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SUMMARY
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2010 MARI-GO TRANSIT MARKETING PLAN

EXECUTIVE SUMMARY
The Mariposa Local Transportation Commission (LTC) contracted with TPG Consulting, Inc. to prepare a Marketing Plan update
for their Mari-Go dial-a-ride service. This Marketing Plan provides an assessment of the current Mari-Go service, including current
marketing efforts and service challenges, and responds to public transportation needs and system goals. Key among the
identified challenges is the lack of familiarity and/or awareness of the Mari-Go system among the general public, and the
restrictive nature of current service schedule.

Marketing Objectives
Based on the nature of the current service, six marketing objectives have been identified to support achievement of the service
goals.
1.
2.
3.
4.
5.
6.

Increase Mari-Go’s visibility
Build awareness of service capabilities
Improve user friendliness
Enhance general public access to services
Increase ridership
Simplify marketing tools and efforts
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Target Groups
In seeking to build transit awareness and ridership, Mari-Go must be marketed to a wider cross-section of the public. Some
have immediate potential to use Mari-Go services, while others are unlikely to do so until service changes are implemented to
meet their transit needs.
•
•
•
•
•
•
•

Commuters
Seniors
Persons with Disabilities
Transit Dependent
Medical Transport Clients
Gatekeepers
Tourists

Marketing Strategies
The core of the Marketing Plan is a set of recommended strategies which are organized around the identified objectives.
Strategies detailed within the Plan include:
•
•
•
•
•
•
•

Schedule Brochures
Staff Presentations
Posters
Enhanced Website
Roadside Billboard
Promotional Events
News Releases
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CHAPTER 1 - INTRODUCTION
PURPOSE OF THE MARKETING PLAN
This Transit Marketing Plan for Mariposa County Transit (also known as Mari-Go) was developed to provide the Mariposa Local
Transportation Commission (LTC) and the County of Mariposa with an efficient and cost-effective marketing program that will
increase public awareness of the existing Mari-Go transit services.
Marketing is a philosophy, or a management orientation that stresses the
importance of customer satisfaction and includes all the activities required to
implement this philosophy. It involves clearly defining a product or service in order
to maximize its potential. Transit marketing involves clearly defining transit service
goals and developing strategies to promote those goals to transit customers. A
critical component to successful transit marketing is the promotion of services to
both potential and existing riders; maintaining long-standing riders is just as, or more
important than generating new ridership.
A successful marketing program is built around four focal points:

Marketing is defined by the American
Marketing Association as the process
of planning and executing the
conception, pricing, promotion, and
distribution of ideas, goods, and
services to create exchanges that
satisfy individual and organizational
objectives.

Product:

The features and attributes of a product or service. For Mari-Go this is the friendly,
convenient, and economical dial-a-ride service they provide to the public.

Place:

Where and how a product or service is delivered. This is Mari-Go’s service area
(Mariposa County and beyond).

Price:

The charge for the product or service. This is Mari-Go’s fare structure.

Promotion:

Informing customers about the products and services offered. This includes Mari-Go’s
passenger information systems and special event services.
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A marketing plan should reflect the role that transit plays in the community and service area by targeting current and potential
users. Transit services typically have a very definitive market, defined by the social and economic make-up of the areas they
serve, as well as the type of service provided. A marketing plan should focus on community outreach with this transit market in
mind. By reaching target markets with published materials and literature the community will gain a higher level of understanding
of the transit service provided, and passengers will receive valuable information to assist in their use of the system, potentially
leading to an increase in ridership and service productivity.

MARKETING PLAN GOALS
The Mari-Go Marketing Plan was developed to help further the Mariposa County Local
Transportation Commission’s (LTC) goal of providing a public transportation system that meets
a wide variety of travel needs for all county residents. It will assist the LTC and Mari-Go in
accomplishing the following:
 Increase awareness of the transit services
 Expand ridership
 Increase fare revenue
To that end, the existing Marketing Plan was updated to focus resources and efforts on
the system’s target markets within the County, through a traditional marketing approach
which reflects both community and service values. The information reviewed and
analyzed for this document was collected from a variety of sources including LTC and
County staff, current Mariposa County Transit passengers, stakeholders, and local area
residents.
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CONTENTS OF THE MARKETING PLAN
The 2010 Mari-Go Marketing Plan is presented in three sections:
Chapter 1 – Introduction
This section discusses the purpose of transit marketing, and details the goals of the 2010 Mari-Go Marketing Plan.
Chapter 2 – Market Assessment
This section provides the basis for the recommended Marketing Plan. It includes a summary of the current transit services
provided within Mariposa County, identifies the key issues and challenges limiting the current service, and provides a review of
current marketing practices. In addition, this section presents findings of a public needs survey and passenger surveys
conducted for this project. The section culminates in a discussion of service recommendations based on the existing system
analysis.
Chapter 3 – Marketing Plan
This section outlines a plan for marketing the Mari-Go transit services. It details the marketing objectives to be addressed by
Mari-Go and the LTC, and identifies the target markets that efforts should be focused on in order to increase ridership and
service productivity. This section also provides a menu of marketing strategies that Mari-Go and LTC can employ to fulfill their
marketing objectives. A five-year budget is included to implement the Marketing Plan.
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CHAPTER 2 – MARKET ASSESSMENT
SERVICE AREA PROFILE
Mariposa County Transit operates primarily within Mariposa County. However, the system does provide service beyond the
County limits to the cities of Merced (in Merced County), Sonora (in Tuolumne County), and Fresno (in Fresno County).
Mariposa County has a rural land area of approximately 1,460 square miles, situated in the western foothills of the Sierra Nevada
Mountain Range. The eastern half of the County is dominated by a portion of Yosemite National Park. The County is bordered by
Merced County to the west, Madera County to the southeast, and Tuolumne County to the north. The County seat is located in
the town of Mariposa. The county contains no incorporated cities, but Mariposa is recognized as a census-designated place.
According to the U.S. Census, the County has grown by approximately 3.9%, from a reported 17,130 residents in 2000, to an
estimated 17,792 residents in 2009. This population is not congregated within any specific regions, but is dispersed throughout
the County; the County’s population density is approximately 237
persons per square mile. Only 8% of the County’s population
Mariposa County
resides within the town of Mariposa.
Population by Age
6000
5000
Population

For continuity purposes, the remaining demographic data was
extracted from the 2000 U.S. Census. The 2000 Census revealed
that 51% of Mariposa County’s population is male (8.762), and 49%
is female (8,368). Of the total population, the majority are working
age adults; 24% are between the ages of 0 and 19, 30% are
between the ages of 20 and 44, 29% are between the ages of 45
and 64, and 17% of the population is 65 years of age or older. The
median age is 42.9. The County’s population is predominantly
Caucasian (89%), with no significant minority populations.

4000
3000
2000
1000
0
0-19

20-44

45-64

65+

Age
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There are 6,613 households in the area, with an average household size of 2.37 persons. The median household income is
$34,626. However, 37% of households have incomes under $25,000, and 11% of families are below the poverty level. The
total labor force is 7,958 persons. Most of these are employed in arts, entertainment, recreation, accommodation, and food
services (1,571), and in education, health, and social services (1,211). According to the California Employment Development
Department (EDD), 9 of the County’s 25 major employers are located within or near Yosemite National Park. The other 16 major
employers are located within the town of Mariposa (see Table 1).

Mariposa County
Commuter Modes
Drive Alone

64%

Carpool
Public Transit

17%
1%

Walk

10%

Other Means

3%

Telecommute

5%
0%

20%

40%

60%

Percent of Total Commuters

80%

Along with age and income, mobility and access to vehicles are
key population characteristics to explore when determining transitdependent populations within an area. These characteristics
produce physical, financial, legal, and self-imposed limitations
which generally preclude individuals from driving, leaving public
transit as a viable mode of transportation. According to the 2000
Census, 21% of the County’s population over the age of five has a
disability. Fifty-two percent (52%) of this disabled population is
employed in the work force, and 29% is sixty-five years of age or
older. Of the 6,613 reported occupied households within the
County, 377, or 6% have no vehicle available for use, and 29% of
households have only one vehicle available for use. Of the 6,646
workers that commute to work, only 1% use public transportation.
The median commute time to work is 32 minutes.
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TABLE 1: MAJOR EMPLOYERS IN MARIPOSA COUNTY
Employer (listed in alphabetical order)

Location

Industry

Ahwahnee Dining Room
Ahwahnee Hotel
Cedar Lodge Motel
CKC Laboratories, Inc.
Forestry & Fire Protection
Home Health Agency
John C Fremont Health Care District
Mariposa County
Mariposa County Unified School District
Mariposa Fairgrounds
Mariposa Marketplace
Mather Family Camp
Miner’s Inn Restaurant & Lounge
Pioneer Market
Redwoods in Yosemite
Tavis Corporation
Tenaya Lodge
Triple D Corporation
Yosemite Concession Services
Yosemite Institute
Yosemite View Lodge

Yosemite National Park
Yosemite National Park
El Portal
Mariposa
Mariposa
Mariposa
Mariposa
Mariposa
Mariposa
Mariposa
Mariposa
Yosemite National Park
Mariposa
Mariposa
Yosemite National Park
Mariposa
Fish Camp
Mariposa
Not Available
Yosemite National Park
El Portal

Restaurant
Hotel/Motel
Hotel/Motel
Laboratory - Testing
Government – Forestry Services
Home Health Services
Hospital
Government - County
Schools
Campgrounds
Antique Dealer
Campgrounds
Restaurant
Grocer - Retail
Resort
Measuring/Controlling Devices (Mfr)
Resorts
Retail Developer
Service Station – Gas & Oil
School
Resort

Source: California Employment Development Department (EDD)
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CURRENT SERVICES
Transit service in Mariposa County dates back to July of 1988 when the County first began offering curb-to-curb demandresponse service to the general public. Today Mariposa County Transit operates two transit services: Mari-Go and Medi-Trans.
The services are operated through the County of Mariposa’s Community Services Department, and administered by the
Mariposa County Local Transportation Commission. Both services are combined under the Mariposa County Transit program
budget.
Mari-Go
Mari-Go is a general public dial-a-ride service that offers curb-tocurb transportation within specific areas of the County and
beyond. Mari-Go operates Monday through Friday, from 8:30 am
to 4:00 pm, excluding New Year’s Day, Martin Luther King Day,
President’s Day, Memorial Day, Independence Day, Labor Day,
Columbus Day, Veteran’s Day, Thanksgiving Day (and the Friday
following), and Christmas Day. Riders must call daily to arrange for
service. Trip requests are recommended by 8:30 am on the day
service is needed, and riders may call the previous day to schedule
a trip.

