers in Merced, Mariposa and Mono Counties
 Radio promotion that included giveaway of trip to Yosemite with lunch at Ahwahnnee
 YARTS Manual at Student Services at UC Merced and Merced College
 Presentations at Service Clubs – giveaway YARTS ticket as raffle item
 Outreach at Seniors Fairs
 National Bike Race – gave away bags with YARTS info

Recommended Strategies
Strategies which enhance branding and passenger information will be effective in building awareness among
and attracting local residents as well as visitors. Beyond these very broad measures, it is recommended that
marketing to reach local residents be focused tightly on those segments with particular potential to use
YARTS. The five highest potential groups, in relative order of potential, include:
 NPS and DNC Employees
This plan has already addressed strategies for reaching these very important commute rider segments
through their employers and enhanced passenger information.
 Yosemite to Merced Travelers
A large number of DNC employees (some with dependents) live in the Yosemite Valley (Summer – 1100,
Winter – 900). In addition, quite a few NPS employees live in the Valley or El Portal. For these
employees, some of whom do not have vehicles, YARTS provides a connection to services, shopping and
continuing transportation in Merced. Enhanced passenger information and possible schedule
adjustments being considered as part of the SRTP are the strategies most appropriate strategies for this
group. Targeted communications through DNC can also address this group.
 Mariposa to Merced Travelers
YARTS provides Mariposa residents with access to jobs, schools, services, shopping and medical facilities
in Merced. When identifying locations for YARTS information displays in Mariposa, consider some that
target local residents – Library, Post Office, Grocery Store, etc. Since this is the “local” market with the
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greatest potential to use YARTS, some local advertising in the Mariposa newspaper would be advisable.
The focus of these ads should be on YARTS as a regional transit service, rather than as access to
Yosemite.
 Outdoor Enthusiasts
Local residents most likely to ride YARTS to Yosemite are those with a particular interest in outdoor
activities – hiking, biking, birding and rafting. Low‐cost marketing to these groups can be accomplished
through:


Outreach to relevant organizations and businesses (bike shops and clubs, hiking clubs, Audubon
society, etc.) in Merced, Mariposa and Mono Counties. Provide relevant businesses with a window
poster and/or YARTS info display.



Work with local newspaper columnists who write about hiking and outdoor activities to incorporate
YARTS into stories.

