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MARKETING & COMMUNICATIONS 

Objectives 

1. of UP Express, understanding and perception 
2. - stimulating enthusiasm, engagement and developing positive influential 

advocates 
3. I - engage strategic business partners 
4. I - foster a positive perception, contributing to the pride and 

prosperity of UP Express, Metrolinx and the Government of Ontario 

Target Market Breakdown 

Leisure Local - 32% 
> l , - - 'i ' >1 'o 

Leisure Visitor - 28% 
Business Visitor - 24% 

*SDG Ridership Study 
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MARKETING TACTICS PLAN 
Purchase Decision Model & Decision Journey Model 

Because UP Express is a new service there is a need to generate awareness, trail, 
activation and usage of UP Express' service at the 'Initial Consideration' trigger point so that 
UP Express becomes part of travelers consideration set in the future. The model below 
represents the likely path for UP Express' customers with the trigger defined as the need to 
travel to or from Toronto Pearson. , ,, 

^ Loyalty Loop 

Priority #1 in changing behaviours 
Intercept traveler's behaviour at Toronto Pearson; 
therefore, the ability to drive signifi iwareness 
through to purchast u> kly is a key priority. 

t fc: hd,.i: 

IBB 

c Active 
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Initial 
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Purchase 
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Priority #2 in changing behaviours 
Influencing the customers travel planning 
process regarding ground transportation 
decisions to and from the airport. 

The decision points pre and post actual usage of UP Express (blue boxes above) will be UP Express' focus as it executes the Tactical 
Marketing Plan. 
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MARKETING EFFORTS WILL HELP TO 
INCREASE DEMAND 

Total Toronto Pearson air passenger market 2.3M 2.4M 
2.1M 

1.8M 

ln-scope market based on identified catchment 
areas 

he Union Pearson Express is expected to 
apture 2.3M riders in 2018' 

1.1M2 

2015 2016 2017 2018 2019 

Marketing investments are required to drive awareness and trial in order to meet base 
ridership forecasts 
There are opportunities to increase ridership [—by targeting new markets 
which were excluded from the base ridership forecasts, including meeters and greeters, 
long layover passengers, first/last mile partnerships, airport employees incl. airline 
crews. 
Marketing investments will help to increase demand and improve the ramp-up rate 

1 Source: Ridership and Revenue Forecast, Steer Davies Gleave, 2011 
2 2015 ridership represents the first calendar year of UP Express service or the nine month period from April 2015 to December 2015 
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STRATEGIES & PROGRAMS 
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STRATEGIES & PROGRAMS cont'd 
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PROJECT MILESTONES 
Spring: Commence 
construction on the 
spur line 

Complete all required 
land acquisition and 
right-of-way 
agreements 

March: T1 
station/lounge 
construction 
commences 

March: APfVi 
closes down for 
6 months 

Target 
businesses to 
promote the use 
of UP 

Exclusion per Committee Direction 

Strategic Alliance/ 
Sponsorship Info 
Session 

I 
April: 2 pilot vehicles 
arrive Mass awareness 

campaign 
Uniform design 
revealed 

Customer 
website 
&. A mrs 

m 

Summer: 

Pan Am Games 

Continue to 
deliver a 
seamless. 
relaxing, customer-
focused 
transportation 
experience 

2015/2016 

iviarcn: 
Constructs 
commence 
Bloor Stati 

Summer/Fall: Define 5 year 
business strategy and plan 
Develop the operating plan 
and resource requirements 

PHASE i: Business to Business Marketing 
Strategy & Implementation: target businesses 
for ticket sales and distribution, develop 
strategic alliances f Exclusion per Committee Direction j 

j-.-.-.-.-.-.-.; C0Rtjnue j0 ga|n stakeholder support 

PHASE II: Business to Consumer Strategy and 
implementation. Drive awareness, trial and demand among 
future riders by executing a launch plan targeted to users and 
the general public, create a mass campaign targeted to all 
profiles (ie: social media campaign, pre-launch hype program, 
airport & union station program) 

Summer 2013: 
Union Station 
construction 
commences 

June: Complete 
spur line 
construction Exclusion per Committee Direction 

April: Official 
Launch of UP 
Express Service 

Fall/Winter: 
-Commission spur line signalling 
-All station construction completed 
-Complete the on line service 
facility 

* Fiscal Years 
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