MARIPOSA COUNTY
LOCAL TRANSPORTATION COMMISSION
Dana Hertfelder, Executive Director
Barbara Carrier, Admin. Analyst/Transportation Planner

MARIPOSA COUNTY TRANSIT
Mary Williams, Director of
Community Services

Mari-Go operates two buses: a South County bus and a North
County bus. The South County bus operates out of the Mariposa Senior Center, and serves the town of Mariposa and
communities located along Highway 140 between El Portal and Merced, and communities along Highway 49 between
Mariposa and the Mariposa/Madera County line. The North County bus provides service between the north county
communities of Coulterville and Greeley Hill to the City of Sonora (located in Tuolumne County). The North County bus
operates out of the Coulterville Public Works/Corporation Yard. According to the Mariposa County Coordinated Public Transit –
Human Services Transportation Plan (October 2008), the Mari-Go service area is consistent with the County’s “transit
dependent” populations. Table 2 summarizes Mari-Go’s daily service schedule.
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Mari-Go connects with Merced County Transit (THE BUS) in Merced, Tuolumne County Transit in Sonora, and the Yosemite Area
Regional Transportation System (YARTS) at various locations along Highway 140 between El Portal and Merced. Mari-Go usually
picks up YARTS passengers in the towns of Mariposa and Cathey’s Valley (see Figure 1).
TABLE 2: MARI-GO SERVICE SCHEDULE
Day

Area Served

Scope of Service

Hwy 49 North/ Hornitos/ Cathey’s Valley
Mariposa to Merced (along Hwy 140)
Hwy 49 Sout / Bootjack/ Ponderosa Basin
Mariposa – within a 2 mile radius of
transit office
Hwy 140 East/ Midpines / Carter Road
Within Mariposa

One roundtrip to Mariposa town
One roundtrip to Mariposa town
One roundtrip to Mariposa town
8:30 am -4:00 pm

Monday,
Wednesday,
Friday
Tuesday

Coulterville/ Greeley Hill to Sonora Adult Day
Health Care (ADHC)*

One roundtrip to Sonora

Coulterville/ Greeley Hill to Sonora

Special

Coulterville/ Greeley Hill to Mariposa

One roundtrip to Sonora; pick up
starting at 8:15 am, return trip
starting at 2:00 pm
Service available upon request

South County Service
Monday
Tuesday
Wednesday
Thursday
Friday
Daily (Mon – Fri)

One roundtrip to Mariposa town
10:00 am – 1:00 pm

North County Service

* Passengers must be registered clients of the Tuolumne Adult Day Health Care (ADHC) Center in Sonora
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The current Mari-Go fare structure is as follows:
Service Category
In-town (Mariposa)
Under 15 miles (County)
Over 15 miles (County)
To Merced or Sonora

Fare
$1.00 one-way
$2.00 one-way
$3.00 one-way
$3.00 one-way

The Mari-Go fleet consists of three buses; two 12-passenger buses with accommodations for two wheelchairs, and one 10passenger bus. One of the 12-passenger buses is used for the South County service, and the 10-passenger bus is used for the
North County service. The other bus is used as a back-up. All three buses are wheelchair accessible.
Mari-Go currently provides approximately 7,100 one-way trips per year. There is very little ridership on the North County
service. Mari-Go is supported by funds from the Federal Transit Administration’s (FTA) 5311 Program, Transit Development Act
(TDA) funds, Area Agency on Aging (AAA) grants, and farebox revenues. AAA funds support senior transportation and service
to the Sonora ADHC.
Medi-Trans
Medi-Trans is a medical dial-a-ride service for Mariposa County veterans, and seniors 60 or older. Service is provided to
medical appointments within the County, as well as to Merced and Fresno. Medi-Trans is available to non-seniors
accompanying riders on a space-available basis. Medi-Trans is operated and dispatched as a joint operation with Mari-Go, out
of the Mariposa Senior Center. Passengers are encouraged to schedule appointments in advance, and many local physicians
schedule appointments around Medi-Trans availability.
The current Medi-Trans fare structure is as follows:
Service Category
Local Mariposa Clinics
To Merced or Fresno Clinics

Fare
$10.00 round trip
$10.00 round trip
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The Medi-Trans fleet consists of three 5-passenger low-floor vans. All three vans are equipped with wheelchair lifts and tiedowns. Funding for the service is provided through VA Hospital, TDA, fare revenues, and donations.
Yosemite Area Regional Transportation System (YARTS)
The Yosemite Area Regional Transportation System is a public transit service serving the counties of Mariposa, Merced, and
Mono, under a Joint Powers Authority (JPA). Since 2000, YARTS has provided fixed route service within Mariposa County along
Highway 140, between Merced and Yosemite National Park. YARTS also provides service along Highway 120 between the Park
and Mammoth Lakes in Mono County. The service is structured towards tourists and Park employees, and schedules vary by
season.
YARTS Highway 140 service can be accessed at bus stops in Merced, Cathey’s
Valley, Mariposa, Midpines, El Portal, and Yosemite Valley. Within the town of
Mariposa, YARTS provides convenient connections to Merced and Yosemite
National Park six times a day, from five convenient roadside bus stop locations (see
Figure 1). According to YARTS ridership data, the Roadside Rest stop is one of the
routes busiest stops.
YARTS fares vary by distance traveled, but range between $1.00 and $25.00
round-trip along Highway 140.

STRENGTHS & CHALLENGES
Mari-Go has a number of strengths that will be important for the successful deployment of marketing efforts. Key among these is
that it provides quality transit service with a smile. Mari-Go drivers and management staff truly care about their clients, and go
out of their way to meet the needs of Mari-Go riders. This high level of service quality is an important factor in providing transit
service in a rural setting. Customers must be confident that rural transit providers won’t leave them stranded.
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Mari-Go also enjoys a loyal, core ridership of Mariposa County seniors. This sect of riders depends on public transportation to
travel to senior services and activities at the Senior Center, for personal errands, and to get to medical appointments. Some
senior riders have no other transportation options available to them, and many live in remote areas of the County.
In expanding its ridership base, and public awareness of the system, Mari-Go also faces some challenges. Key among those is
the double-edged sword of one of its strengths; while seniors make up the core of Mari-Go’s current ridership base, ridership
expansion has been inhibited by the community’s perception of the service as a senior-only service. Furthermore, over the
years, Mari-Go has evolved around the interests and travel needs of the County’s senior programs (such as Senior Center
luncheons), thus limiting the usefulness of the service to additional rider markets.
Another limiting factor to increasing Mari-Go’s ridership base is its restricted hours of service. Current service hours begin too
late, and end too early to accommodate most commuters. Schedule restrictions are further enhanced by the spatial limitations
of the system; low population densities lead to long travel distances (passenger miles only account for 78% of total miles
traveled), which in turn leads to a more costly service, limiting the frequency of service provided. The current service coverage
is not consistent enough to make it a viable travel options for many otherwise potential riders.
Adding to Mari-Go’s service challenges is a lack of funding. In order to provide the
level of service that will satisfy both current and potential riders, Mari-Go will require
significantly expanded revenue streams. During this time of funding shortfalls, Mari-Go
will need to look at ways of using existing resources more efficiently. In addition,
service adjustments must focus on ridership and fare revenue stability. Over the past
few years, Mari-Go has experienced a slight but steady decline in ridership. Ridership
fell by nearly 14% between fiscal year (FY) 2006/07 and FY 2008/09, from 8,225
passengers to 7,084 passengers. In order to continue receiving Transportation
Development Act (TDA) funds, the State of California requires that rural transit
operators, such as Mari-Go, maintain a farebox ratio (ratio of fare revenues to
operating costs) equal to at least 10%. Even with Medi-Trans ridership factored in, the
system only maintained a 10.4% farebox ratio in FY 2008/09; down from 16.8% in FY
2007/08.
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Finally, the Mari-Go service faces a general lack of community awareness. Many Mariposa County residents are not familiar with
the local transit services available to them. Historic marketing efforts have resulted in the misconception that YARTS is the only
local public transit service provider. This problem is compounded by the very nature of demand-response services, which
tend to be invisible to non-users, and the lack of centralized and coordinated service information. The marketing efforts should
focus on making potential riders within a specific service area aware of the public transit services available and how to access
those services.

MARKETING REVIEW
Currently Mari-Go has no formal marketing program, and information provided to the
public is fairly basic. However, Mari-Go has implemented some crucial marketing
strategies since adoption of the last Marketing Plan. Foremost being the establishment of a
recognizable image. The Mari-Go name and butterfly logo have helped to create a visual
system identity and brand for the transit system. The butterfly in motion logo is a fitting
image to help non-users identify the service with Mariposa; Mariposa means butterfly in
Spanish. The Mari-Go name and logo appear on the buses, as well as all printed
promotions.
Current passenger information consists of 8 ½ b y 11 flyers/hand-outs that detail each
service schedule (one for the South County service and one for the North County
service).Printed information regarding County transportation services is also included in a
Department of Community Services brochure and flyer, along with information about
veteran and senior services. These materials are available at the Department of Community
Services/Senior Center (Mari-Go office), and in other County offices. In the past, the
County also distributed a color rider-brochure. This brochure detailed each Mari-Go
service area with graphic illustrations for each day of service. The brochure was a
convenient means of service information dissemination, but was not updated as service
changes were implemented. Appendix A contains the passenger information elements
discussed in this section.
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Mari-Go service information is also available on the County’s website including: bus schedules, hours of operation, fare
information, and phone numbers. The transit, or “Transportation”, page can be found under “Senior Services” on the County’s
home page, and can also be accessed through a general web-search for “Mariposa County Transit” or “Mari-Go Transit”. The
YARTS website also contains a link to the Mari-Go website.
Telephone information about the service can be obtained through the direct transit line at the Department of Community Services,
or by calling the public transit information line at (209) 966-RIDE. This public transit line was established and is maintained by the
Mariposa County Public Works Department in response to unmet needs findings in Mariposa County. The automated system allows
users to transfer to a particular system at the touch of a button. The services represented on this system include Mari-Go, MediTrans, YARTS, and Amtrak.
Recent marketing promotions include the use of Mari-Go buses as transportation for County-sponsored events. The buses are
used to shuttle event patrons to events from downtown, or designated parking areas. Mari-Go staff also initiates informal word-ofmouth promotions, such as “movie-day” in Merced, to encourage existing riders to expand their use of the system. Additionally,
past service announcements have been advertised in local print and online newspapers, including the Mariposa Gazette, Sierra
Sun Times, Yosemite Highway Herald, and the Foothill Express.