 College Students (UC Merced and Merced College)
To let students at UC Merced and Merced College know that they have a public transit option for
traveling from Mariposa County to school:
 Continue to provide information to student services, possibly including a YARTS information display
for placement at a high traffic location (student union/cafeteria).
 Ask UC Merced and Merced College to include a link to YARTS under the Transportation/Directions
section of their website, and to provide similar information in their class schedule.
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Corporate Sponsorship
A Corporate Sponsorship could provide a potential source of new revenue for YARTS. Sale of advertising on
YARTS buses is definitely NOT recommended. However establishing a sponsorship relationship with a single,
relevant business could provide significant revenue and promotional value.
LLBean has such a relationship with Island Explorer,
the transit system which serves Acadia National Park
in Maine. Since 2002, they have contributed $2
million to support the transit service because of its
positive impact on the Acadia environment. Island
Explorer buses carry the LLBean logo (as shown at the
right) and the relationship is prominently featured on
the transit’s system’s homepage.
If YARTS seeks a corporate sponsor, several issues would need to be considered. What type of sponsor to
solicit, what does YARTS offer a sponsor and what level of contribution is appropriate. In addition, it would
need to be determined if the contribution is made directly to YARTS or through a non‐profit support group
(such as Friends of Acadia).
 Sponsorship Solicitation
The ideal sponsor would be one with a target audience similar to YARTS and a commitment to
conservation. By having a target audience similar to YARTS, the sponsor would benefit greatly from
exposure to YARTS riders and Yosemite visitors. By having a green image, the sponsor would reflect
positively on YARTS.
A business that provides products for outdoor activities and is strongly associated with conservationism
would be a perfect partner. A few possibilities that fit these parameters include:
 REI
Privately held corporation organized as a consumer’s cooperative. Over 100 stores in 27 states and
9500 employees. 2008 sales $1.43 billion. Headquarters – Kent Washington.
 Patagonia Sportswear
Privately held corporation that manufactures and sells outdoor apparel and equipment . Very strong
focus on environmentalism and environmental causes. Based in Ventura, California.
 Columbia Sportswear
Sportswear manufacturer and largest seller of ski wear. Based in Oregon. 2008 sales of $1.37 billion.
Has purchased a number of other sportswear manufacturers, including San Francisco based
Mountain Hardwear.
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Other types of businesses might be relevant to YARTS and Yosemite in a different way:
 “Health” oriented food company
Nature Valley previously sponsored the Favorite Hikes map and has provided granola bars for
distribution on YARTS buses.
 Green energy company
An energy company with a focus on renewable energy sources.
 Promotional Offerings
A second consideration will be what YARTS can offer a potential sponsor. Exposure might include:
 Sponsor’s logo on the outside of YARTS buses (seen by riders and Yosemite visitors)
Since advertising is not allowed within the National Park System, this would be a singular opportunity
for the sponsor to have exposure within the park (assuming it is acceptable to NPS).
 Sponsor’s logo on YARTS bus stop signs
 Acknowledgement of sponsorship on YARTS homepage with link to sponsor website
 Sponsor logo and acknowledgment on YARTS schedules
 Distribution of sponsor literature on‐board YARTS buses
 Sponsorship Level
Based on the LLBean/Acadia case, a sponsorship level of $250,000‐$300,000 per year might be an
appropriate starting point for negotiations. Yosemite has almost 4 million visitors per year (compared to
3 million for Acadia National Park).
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Implementation Guidelines
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Marketing Resources
Budget
A rule of thumb is that a transit system should spend about 2% of its operating budget on promotional
marketing activities. This is in addition to the amount spent to deliver basic passenger information, and does
not include staff time.
YARTS current “marketing” budget is about 5% of the operating budget. However, this includes staff time,
travel expenses and schedule printing. As a result, the actual amount spent on advertising and promotion of
YARTS is about 1.5%. And the amount spent on passenger information production and printing is negligible.
Implementation of this plan will require two types of expenditures. One‐time expenditures to upgrade
branding and signage and purchase display fixtures, then annual expenditures for passenger information
materials, promotional materials and advertising. In addition, staff time will be required to coordinate the
promotional activities and conduct outreach efforts.
A reasonable level of staff support to allow effective implementation of the plan would include:
 Staff Time…one third to half of a professional staff person (Transit Manager or other) to oversee the
marketing function.
 Part‐time staff (paid or volunteer) and/or local partner support to conduct gatekeeper outreach efforts
and information distribution.
 Marketing intern to provide support for social media function
 Contract support for graphic design, website design and collateral production
Annual costs for materials and advertising (after the one‐time expenses) will require the following funding:
 Passenger Information (Printed, At Stop, Internet)…$15,000 to 20,000
 Promotion & Advertising…$20,000 to $25,000
The dollar amounts shown above include advertising, printing and contract support for graphics/website
maintenance. They do not include staff time, staff travel or other administrative costs.

Staffing
In the past, all marketing for YARTS has been handled in house by the Transit Manager with the support of
MCAG staff. There has been little or no outside support. Effective implementation of this plan will require
outside support in the areas of graphic design, website design and possibly Google Transit implementation.
In addition, additional staff (paid or volunteer) will be required to increase outreach to and contact with
gatekeepers such as lodging establishments and visitor centers.
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A cost effective solution for meeting the staffing needs of the plan might be:
 Contract with free‐lancers or firms that specialize in graphics, website design and Google Transit to
accomplish those tasks. (These costs have been estimated in the implementation budget that follows.)
 Establish a student intern position to provide support for the social media strategies.
 Establish part‐time positions (paid or volunteer) and/or partnerships with local organizations to provide
outreach to gatekeepers in Mariposa and Mono Counties.

Photo Library
Establishing a YARTS digital photo library would facilitate the
development of various marketing tools needed for implementation of
this plan (brochures, flyers, ads, websites, etc.). An easy way to create a
library is to hire a photographer and recruit volunteer “talent” for a day.
This small group would ride the bus to Yosemite, spend the day
photographing the various bus stops and locations within the park and
then ride the bus back. The objective would be to create a broad library
of photos of people using YARTS to experience Yosemite. The
photographer would be provided with a list of desired shots and photo
releases (for when shots include employee or visitor riders). A starter
shot list is shown at the right…the more variety, the better.

Implementation Table
The table that follows provides estimated budgets for the strategies
included in the plan over a five year period. In addition, the table
includes a priority for each strategy. The priorities are defined as.
1 = Immediate Implementation, critical to success of other strategies
2 = Important – Implement in Year 1‐2 if possible and maintain
throughout
3 = Longer Term – Should be implemented when possible (e.g. real
time information, credit card sale of tickets)

STARTER SHOT LIST
FOR PHOTO SHOOT


Employee Riders Boarding,
On the Bus and Alighting in
El Portal



Visitor Riders Boarding, On
the Bus and Alighting at
various Yosemite stops



Visitors boarding at Transpo
and Amtrak



Family with children
boarding



Bike, backpack, luggage
being stowed under bus



Visitors waiting at various
bus stops in Yosemite



Shot of interface between
YARTS and Yosemite Shuttle



Park & Ride Location



Visitors boarding in
Mammoth Lakes, Lee Vining,
June Lake (separate effort)



YARTS bus with major hotels
in background (Cedar Lodge,
Yosemite View, Mariposa
hotels)

4 = Optional, if resources allow
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Priority Strategy
Branding

1
1
1

1‐Time Cost

Vehicles

Capital

Bus Stops

Capital

2011

2012

2013

2014

2015

Brand Continuity

Locally‐Based Passenger Information
Collateral and Displays

1
1
1

Reasons to Ride Guides

$2,500

$4,000

$4,000

$4,000

$4,000

$4,000

Schedule Brochures

$2,500

$4,000

$4,000

$4,000

$4,000

$4,000

Displays

$2,500

$1,000

$1,000

$1,000

$1,000

$1,000

Information at the Bus Stop

1
1
3

Bus Stop Signs
Customized Info Displays

Capital
$2,000

$2,000

$2,000

$2,000

$2,000

$3,000

$500

$500

$500

$500

$500

Website

$10,000

$2,500

$2,500

$2,500

$2,500

$2,500

Google Transit

CalTrans

$500

$500

$500

$500

Real‐Time Information

$5,000
Capital

On‐Bus communications

2

On‐bus Info Display

Internet‐Based Passenger Information

1
2
3
1

Social Media

Staff

Staff

Staff

Staff

Staff

Staff

Staff

Staff

Staff

Establish Channel to Communicate Delays

Staff

Staff

Staff

Staff

Staff

Ease Voucher to Ticket Conversion

Staff

Staff

Staff

Staff

Staff

Operations

Operations

Operations

Operations

Operations

On‐Line Links

Customer Experience
Residents

2
2
2

Guaranteed Ride Home and/or Midday Return
Visitors

2
2
3

Enhanced Info at Bus Stop/Real Time Info
Family Friendly Fares
Credit Card Sales On‐Bus and/or On‐Line

Priority Strategy
Visitor Gatekeeper Marketing

1
3
3
2
4

1‐Time Cost

Gatekeeper Contacts/Info Distrbution

2011
Staff

Give Tourism Employees YARTS Experience

$2,500

2012
Staff
$2,500

2013
Staff
$2,500

2014
Staff
$2,500

2015
Staff
$2,500

Tourism Bureaus/Travel Packages

Staff

Staff

Staff

Staff

Staff

Yosemite Gateway Partners

Staff

Staff

Staff

Staff

Staff

Submit Info to Travel Guides

Staff

Staff

Staff

Staff

Staff

Co‐Marketing with NPS/DNC
Visitors

2
2
3
3
3

YARTS Poster on Shuttle Buses

$1,000

$1,000

$1,000

$1,000

$1,000

$500

$500

$500

$500

$500

$1,000

$1,000

$1,000

$1,000

$1,000

$20,000

$20,000

$20,000

$20,000

$20,000

Shuttle Info on YARTS Guide & Website
Enhanced Listing for YARTS on Yosemite Guide
Improved Visibility on yosemitepark.com
Park Outreach Program
Employees

2
3

YARTS Brochure for Employee Orientation
YARTS Display in HR Offices

$200

Co‐marketing with Connecting Transportation Services

2
1
3
3
4

Website Links and Passenger Guide References
Enhance Infor Displays at Amtrak and Transpo

Capital

Mammoth Lakes Bus Stop Displays
Provide Connecting Transit Info On‐board YARTS
YARTS Posters on The Bus and ESTA Buses

Advertising

3

Highly Targeted, Sustained Exposure

Local Outreach

3
3
3
3

Yosmemite to Merced Travelers

$250

$500

$500

$500

$500

$500

Mariposa to Merced Travelers

$250

$2,500

$2,500

$2,500

$2,500

$2,500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Outdoor Enthusiasts
College Students

Staff
$250

Priority Strategy
Corporate Sponsorship

2
TOTAL

Solicit Corporate Sponsorship

1‐Time Cost

2011

2012

2013

2014

2015

$43,000

$43,500

$43,500

$43,500

$43,500

Staff