PASSENGER & PUBLIC SURVEYS
Surveys are one of the most accurate and cost-effective means of obtaining information about all aspects of a transit system,
including passenger demographics, trip characteristics, passenger perceptions about the quality of service and public
knowledge of the system. Survey results are helpful in identifying unmet service needs, and determining potential transit markets.
Both on-board and public opinion surveys were conducted in an effort to garner public participation from both riders and
non-riders. Survey results are summarized in the following sections.
On-Board Passenger Surveys
Methodology
On-board surveys were administered for Mari-Go and Medi-Trans during March of 2010. The survey form was developed by
TPG with input from LTC and County staffs. The on-board surveys were distributed and collected by Mari-Go staff during
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regularly scheduled trips. Respondents were asked to complete the survey only once, so as to avoid skewing statistical analysis
through duplication. Appendix B contains a copy of the survey form administered during the on-board survey process, and
summary reports for each service.
Mari-Go Survey Results

Demographic Characteristics
The average Mari-Go rider is female, 65 years of age or older, with an average household income below $15,000, and no
access to an automobile. Most riders have been using the service for more than 2 years, and would not have made the trip if
the bus was not available.

Gender
The majority of respondents indicated they were female; just under threefourths (72%) of respondents were female. This gender profile is reflective
of most public transit systems.

Age
Over half of respondents (54%) were seniors over the age of 65. Another
32% were between the ages of 60 and 64. These figures are indicative of
the current service focus towards seniors, and the public perception that
Mari-Go is a senior-only service.

Mari-Go
Age Profile
15-24
25-44
45-59
60-64
65+ Years

0%
4%
11%
32%
54%
0%

20%

40%

60%

Proportion of Total Respondents

Income
Income plays an important role in determining transit ridership in rural areas. Typically, as income levels and available
transportation options increase, the demand for transit services decreases. This correlation is apparent in Mari-Go’s rider base.
Eighty-one percent (81%) of respondents reported household incomes below $20,000. Of those respondents, 22% reported
annual incomes below $10,000. This indicates that a large percentage of Mari-Go’s current ridership is transit dependent.
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Disability Status
Fifty-five percent (55%) of passengers surveyed answered
“yes” to having a handicap or disability. Passengers that
responded “yes” were then asked to answer a series of
related questions. Answers to these questions were only
tallied if the respondent claimed to have a handicap or
disability; all other answers were dismissed. From these
questions it was ascertained that 38% of disabled
respondents need a wheelchair lift to complete their trip.
Ninety-four percent (94%) of these respondents feel that
Mari-Go adequately meets their mobility needs.

Mari-Go
Annual Household Income
$10,000 or less
$10,000 - $14,999
$15,000 - $19,999
$20,000 - $24,999
$25,000 - $29,999
$30,000 - $34,999
$35,000 - $39,999
$40,000 or more

22%
48%
11%
7%
0%
4%
4%
4%
0%

10%

20%

30%

40%

50%

60%

Proportion of Total Respondents

Automobile Availability
Respondents were asked whether they had access to an automobile for their particular trip. Almost all (93%) of the passengers
surveyed indicated that they did not have a car available for their trip, underscoring the importance of transit service to MariGo’s core riders. One passenger indicated that even though a car was available to them, they were unable to use it due to
space restrictions related to their mobility aid (wheelchair).

Alternative Modes
Another question asked riders how they would have traveled to
and from their destination if transit service had not been available.
Almost three-fourth of respondents (72%) reported that they would
not have made the trip if the bus was not available, indicating that
the current ridership base is a captive market. Only 3% indicated
that they would have walked, probably due to length of travel, rural
terrain, and lack of pedestrian amenities. One passenger indicated
that they would have to walk from their current YARTS stop (along
the highway) to their residence if Mari-Go was not available,
indicating that some riders are using both services to complete their
trips.

Mari-Go
Alternative Modes of Transportation
Drive alone
Bike
Carpool
Taxi
Walk
Get a ride
Wouldn't go
Other

0%
0%
0%
3%
3%
19%
72%
3%
0%

20%

40%

60%

80%

Proportion of Total Responses
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Length of Patronage
Most respondents (83%) indicated that they have been using the service for more than two years, further underscoring MariGo’s well established ridership base. Another 17% of respondents have used the service for less than one year.

Trip Characteristics
The average Mari-Go trip is taken weekly to get to and from shopping errands and medical appointments. The majority of South
County riders travel within the town of Mariposa, while the majority of North County riders travel from Greeley Hill to Sonora.
Information regarding the service is most often obtained at the Senior Center.

Trip Purpose
Passengers were asked to indicate the purpose of their trip.
Respondents reported a variety of trip purposes, excluding school
and work. These responses are indicative of a senior-focused
service. Frequently mentioned activities included shopping (34%),
medical appointments (18%), and Senior Center luncheons
(13%). “Other” responses included wheelchair attendant, and
most could have been grouped into one of the listed answer
choices.
Those passengers, whose trip purpose was reported as
“shopping”, were also asked how much money they had spent or
expected to spend during their shopping trip. The average
shopping expenditure was more than $50 per trip.

Mari-Go
Trip Purpose
Medical
Shopping
School
Senior Center
Errands
Social
Work
Other

18%
34%
0%
13%
11%
5%
0%
20%
0%

10%

20%

30%

40%

Proportion of Total Responses

Frequency of Use
Over half (61%) of the Mari-Go riders surveyed use the service on a weekly basis. This data is indicative of the current service
frequencies. Another 25% of riders use it once a month, and 11% use it daily. Four percent (4%) of riders reported that it was
their first time using the service
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Information Dispersal
Respondents were asked to indicate how they usually get information about the transit system. Not surprisingly, eighty percent
(80%) responded that they acquire information from the Senior Center. Another 10% would call the County info line.

Rider Attitudes and Opinions
Mari-Go riders are generally very happy with the performance of the
current service, but would like to see additional service
implemented. Most riders would be willing to pay more than the
current fare for the service provided.

Mari-Go
Needed Improvements
More frequent service
Earlier service

22%
0%

Needed Improvements

Later service

22%

Saturday service

22%

Other

33%
0%

10%

20%

30%

40%

Proportion of Total Responses

Survey respondents were asked to choose from a list of system
improvements that they would most like to see addressed. Twentytwo percent (22%) said they would like to see the service
extended to later in the evening, more frequent service, and service
on Saturdays. These answers indicate that many of the challenges
restricting the current service from expanding into new ridership
markets are also limiting the use of the service by existing riders.

“Other” improvements included the need for the South County buses to remain in town for longer periods during midday, and
an additional in-town (Mariposa) service day.

Fare Increase
The survey also asked respondents to indicate the amount they would be willing to pay for service if the County needed to
raise Mari-Go fares. Respondents were mostly receptive to a fare increase, with many indicating that they understood the
reasoning behind a fare increase even if they weren’t happy about it. Survey results are presented by service on the following
page.
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Mari-Go
Local Service Fare Increase
$1.25

53%

$1.50
$1.75

27%
0%

$2.00

20%
0%

20%

40%

60%

Proportion of Total Respondents

Mari-Go
County Service Fare Increase
$2.25

Mari-Go
Merced/Sonora Fare Increase

25%

$2.50

8%

$2.75

8%

$3.00

$3.00
$4.00
$4.50
$5.00

58%
0%

20%

40%

60%

Proportion of Total Respondents

80%

22%
11%
11%
56%
0%

20%

40%

60%

Proportion of Total Respondents

System Performance
In general, the majority of survey respondents (96%) are happy with Mari-Go’s overall service performance. In fact, 86% of
respondents feel that Mari-Go is currently doing an “excellent” job.
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Medi-Trans Survey Results

Demographic Characteristics
The average Medi-Trans rider is female, 65 years of age or older, with an average household income below $10,000, and no
access to an automobile. Most riders have been using the service for more than 2 years, and would not have made the trip if
the bus was not available.

Gender
The majority of respondents indicated they were female; over half (61%) of
respondents were female. This gender profile is reflective of most public
transit systems.

Age
Almost all respondents (83%) were seniors over the age of 65. Another 13%
were between the ages of 60 and 64. These figures are indicative of the type
of service provided.

Income

Medi-Trans
Age Profile
15-24
25-44
45-59
60-64
65+ Years

0%
0%
4%
13%
83%
0%

20%

40%

60%

80%

100%

Proportion of Total Respondents

Income plays an important role in determining transit ridership in rural areas,
but is not as prevalent an issue with medical transport. Typically, clients needing medical transportation are willing to pay a
premium for that service. Eighty-on percent (57%) of respondents reported household incomes below $20,000, but 24%
reported annual incomes of at least $35,000.

Disability Status
Half (50%) of the Medi-Trans riders surveyed have a handicap or disability. However, only 18% of these riders need a
wheelchair lift to complete their trip, and all of them feel that Medi-Trans adequately meets their mobility needs.

Automobile Availability
Over half (62%) of the passengers surveyed indicated that they did not have a car available for their trip, underscoring the
importance of the service to Medi-Trans riders.
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Alternative Modes
Another question asked riders how they would have traveled to
and from their destination if transit service had not been available.
Over half of respondents (62%) reported that they would not
have made the trip if the bus was not available, indicating that the
current ridership base is a captive market. Only 5% indicated that
they would have walked, probably due to length of travel, rural
terrain, and lack of pedestrian amenities.

Length of Patronage
Most respondents (54%) indicated that they have been using the
service for more than two years, underscoring Medi-Trans’ well
established service. Another 18% of respondents have used the
service for less than one year.

Medi-Trans
Alternative Modes of Transportation
Drive alone
Bike
Carpool
Taxi
Walk
Get a ride
Wouldn't go
Other

10%
0%
10%
0%
5%
14%
62%
0%
0%

10%

20%

30%

40%

50%

60%

70%

Proportion of Total Responses

Trip Characteristics
The average Medi-Trans trip is taken to monthly appointments. Information regarding the service is most often obtained at the
Senior Center.

Frequency of Use
Almost half (43%) of the Medi-Trans riders surveyed use the service on a monthly basis. Twenty-four percent (24%) of riders
reported that it was their first time using the service, which is common for a specialized service such as this. A few respondents
indicated that their frequency of use is dependent on their current medical treatments.

Information Dispersal
Respondents were asked to indicate how they usually get information about the Medi-Trans service. Not surprisingly, 88%
responded that they acquire information from the Senior Center. Another 8% receive information on the service from their
medical providers.
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Rider Attitudes and Opinions
Medi-Trans riders are generally very happy with the performance of the current service, but would like to see additional service
hours implemented. Most riders would be willing to pay more than the current fare for the service provided.

Needed Improvements
Survey respondents were asked to choose from a list of system improvements that they would most like to see addressed.
Forty percent (40%) of passengers respectively, would like to see earlier service, and service on Saturdays. Another 20%
would like to see the service run later in the evenings. These responses indicate that the current service is not adequately
addressing the appointment scheduling needs of Medi-Trans clients.

Fare Increase
Medi-Trans
Fare Increase
$10.00

37%

$15.00

37%

$20.00

The survey also asked respondents to indicate the amount they would
be willing to pay for service if the County needed to raise Medi-Trans
fares. Respondents were generally receptive to a fare increase, with
63% indicating that they would be willing to pay more than the current
fare for this premium service. Thirty-seven (37%) indicated that they
would be willing to pay at least $15.00 for a round trip fare, and 26%
would be willing to pay up to $20.00.

26%
0%

10%

20%

30%

Proportion of Total Respondents

40%

System Performance
All of the riders surveyed (100%) indicated that they are happy with
Medi-Trans’ overall service performance. In fact, 78% of respondents
feel that Medi-Trans is currently doing an “excellent” job.
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Public Opinion Surveys
Methodology
A public opinion survey was conducted through an online survey process for a two week period between March 17th and
March 31st, 2010. This online survey was conducted in order to develop a profile of the community’s attitudes towards the
Mari-Go transit service. The information collected tested the overall awareness of the service within the community and needs
related to public transportation.
The survey questions were developed by TPG Consulting, with input and approval from County Staff. A link to the online survey
was sent out via an email blast to all County employees (including Social Service departments), and employees of the local
Forestry and Fire department. The survey link was also posted on the Mari-Go website, and the local online newspaper, Sierra
Sun Times, and was published in the Mariposa Gazette newspaper. Survey results should be interpreted as information about
those who completed the survey, and are not necessarily representative of all County residents. Appendix C contains a copy
of the survey administered during the online survey process, and a summary report.
Public Opinion Survey Results

Respondent Profile
The average survey respondent was a female working-age resident of Mariposa County. Given the distribution sample, the
survey may under-represent the opinions of low-income households (those with annual household incomes less than
$20,000), and school aged children. The intent of the survey distribution method was to reach as broad a range of community
members as possible within project timelines. The survey sample included working commuters, and community members who
work with low-income clients.

Place of Residence
Ninety-two percent (92%) of survey respondents live within Mariposa County. The following table provides a breakdown of the
communities/areas or cites represented by survey responses.
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TABLE 3: COMMUNITIES REPRESENTED THROUGH THE
PUBLIC OPINION SURVEY
Community/Area
(listed in alphabetical order)
Ahwahnee
Bass Lake
Bear Valley
Ben Hur Road
Bootjack
Bridgeport
Buckeye Creek
Cathey's Valley
Coulterville
E. Westfall Road
El Portal
Fresno
Greeley Hill
Jerseydale Road
Mariposa
Merced
Midpines
Monte Vista Estates
Mormon Bar
Myckle Oaks
North Fork
Oakhurst
Ponderosa Basin
Templeton
Triangle Road
Usona
Woodland
Yosemite Lake

Number of
Respondents
2
1
3
2
37
1
1
13
1
1
1
1
1
3
68
4
15
1
2
1
1
4
8
1
1
2
2
1
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Age
All respondents were working age adults. More than half of
respondents were between the ages of 45 and 59. Another
28% were between the ages of 25 and 44. Survey responses
do not represent anyone under the age of 19, although school
trips do comprise an untapped ridership market.

Public Opinion Survey
Annual Household Income
$19,999 or less

3%

$20,000 - $39,999

Income
Seventy-six percent (76%) of respondents reported household
incomes above $40,000. Therefore, responses represent a
segment of the population that doesn’t typically use transit; in
rural areas the demand for transit generally decreases as income
levels and available transportation options decrease.

21%

$40,000 - $59,999

27%

$60,000 or more

49%
0%

10%

20%

30%

40%

50%

60%

Proportion of Total Respondents

Awareness and Image
The majority of survey respondents (57%) were familiar with the Mariposa County Transit system, but only 47% of those
respondents correctly identified the system as Mari-Go. Another 39% identified the County system as YARTS. Another 9%
indicated “MCT”, suggesting that the Mari-Go name and logo have not been fully integrated into the community. Furthermore,
when asked whether they recalled having seen or heard any advertising about Mariposa County transit services in the past, the
majority of respondents (62%) answered “no”. Only 8% of respondents replied that that had seen a brochure or flyer advertising
the transit services. This indicates a need for broader distribution of Mari-Go service materials. Seven percent (7%) of respondents
claimed to have seen County transit services advertised in the Mariposa Gazette and/or the local online newspaper (the Sierra Sun
Times). “Other” responses included seeing the buses around town, and receiving information by word-of-mouth.
When asked to indicate how they would go about getting transit information if the need arose, 43% of respondents indicated
that they would search the internet. This is not surprising given the survey medium. Another 18% would call the County info line,
and 16% would contact the Mariposa Senior Center. These responses indicate that potential riders would be able to find out
information about the system if they wanted to use it. “Other” responses included searching the phone book or yellow pages,
and contacting the Chamber of Commerce/Visitors Center.
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Perceived Service Need
The perceived need for transit service in Mariposa
County is very high, with 96% of respondents indicating
that a bus service is needed. Twenty-three percent
(23%) of respondents believe that transit service is
needed to assist seniors and people with disabilities.
Another 23% think service is needed to provide
commute alternatives to driving. Surprisingly, only 12% of
respondents indicated that transit is needed to support
the tourism industry. Mari-Go has the capacity to directly
benefit from the tourist industry. By providing in-town
(Mariposa) service for tourists travelling to Yosemite via
YARTS, Mari-Go has the potential to stimulate local
businesses with new customers.

Public Opinion Survey
Why is bus service needed?
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
To support the
tourism industry

To help senior
citizens and
people with
disabilities

To provide
transport to
medical
appointments

To support youth
activities after
school and in the
summer

To provide
alternative
commute
transportation
(work & school)

Other (please
specify)

“Other” responses included providing low-cost transportation to low income families, providing transportation to area
colleges, and to help the environment by reducing vehicle trips and air pollution.

Current Transit Use
The majority of survey respondents have not used any transit services within
Mariposa County in the last year; not Mari-Go (93%) or YARTS (84%).
However, approximately one-fourth of survey respondents have used one
or both of the transit services during the past year, indicating that they are
willing to explore transportation options. Those who do use the Mari-Go
service, tend to use it seldom, or once a week. This is not surprising, since
the Mari-Go service schedule is built around weekly service to various
portions of the County. The current service hours are too restrictive to
accommodate daily commuters, although commuter transportation is
viewed as a key service need.

Public Opinion Survey
Frequency of Transit Use
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

Mari-Go
YARTS

Every day

Once a
week

Once a
month

Seldom
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Potential Transit Use
The public opinion survey examined the potential to attract new riders
to Mari-Go. The public opinion survey indicated that about 50% of
current non-riders would consider using the service if it fit their
transportation needs. Another 38% indicated that they weren’t sure if
they would use the service. This high level of uncertainty points to a
favorable marketing audience, as their uncertainty might be rooted in
their lack of knowledge about the service.

Public Opinion Survey
Trip Purpose
60%
50%
40%
30%
20%
10%
0%

To go to work
To go to
Shopping
Medical
Recreation
Other
However, respondents indicated that they would use the service
school or job
Appointment
primarily to get to and from recreation (30%) and work (24%)
training
destinations. Service adjustments would need to be implemented to
attract both segments of potential riders; earlier/later hours for commuters, and weekend hours for recreational trips. The most
popular recreation destinations mentioned were Yosemite National Park, and Mariposa. Work destinations included Mariposa,
Merced, and Yosemite. Stronger marketing efforts between Mari-Go and YARTS could help draw potential recreational riders to
both services; Mari-Go could provide service within and between Mariposa and Yosemite, where passengers could then transfer
onto YARTS. Table 4 summarizes potential destinations by trip purpose.

Public Opinion Survey
What is the reason you have not used the service in the past?

Other

I don't know

I'd rather drive
my own car

The service
costs too much

The bus does
not go where I
need/want to go

The bus does
not go when I
need/want to go

Thought it was
only for senior
citizens/disabled

Didn't know that
local service was
available

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

Finally, the survey polled non-riders reasoning for not using the
service in the past. Twenty-three percent (23%) stated that they
either didn’t know the service was available, or that they thought it
was only for seniors and the disabled, stressing again, the lack of
system awareness within the County. Another 35% of respondents
cited the lack of service frequency and coverage as the deciding
factors against using Mari-Go. And finally, 28% of respondents
stated that they would rather drive their own car than use public
transit; a relatively low percentage for a rural area. Overall, there
appears to be public interest in using the Mari-go service if it is
structured to meet their needs.
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TABLE 4: POTENTIAL TRIP DESTINATIONS
Destination
Work Destinations
Mariposa
Merced
Mormon Bar
Yosemite
School/Job Training Destinations
Mariposa
Merced
Fresno
Yosemite
Shopping Destinations
Mariposa
Merced
Fresno
Oakhurst
Medical Destinations
Mariposa
Merced
Fresno
Oakhurst
Recreation Destinations
Mariposa
Yosemite
Merced
Bass Lake
Fresno
Oakhurst

Number of Responses
52
6
1
4
6
16
1
1
24
22
4
10
21
13
8
7
15
57
6
2
2
1
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SERVICE RECOMMENDATIONS
Commuter Service within the Town of Mariposa
The survey assessment completed for this marketing plan update suggests that Mari-Go needs to broaden their service parameters
in order to attract a wider ridership base. Current service schedules insure that most areas of the County are provided basic
access to medical and shopping needs, but limit the use of the system for daily commuting to work and/or school.
Extending Mari-Go’s service frequencies to potential transit users in all service areas would be ideal, but budget restrictions and
farebox requirements dictate that Mari-Go resources be allocated to the service areas with the greatest potential. Mari-Go
currently only tracks passenger activity by service (North or South) and not by service area, so there is no data to compare
ridership levels amongst the different service areas. However, it is clear through passenger surveys and from discussions with staff
that the in-town Mariposa service provided daily (midday) and all day Thursdays is the most popular; Mari-Go staff have indicated
that the reservation line rings all day on Thursdays with clients requesting in-town trips.
Expanding Mari-Go services to increase commuter and in-town service would fulfill the transit needs of both existing and potential
passengers. Through the on-board surveys, many current passengers indicated that the limited daily service provided in-town did
not allow them enough time to complete all of their town errands, and that they would like to see more service provided. In
addition, the public opinion survey indicated that the majority of potential work, shopping and medical-related trip destinations
would be within the town of Mariposa.
Additional service should be commuter oriented while maintaining service
provisions to seniors and the disabled. Increasing services hours on the South
County service earlier in the day and later in the evening (7:00 am and 6:00 pm)
would allow commuters to utilize the service, while also increasing the midday
timeframe in town. This 3 ½ hour a day service increase (17 ½ hours per week)
should pay for itself if properly marketed within the commuter market. Federal Job
Access and Reverse Commute (JARC) funds should also be explored to fund this
service increase. JARC grants are designed to provide transportation services to
assist welfare recipients and low-income individuals in getting to jobs, training, and
childcare in suburban areas from more rural areas.
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Future expansion efforts should focus on the provision of additional service to the communities located along Highway 49 South.
These communities, including Bootjack and Elliott Corner, are not served by the YARTS system, and therefore rely on Mari-Go for all
of their transit needs. This area is currently only served by the South County service on Wednesdays.
Fare Pricing
The cost of providing transit service has steadily increased over the past few years, as the availability of funds to operate the
service have diminished. Now, more than ever, transit systems must rely on fare revenues to offset operational costs. In addition,
healthy farebox revenues are necessary to maintain stable farebox recovery ratios. The TDA mandates a farebox recovery ratio of
10% for systems operating in rural areas, so 10% of the cost of providing the service must be paid through passenger fares. Failure
to maintain the 10% requirement could lead to the State and Federal Transit Administration (FTA) withholding transit funding.
A transit system’s fare structure must encourage ridership and promote long-term goals of the system. As such, fare structures
should be periodically reviewed and recalibrated to reflect funding and service needs, as well as inflation. Mari-Go’s current fare
structure is equitable to customers, but has not kept pace with the high costs of operating a demand-response system. Demandresponse systems are less cost-effective to run than fixed route systems due to the nature of the service itself; smaller carrying
capacities and less structured service lend to high average costs per passenger. Mari-Go’s cost-per-passenger ratios are further
impacted by the system’s expansive service area; long trip distances inflate the cost of providing service, and require more
passengers to be cost-effective.
In order to proactively address potential farebox ratio problems associated with rising operating costs and declining ridership,
while also positioning the system for recommended service implementations, system-wide fare changes should be implemented
in FY 2010/11. The County received feedback from existing Mari-Go and Medi-Trans riders through on-board surveys conducted
during March of this year (2010). Customer feedback was favorable; 52% of Mari-Go passengers surveyed and 52% of MediTrans passengers surveyed indicated that they would be willing to pay more for the service (see pages 2-16 and 2-19). Given the
current economy, it is still more reasonable for people to rely on public transportation rather than operating their own vehicles or
securing private transport.
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The proposed fare structure outlined in Table 5 will help bolster farebox ratios and generate revenue for additional service, while
providing a price break for Mari-Go’s current loyal customer base (seniors).
TABLE 5: PROPOSED FARE STRUCTURE
Mari-Go Fare Category

Fare (one-way)

Transit to Senior Center for lunch
(In town / less than 2 miles)
2 miles or less
2 to 12 miles
Over 12 miles
Merced or Sonora (Tuesday Service)

$1.00
$2.00
$3.00
$4.00
$4.00

Medi-Trans Fare Category

Fare (round trip)

In Town
Local (County)
Merced or Fresno (from town)

$5.00
$10.00
$15.00
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CHAPTER 3 – MARKETING PLAN
The 2010 Mari-Go Transit Marketing Plan has been prepared to reflect the current and future transit service as well as the input
provided by riders and the public. Included in this plan will be the Marketing Objectives, a discussion of the Target Markets, the
Strategies to be used to achieve the Objectives, a recommended annual Budget and finally a five-year Implementation
Schedule. The intent of the Plan is to provide a series of options that can be mixed and matched on an annual basis. The
selection of the individual strategy will be determined with the development of the annual marketing campaign and should be
adjusted to reflect the needs of Mari-Go, special events or promotions, or changes in service.

MARKETING OBJECTIVES

Mari-Go Marketing Objectives

The Marketing Objectives developed for the Mari-Go transit service
focus on achievement of the service goals. The six objectives reflect
the mature nature of the services provided and the desire to expand
into new market niches. The Marketing Objectives should be reviewed
annually and updated as service and ridership changes lead to
improved performance.

¾
¾
¾
¾
¾
¾

Increase Mari-Go’s visibility
Build awareness of service capabilities
Improve user friendliness
Enhance general public access to services
Increase ridership
Simplify marketing tools and efforts

TARGET MARKETS
The following have been identified as the target groups or markets for
Mari-Go. They represent a combination of the historic groups served by the transit service (Seniors and Medical) as well as
several new targeted groups (commuters and tourists). Each of the specific target groups are discussed below.
Commuters
The Commuter Market can be divided into two distinct sub-groups. Commuters represent the core group of riders for most
transit systems. As such they tend to ride between 3 and 5 days per week and are a stable group of passengers. Fare revenues
and ridership numbers are generally consistent throughout the year and relatively stable from year to year. Recent trends with
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the price of gasoline have seen significant ridership increases for most transit systems nationwide. The first is group of
commuters are workers, while the second group is made up of school trips (elementary, high school and college). Each of
these sub-groups has unique travel characteristics, but represents a solid and stable level of ridership.

Workers – Work commuters are a greatly underserved group of potential riders on Mari-Go. Survey and ridership data suggests
that this group is looking for transportation options within the community, to and from Yosemite and to and from Merced. With
the recommended service changes Mari-Go would be in a more advantageous position to offer service to this group of
everyday riders. The Census data suggests in excess of 8,000 potential commuters within the Mari-Go service area.

Students – Student commuters represent the third largest target market for Mari-Go. With approximately 1,200 potential riders

in this group, students are captive riders who will use the service on a daily basis to get to and from school. Whether it is to
and from Mariposa County High School or Merced College, this target group is very transit friendly, focused on sustainable
transportation and somewhat flexible with scheduling of service.
Seniors
Seniors are and will continue to be the second largest of the target groups with
over 4,000 potential riders. Seniors have historically been the core group of riders
on Mari-Go and have used the local as well as the intercity services. Seniors
however, typically limit their ridership to 1 to 3 times per week and while remaining
a stable ridership group, provide little overall growth. Mari-Go is committed to
continuing to meet the needs of seniors for trips to the Senior Center, medical
appointments, shopping and social activities.
Persons with Disabilities
Persons with disabilities are historically a solid constituency for transit. This group includes persons eligible for service
consideration under the Americans with Disability Act and potential riders who may have a temporary need for assistance. This
group of existing and potential riders cover the entire range of age, trip purpose and income level. As such their service needs
include work, school, shopping, medical and recreational. Many of these individuals are or become long term committed
riders.
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Transit Dependent
The transit dependent group includes a wide mix of people. This includes low income riders who use transit as their primary
means of travel. It is estimated that countywide nearly 2,500 people are potentially in this group. Their trip purpose is also
wide-ranging and includes work, school, shopping, medical and recreational. And like persons with disabilities, many of these
individuals are or become long term committed riders often riding 3-5 times per week.
Medical Transport Clients
Medical transportation is a key component of the current service provided by Mariposa County Transit. This type of transit
service centers around trips within Mariposa, the County as well as to Merced and Fresno (Veterans Hospital). This is a key
group as it provides significant levels of fare box revenue. The service is highly specialized and individual trips are typically
customized to meet the rider’s needs that day.
Gatekeepers
Targeting “gatekeepers” is a strategy aimed at potential transit riders who are also using the services of another agency or
program. Gatekeepers are often interacting with individuals who are transit dependent. The gatekeepers are often in a position
to provide targeted marketing and education regarding Mari-Go services for social service, education or commute trips. MariGo should implement a program of regular briefings to agency or program staffs to enable these staff members to provide upto-date information on the transit services provided and how to access them. Examples of these agencies would be the Work
Force Investment Board, the Central Valley Regional Center, Human Resource Managers for employers, Merced College,
Mariposa County High School and Yosemite National Park.
Tourists
Visitors to Yosemite National Park are an extremely important target market as they can provide additional seasonal ridership and
fares to Mari-Go. More importantly, these visitors to the Mariposa community can provide a substantial amount of income to
local hotels, restaurants and businesses. Given the Park Services emphasis on providing options for visitor stays outside the
National Park and given Mariposa‘s designation as the primary gateway community, provision of local service to these tourists
should be a major focus. In conjunction with YARTS, Mari-Go should provide integrated marketing to visitors arriving via YARTS.
Efforts should be made to provide service information to the Park Service, local hotels and restaurants and tour operators. The
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packaging of visits to Historic Mariposa as part of the Yosemite experience can be
substantially enhanced through the use of Mari-Go.
Another significant tourist draw to the community is the Annual Butterfly Festival
held each spring. This is another opportunity for Mari-Go to support local
businesses by providing transit service in and around Mariposa. Held over several
days, Mari-Go can provide access to the festival sites as part of a circulator service
and can provide convenient service for those visitors staying at local hotels. During
the parade, Mari-Go could also provide easy shuttle service within town to relieve
congestion. Again working with the local hotels, restaurants and businesses along
with the Festival Committee, Mari-Go can play a key role in this event. The
secondary benefit would be to provide Mari-Go with the opportunity to modify community perception of the current services
having limited capabilities.

MARKETING STRATEGIES
Schedule Brochures
The Mari-Go schedule is the most custom piece of marketing material that is produced. This truly represents the signal piece,
along with the buses, that forms the community’s impression of the service. Not only does the schedule develop overall image
for the service, it also provides a substantial amount of detailed information on its capabilities. The brochure should be
updated annually to reflect changes in the service, fares and schedule. A draft Mari-Go brochure is included as Appendix D. It
was developed to enhance the general public aspects of the service through a simple, easy to use format.
Schedule brochure distribution is very critical to the success of the marketing program. “Placement” of brochures in all major
retail, office, governmental and social service locations is a must. For the tourist target market, schedules should be available in
every hotel in the area. Regular site visits re-stock is also important. Direct-mailings to all Mariposa County residents through utility
bills is also a cost-effective way to mass distribute service information. Finally, distribution at any event or presentation can
provide additional market penetration into potential ridership groups.
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Staff Presentations
Presentations to local groups or organizations are the most cost effective ways to
promote the Mari-Go service, provide detailed information to potential riders,
modify the public image of the service and to increase the visibility of Mari-Go.
Typically, these groups are seeking or welcome speakers to provide presentations
on local services or programs. These presentations can be built around Mari-Go
marketing material and are relatively low-cost. The material can be easily
customized for the audience and staff is best equipped to answer specific
questions or provide specific detail. Groups include service clubs, elementary,
junior and senior high schools and the Senior Center. Also of particular
importance are gatekeepers for various social service programs, who have access
to numerous transit dependent persons or people needing temporary access to
public transit. And finally, presentations to large employers can be a great
opportunity to encourage commuters to use the service.
Posters
Posters can be used for number of purposes. The introduction of new service, fares or programs are excellent for
dissemination of information via posters. Also Mari-Go service for special events lends itself to promotion via posters. These
types of posters tend to last past the date of the event and therefore provide longer lasting promotion. The following is a list
of possible poster themes

New Service
New Fares
Commuter to Work
Students
County Fair
Butterfly Festival
Yosemite Tourist Service
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Enhanced Mari-Go Website
A full-integrated marketing campaign should include the Mari-Go website. Currently, transit information is accessed through the
County of Mariposa Website. Mari-Go information is linked from the main county site. Updating the Mari-Go site will be
completed as part of this Plan update. Updates will include a downloadable PDF of the Mari-Go service brochure. Maintenance
of the site is critical over the life of the Plan to keep information fresh and in synch with the printed material (schedules, etc.).
An annual maintenance routine should be incorporated into the schedule/brochure update process.
Additionally, many existing and potential riders obtain their information regarding Mari-Go via the internet. As such linking the
Mari-Go site through numerous other sites can further enhance the promotion of the service. Mari-Go should seek out
transportation, social service or tourist partners and integrate the Mari-Go link into their websites. Reciprocal linkage with many
of these partners should assist with visitors planning trips to the region or to Yosemite. For instance, the YARTS website currently
contains a link to the Mari-Go website, but Mari-Go does not include a link to YARTS.
Roadside Billboard
One strategy that is recommended to be used selectively during the life of this
Marketing Plan is the placement of ads on roadside billboards. Given the travel
patterns in the region, billboards represent an excellent low-cost opportunity to
provide image building and general information on Mari-Go. With emphasis on ads
targeted at ridership that is currently being under served, Mari-Go can encourage
people to try the service. The location of billboard ads should be selected
carefully to achieve maximum exposure. Also, it is suggested that the ads be
“turned” every 3 to 6 months to keep the message fresh. The ads should be
moved from one location to another to provide additional coverage by geographic
sub-region.
Promotional Events
Events within the communities are an excellent way for Mari-Go to change the perception of potential riders on the service’s
capabilities. Mari-Go can, in selected situations, provide for connection to remote parking locations and transit circulation
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around the community thus providing some relief to event congestion. These events are also a great way to disseminate
detailed information on the service. Several events are potential venues for this type of promotion.

The Butterfly Festival is a significant annual event that brings large numbers of
people into Mariposa. This is a classic example of a signature event that MariGo should continue to support.
“Free Ride” day for students to encourage them to try the system is another
event that should be explored. This will be coordinated with the schools in
the County to coincide with back-to-school days in the fall or in January.
Another promotional event can be the National Try Transit Week or Clean Air
Week. These events are intended to garner free advertising/promotion by
making it a news event that is covered by the media. These events may be
coordinated with the start-up of new or seasonal service or with the arrival
of a new bus.
The County Fair is another example of a county-wide event that is potentially
an excellent location for Mari-Go promotions. Mari-Go Night at the Fair is
one concept for promoting the service and receiving maximum press
coverage.
Commuter events such as Leave the Car at Home Week are
potentially significant since they can develop everyday
ridership for Mari-Go. Working with one or more large
employers and in partnership with the San Joaquin Valley Air
Pollution Control District, Mari-Go can offer incentives to ride
the bus to work. These annual events usually garner significant
press coverage and provide an opportunity to new riders to
try the service.
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New Releases
News or press releases can form the key component of a marketing strategy. Many times they can result in free media
coverage. News releases along with staff presentations are the most cost effective way to receive media coverage for transit
service. Using this technique for specific events can garner free coverage from the news media, who are often looking for
interesting local stories. The best strategy is to develop ongoing relationships with news media representatives and provide
them with timely updates as to transit services successes, interesting people stories, milestones, information on new vehicles or
service and updates on upcoming event service. These news releases at a minimum should be forward to the Mariposa
Gazette, the Sierra Sun Times, the Yosemite Highway Herald and the Foothill Express. Local and regional radio and television
should also be included.

MARKETING BUDGET
Mari-Go currently has an annual operating budget of approximately $250,000. Generally, a good “rule of thumb” is to set aside or
designate up to 5% of the annual operating budget for marketing efforts. This funding level provides for a basic, on-going
marketing program and would cover the costs of maintaining the schedule brochure, providing for seasonal promotional events
with some additional funding for special
event promotion or the occasional Mari-Go Marketing Budget Menu
cooperative marketing campaign. As with ¾ Update Schedule Brochure (graphics and print 1,000)
$ 2,000
any marketing campaign, consistent ¾ Update Transit Website
$ 1,000
messaging is the initial key to success and an ¾ Annual Staff Presentations
no cost
$ 1,000
annual budget component ensures that ¾ Develop and implement a promotional event
$ 5,000
consistency. Using the 5% rule, Mari-Go ¾ Develop and install a roadside billboard
should work towards a marketing budget of ¾ Develop and implement newspaper ads (examples)
Mariposa Gazette = $250 for graphics + $200/day
approximately $12,000 per year. The
Sierra Sun Times = $250 for graphics + $75/month
budget is presented as a menu and should
¾ Update Poster (graphics and print 200)
$ 500
be used to deliver some or all of the
marketing components on an annual basis.
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MARKETING PLAN SCHEDULE
The following schedule is provided as a blueprint for implementation of the Marketing Plan. This schedule is intended as a
guidance tool and should be reviewed, modified and updated on an annual basis to take advantage of opportunities that arise.
FY 2010/11











Implement new service hours
Implement new fare structure
Update Schedule Brochure (completed with the Marketing Plan)
Distribute Schedule Brochure to outlets
Update Transit Website (completed with the Marketing Plan)
Develop and implement a newspaper ad promoting the new service hours and fare structure
Annual Staff Presentations to service clubs, schools, Senior Center, gatekeepers, etc.
Develop and install a roadside billboard along SR 49 and along SR 140
Develop and implement two promotional events (i.e. Back-to-School, Shop-on-Us, Fair-Ride, Butterfly Festival, etc.)
Develop and implement a newspaper ad promoting the use of Mari-Go for a promotional event

FY 2011/12







Update Schedule Brochure (as necessary)
Distribute Schedule Brochure to outlets
Update Transit Website (as necessary)
Annual Staff Presentations
Develop and implement two promotional events (i.e. Back-to-School, Shop-on-Us, Fair-Ride, Butterfly Festival, etc.)
Develop and implement two newspaper ads promoting the use of Mari-Go for each of the promotional events

FY 2012/13





Review fare structure and adjust as necessary to maintain fare box ratio
Update Schedule Brochure (as necessary)
Distribute Schedule Brochure to outlets
Update Transit Website (as necessary)
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Annual Staff Presentations
Develop and implement two promotional events (i.e. Back-to-School, Shop-on-Us, Fair-Ride, Butterfly Festival, etc.)
Develop and implement two newspaper ads promoting the use of Mari-Go for each of the promotional events
Develop and install a roadside billboard along SR 49 and along SR 140

FY 2013/14







Update Schedule Brochure (as necessary)
Distribute Schedule Brochure to outlets
Update Transit Website (as necessary)
Annual Staff Presentations
Develop and implement two promotional events (i.e. Back-to-School, Shop-on-Us, Fair-Ride, Butterfly Festival, etc.)
Develop and implement two newspaper ads promoting the use of Mari-Go for each of the promotional events

FY 2014/15









Review fare structure and adjust as necessary to maintain fare box ratio
Update Schedule Brochure (as necessary)
Distribute Schedule Brochure to outlets
Update Transit Website (as necessary)
Annual Staff Presentations
Develop and implement two promotional events (i.e. Back-to-School, Shop-on-Us, Fair-Ride, Butterfly Festival, etc.)
Develop and implement two newspaper ads promoting the use of Mari-Go for each of the promotional events
Develop and install a roadside billboard along SR 49 and along SR 140
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APPEDIX B
Mari-Go/Medi-Trans On-board Survey Form & Summaries

2010 MARI-GO PASSENGER SURVEY
Dear Mariposa County Transit Rider – Your input is needed to help plan for future bus service and
improvements. Please answer the following questions and return this form to the bus driver. If you have
already filled out a form, you do not need to fill out another.
1) Tell us about your trip today:
Day of week____________________
Coming from (community)____________________ Going to (community)__________________________
2) What is the purpose of your trip today?
 Medical
 Shopping
 School/College
 Errands
 Social
 Work

 Senior Center luncheon
 Other_____________________________

3) If you answered “shopping” above (#2), about how much did you/will you spend during this shopping trip?
 $10 or less
 $11-$25
 $26-$50
 Over $50
4) Did you have a car available for this trip?

 Yes

 No

5) How would you have made this trip if a bus was not available?
 Drive alone
 Bike
 Carpool
 Wouldn’t make the trip
 Walk
 Get a ride
 Taxi
 Other__________________________
6) How do you usually get information about Mari-Go transit service?
 Call County info line
 Printed flyers
 Ask a friend/family member
 Senior Center
 Internet
 Other__________________________________________
7) How often do you use Mari-Go transit service?
 Daily
 Weekly
 Monthly

 This is my first trip

8) How long have you been using Mari-Go transit service?
 0-6 months
 6 months – 1 year
 2-5 years

 6-10 years

 More than 10 years

9) Overall, how would you rate Mari-Go’s system performance?
 Excellent
 Good
 Fair
 Poor
10) Which of the following improvements would you most like to see (check all that apply)?
 More frequent service  Earlier service
 Later service
 Saturday service
 Other_______________________________________________________________________________
11) If the County needs to raise the Mari-Go transit fares, what would you be willing to pay for the service?
Local service (in town)
 $1.25
 $1.50
 $1.75
 $2.00
County service (out of town)
 $2.25
 $2.50
 $2.75
 $3.00
Service to Merced/Sonora
 $3.00
 $4.00
 $4.50
 $5.00
Medical service
 $10.00
 $15.00
 $20.00
In order to better understand the Mari-Go transit service needs, we need to know a little about our riders. The
following questions will provide us with a better understanding of the people who use the system and will help
in developing future transit service in the community.
12) What is your gender?

 Female

13) What is your age?

 15-24

 Male
 25-44

14) What is your ethnicity?
 White
 Black/African American
 Hispanic
 Asian/Pacific Islander

 45-59

 60-64

 American Indian
 Other

15) What is the Total Annual income of all members of your household?
 Less than $10,000
 $10,000-$14,999
 $15,000-$19,999
 $25,000-$29,999
 $30,000-$34,999
 $35,000-$39,999
16) Do you have a handicap or disability?

 Yes

 65+

 $20,000-$24,999
 $40,000 or more

 No

If “yes”:
Do you need a wheelchair lift to complete your trip?

 Yes

 No

Does Mari-Go adequately meet your mobility needs?

 Yes

 No

Thank You!

Mari-Go: 2010 Passenger Survey Results
Survey Dates = Wed, March 24th - Wed, March 31st
Surveys Returned = 29 (South County = 25; North County = 4)
Results Summary
Demographic Characteristics: The average Mari-Go rider/respondent is female, 65 years of age or older,
with an average household income below $15,000, and no access to an automobile. Most
riders/respondents have been using the service for more than 2 years, and would not have made the trip if
the bus was not available.
Disability Status: The majority of Mari-Go riders/respondents have a disability, but most don't need a
wheelchair lift to complete their trip.
Trip Route: The majority of South County riders/respondents travel within Mariposa. The majority of North
County riders/respondents travel from Greeley Hill to Sonora.
Trip Characteristics: The average Mari-Go trip is taken weekly to get to and from shopping trips and medical
appointments. Information regarding the service is most often obtained at the Senior Center.
Rider Attitudes & Opinions: Mari-Go riders are generally very happy with the current system's performance,
but would like more service. Most riders/respondents would be willing to pay more than the current fare for
the service.

1) Trip route:
North County
Coulterville to Sonora
Greeley Hill to Sonora

25%
75%

South County
Within Mariposa
Mariposa to Midpines
Mariposa to Merced
Bootjack to Mariposa
Hornitos to Mariposa
Jerseydale to Mariposa

68%
16%
4%
4%
4%
4%

2) What is the purpose of your trip today?
Medical
18%
Shopping*
34%
School/College
0%
Senior Center Luncheon
13%
Errands
11%
Social
5%
Work
0%
Other
20%
3) How much did you/will you spend during this shopping trip?*
$10 or less
0%
$11-$25
11%
$26-$50
22%
Over $50
67%
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4) Did you have a car available for this trip?
Yes
7%
No
93%
5) How would you have made this trip if a bus was not available?
Drive alone
0%
Bike
0%
Carpool
0%
Taxi
3%
Walk
3%
Get a ride
19%
Wouldn't make the trip
72%
Other
3%
6) How do you usually get info about Mari-Go transit service?
Call County info line
10%
Printed flyers
3%
Ask a friend/ family member
3%
Senior Center
80%
Internet
0%
Other
3%
7) How often do you use Mari-Go transit service?
Daily
11%
Weekly
61%
Monthly
25%
This is my first trip
4%
8) How long have you been using Mari-Go transit service?
0-6 months
3%
6 months - 1 year
14%
2-5 years
34%
6-10 years
28%
more than 10 years
21%
9) How would you rate Mari-Go's system performance?
Excellent
86%
Good
10%
Fair
0%
Poor
3%
10) Which of the following improvements would you most like to see?
More frequent service
22%
Earlier service
0%
Later service
22%
Saturday service
22%
Other
33%
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11) If the County needs to raise the Mari-Go transit fares, what would you be willing to pay
for the service?
Local Service (in town)

$1.25
$1.50
$1.75
$2.00

53%
27%
0%
20%

County Service (out of town)
$2.25
$2.50
$2.75
$3.00

25%
8%
8%
58%

Service to Merced/Sonora
$3.00
$4.00
$4.50
$5.00

22%
11%
11%
56%

RESPONDENT PROFILE
12) What is your gender?
Female
Male

72%
28%

13) What is your age?
15-24
25-44
45-59
60-64
65+

0%
4%
11%
32%
54%

14) What is your ethnicity?
White
Black/African American
American Indian
Hispanic
Asian/Pacific Islander
Other

93%
0%
0%
0%
0%
7%
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15) What is the Total Annual income of all members of your household?
Less than $10,000
22%
$10,000-$14,999
48%
$15,000-$19,999
11%
$20,000-$24,999
7%
$25,000-$29,999
0%
$30,000-$34,999
4%
$35,000-$39,999
4%
$40,000 or more
4%
16) Do you have a handicap or disability?
Yes**
55%
No
45%

DISABLED/HANDICAPPED RIDERS**
16a) Do you need a wheelchair lift to complete your trip?
Yes
38%
No
63%
16b) Does Mari-Go adequately meet your mobility needs?
Yes
94%
No
6%
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Medi-Trans: 2010 On-Board Survey Results
Survey Dates = Wed, March 24th - Wed, March 31st
Surveys Returned = 23
Results Summary
Demographic Characteristics: The average Medi-Trans rider/respondent is female, 65 years of age or older,
with an average household income below $10,000, and no access to an automobile. Most riders/respondents
have been using the service for more than 2 years (but less than 6), and would not have made the trip if the
bus was not available.
Disability Status: About half of Medi-Trans riders/respondents have a disability, but most don't need a
wheelchair lift to complete their trip.
Trip Route: The majority of Medi-Trans riders/respondents travel within Mariposa; about one-quarter travel to
Fresno or Merced.
Trip Characteristics: The average Medi-Trans trip is taken monthly. Information regarding the service is most
often obtained at the Senior Center.
Rider Attitudes & Opinions: Medi-Trans riders are generally very happy with the current system's
performance, but would like more service hours. Most riders/respondents would be willing to pay more than
the current fare for the service.

1) Trip route:
Within Mariposa
Mariposa to Fresno
Mariposa to Merced
Darrah to Mariposa
Midpines to Merced
Unknown

48%
13%
9%
4%
4%
22%

2) What is the purpose of your trip today?
Medical
100%
3) How much did you/will you spend during this shopping trip?
Not applicable to medical service

4) Did you have a car available for this trip?
Yes
38%
No
62%
5) How would you have made this trip if a bus was not available?
Drive alone
10%
Bike
0%
Carpool
10%
Taxi
0%
Walk
5%
Get a ride
14%
Wouldn't make the trip
62%
Other
0%
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6) How do you usually get info about Medi-Trans service?
Call County info line
0%
Printed flyers
0%
Ask a friend/ family member
4%
Senior Center
88%
Internet
0%
Other
8%
7) How often do you use Medi-Trans service?
Weekly
0%
Monthly
43%
This is my first trip
24%
Other
33%
8) How long have you been using Medi-Trans service?
0-6 months
18%
6 months - 1 year
27%
2-5 years
36%
6-10 years
9%
more than 10 years
9%
9) How would you rate Medi-Trans' system performance?
Excellent
78%
Good
22%
Fair
0%
Poor
0%
10) Which of the following improvements would you most like to see?
More frequent service
0%
Earlier service
40%
Later service
20%
Saturday service
40%
Other
0%
11) If the County needs to raise the Medi-Trans fares, what would you be willing to pay for
the service?
Medical Trips

$10.00
$15.00
$20.00
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RESPONDENT PROFILE
12) What is your gender?
Female
Male

61%
39%

13) What is your age?
15-24
25-44
45-59
60-64
65+

0%
0%
4%
13%
83%

14) What is your ethnicity?
White
Black/African American
American Indian
Hispanic
Asian/Pacific Islander
Other

86%
0%
9%
0%
0%
5%

15) What is the Total Annual income of all members of your household?
Less than $10,000
29%
$10,000-$14,999
14%
$15,000-$19,999
14%
$20,000-$24,999
19%
$25,000-$29,999
0%
$30,000-$34,999
0%
$35,000-$39,999
14%
$40,000 or more
10%
16) Do you have a handicap or disability?
Yes**
50%
No
50%

DISABLED/HANDICAPPED RIDERS**
16a) Do you need a wheelchair lift to complete your trip?
Yes
18%
No
82%
16b) Does Medi-Trans adequately meet your mobility needs?
Yes
100%
No
0%
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2010 Mariposa County Transit Survey
Transit Needs Survey
The Mariposa Local Transportation Commission is conducting an anonymous survey of transit needs
within Mariposa County. Your assistance with this survey is greatly appreciated. The questions will only
take a couple of minutes, and will help to plan for future bus service improvements.

1. Do you live in Mariposa County?
j
k
l
m
n

Yes

j
k
l
m
n

No

2. What is the name of the community you live in?
3. Are you familiar with the Mariposa County transit system?
j
k
l
m
n

Yes

j
k
l
m
n

No

4. If you answered "yes" to the last question, do you know the official name
of the system?
j
k
l
m
n

YARTS

j
k
l
m
n

Mari-Go

j
k
l
m
n

MCT

j
k
l
m
n

Other (please specify)

5. Do you think bus service is needed in Mariposa County?
j
k
l
m
n

Yes

j
k
l
m
n

No
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6. If you answered "yes" to the last question, why is it needed?
c
d
e
f
g

To support the tourism industry

c
d
e
f
g

To help senior citizens and people with disabilities

c
d
e
f
g

To provide transport to medical appointments

c
d
e
f
g

To support youth activities after school and in the summer

c
d
e
f
g

To provide alternative commute transportation (work & school)

c
d
e
f
g

Other (please specify)

Transit Needs Survey
7. Have you personally used Mariposa County transit services during the
past year?
j
k
l
m
n

Yes

j
k
l
m
n

No

8. If you answered "yes" to the last question, how often?
j
k
l
m
n

Every Day

j
k
l
m
n

Once a Week

j
k
l
m
n

Once a Month

j
k
l
m
n

Seldom

9. Have you personally used YARTS services during the past year?
j
k
l
m
n

Yes

j
k
l
m
n

No

10. If you answered "yes" to the last question, how often?
j
k
l
m
n

Every Day

j
k
l
m
n

Once a Week

j
k
l
m
n

Once a Month

j
k
l
m
n

Seldon
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11. Is there a possibility you might choose to use Mariposa County transit
services in the future?
j
k
l
m
n

Yes

j
k
l
m
n

No

j
k
l
m
n

Not Sure

12. For what purpose would/do you and your family use Mariposa County
transit services? (multiple responses allowed)
c
d
e
f
g

To go to work

c
d
e
f
g

To go to school or job training

c
d
e
f
g

Shopping

c
d
e
f
g

Medical Appointment

c
d
e
f
g

Recreation

c
d
e
f
g

Other (please specify)

13. Where would/do you and your family take Mariposa County transit
services to (destination/community)?
Work destination
School/job training destination
Shopping destination
Medical destination
Recreation destination
Other

Transit Needs Survey
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14. What is the reason you have not used the service in the past? (multiple
responses allowed)
c
d
e
f
g

Didn't know that local service was available

c
d
e
f
g

Thought it was only for senior citizens/disabled

c
d
e
f
g

The bus does not go when I need/want to go

c
d
e
f
g

The bus does not go where I need/want to go

c
d
e
f
g

The service costs too much

c
d
e
f
g

I'd rather drive my own car

c
d
e
f
g

I don't know

c
d
e
f
g

Other (please specify)

15. Do you recall seeing or hearing any advertising about Mariposa County
transit services in the past? (multiple responses allowed)
c
d
e
f
g

TV

c
d
e
f
g

Radio

c
d
e
f
g

Newspaper

c
d
e
f
g

Poster

c
d
e
f
g

Brochure/Flyer

c
d
e
f
g

Internet

c
d
e
f
g

Yes, but I don't remember where

c
d
e
f
g

No

c
d
e
f
g

Don't Know

c
d
e
f
g

Other (please specify)

16. If you answered "newspaper" for the last question, do you recall which
newpaper?
c
d
e
f
g

Mariposa Gazette

c
d
e
f
g

Foothill Express

c
d
e
f
g

Yosemite Highway Herald

c
d
e
f
g

Gold Rush Cam (internet paper)
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17. If you needed information about Mariposa County transit services, how
would you go about getting it? (multiple responses allowed)
c
d
e
f
g

Call County info line

c
d
e
f
g

Internet

c
d
e
f
g

Mariposa Senior Center

c
d
e
f
g

Don't know

c
d
e
f
g

Ask a friend or family member

c
d
e
f
g

Other (please specify)

Transit Needs Survey
Finally, we need to know some things about you in order to help organize our survey results:

18. What is your gender?
j
k
l
m
n

Male

j
k
l
m
n

Female

19. What is your age?
j
k
l
m
n

15 - 19

j
k
l
m
n

20 - 24

j
k
l
m
n

25 - 44

j
k
l
m
n

45 - 59

j
k
l
m
n

60+

20. What is your annual household income?
j
k
l
m
n

Less than $19,999

j
k
l
m
n

$20,000 - $39,999

j
k
l
m
n

$40,000 - $59,999

j
k
l
m
n

$60,000 or more

21. Additional Comments (optional):
5
6
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2010 Mariposa Transit Needs Survey Results
Survey Dates = Wed, March 17th - Wed, March 31st
Surveys Returned = 186

1) Do you live in Mariposa County?
Yes
No

92%
8%

2) What is the name of the community you live in?
Ahwahnee
2
Bass Lake
1
Bear Valley
3
Ben Hur Road
2
Bootjack
37
Bridgeport
1
Buckeye Creek
1
Cathey's Valley
13
Coulterville
1
E. Westfall Road
1
El Portal
1
Fresno
1
Greeley Hill
1
Jerseydale Road
3
Mariposa
68
Merced
4
Midpines
15
Monte Vista Estates
1
Mormon Bar
2
Myckle Oaks
1
North Fork
1
Oakhurst
4
Ponderosa Basin
8
Templeton
1
Triangle Road
1
Usona
2
Woodland
2
Yosemite Lake
1
3) Are you familiar with the Mariposa County transit system?
Yes
57%
No
43%
4) If you answered "yes" to the last question, do you know the official name of the system?
YARTS
39%
Mari-Go
47%
MCT
9%
Other
5%

1
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5) Do you think the bus service is needed in Mariposa County?
Yes
96%
No
4%
6) If you answered "yes" to the last question, why is it needed?
To support the tourism industry
12%
To help seniors and the disabled
23%
To provide medical transportation
19%
To support youth activities
17%
To provide commuter alternatives
23%
Other
6%
7) Have you personally used Mariposa County transit services during the past year?
Yes
7%
No
93%
8) If you answered "yes" to the last question, how often?
Every day
8%
Once a week
23%
Once a month
15%
Seldom
54%
9) Have you personally used YARTS services during the past year?
Yes
16%
No
84%
10) If you answered "yes" to the last question, how often?
Every day
7%
Once a week
4%
Once a month
7%
Seldom
82%
11) Is there a possibility you might choose to use Mariposa County transit services in the
future?
Yes
50%
No
12%
Not sure
38%
12) For what purpose would/do you and your family use Mariposa County transit services?
To go to work
24%
To go to school or job training
8%
Shopping
15%
Medical Appointment
17%
Recreation
30%
Other
6%
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13) Where do you and your family take Mariposa County transit services to?
Work destinations
25%
School/job training destinations
9%
Shopping destinations
18%
Medical destinations
17%
Recreation destinations
27%
Other destinations
4%
14) What is the reason you have not used the service in the past?
Didn't know the service was available
11%
Thought it was only for seniors/disabled
12%
Bus doesn't go when I need/want to go
20%
Bus doesn't go where I need/want to go
15%
Service costs too much
2%
I'd rather drive my own car
28%
I don't know
4%
Other
8%
15) Do you recall seeing/hearing any advertising about Mariposa County transit services in
the past?
TV
1%
Radio
4%
Newspaper
7%
Poster
4%
Brochure/Flyer
8%
Internet
3%
Yes, but I don't remember where
5%
No
62%
Don't know
2%
Other
4%
16) If you answered "newspaper" for the last question, do you recall which newspaper?
Mariposa Gazette
65%
Foothill Express
0%
Yosemite Highway Herald
0%
Gold Rush Cam (internet paper)
35%
17) If you needed information about the transit services, how would you go about getting
it?
Call County info line
18%
Internet
43%
Mariposa Senior Center
16%
Don't know
10%
Ask a friend or family member
8%
Other
5%
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18) What is your gender?
Male
Female

32%
68%

19) What is your age?
15-19
20-24
25-44
45-59
60+

0%
1%
28%
51%
20%

20) What is your annual household income?
Less than $19,999
3%
$20,000 - $39,999
21%
$40,000 - $59,999
27%
$60,000 or more
49%
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"Destination" Responses
13) Where do you and your family take Mariposa County transit services to?
Work destinations

25%

Mariposa
Merced
Mormon Bar
Yosemite

52
6
1
4

School/job training destination

9%

Mariposa
Merced
Fresno
Yosemite

6
16
1
1

Shopping destinations
Mariposa
Merced
Fresno
Oakhurst

Medical destinations
Mariposa
Merced
Fresno
Oakhurst

Recreation destinations

18%
24
22
4
10

17%
21
13
8
7

27%

Mariposa
Yosemite
Badger Pass (Yosemite)
Merced
Lake McClure
Don Pedro Lake
River Canyon
Coulterville
Bass Lake
Fresno
Bagby
Oakhurst

15
53
4
6
1
1
1
1
2
2
1
1

Other destinations

4%

Mariposa
Merced
Fresno
Yosemite

1

1
1
1
2

S:\Projects\10-1218\Surveys\Public Survey\Survey Summary

MARIPOSA COUNTY LOCAL TRANSPORTATION COMMISSION

2010 MARI-GO TRANSIT MARKETING PLAN

APPEDIX D
Draft Mari-Go Passenger Schedule/Brochure

