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History

Train travel--the dominant mode for long distance travel until 
the 1950s

Jet airplane travel and the Interstate Highway system set the 
stage for a mode shift away from rail travel

Economics of passenger rail worsened, causing railroads to 
petition the Interstate Commerce Commission to abandon 
routes

Passenger Rail Act of 1970--created Amtrak (“America and 
Track”)

A Congressionally chartered corporation operated as a quasi-
government corporation for the provision of intercity passenger 
rail service in the U.S.

Amtrak began service on May 1, 1971 after taking over 
passenger rail routes and equipment from freight rail operators
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Amtrak at a glance

2009 ridership of 27.1 million and ticket revenue of $1.6 billion 

Approximately 80,000 customers daily on 308 trains on 43 routes 
(product lines)

Service to 528 stations in 46 states across 22,000 miles of track

1519 cars, 469 locomotives, 80 car carriers (Auto Train) and 101
baggage cars

19,000 employees

Amtrak has enjoyed positive ridership/revenue growth since 2004, 
with the exception of 2009

Amtrak’s ridership from October-December 2009 was 7.2 million, 
the strongest in the company’s history
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Competitive Set

Major tourism suppliers - airlines, hotels, car rentals, restaurants, 
attractions, rail and buses

Amtrak’s competitors’ include the car, airlines and “stay-cations”

While rail travel is a common mode in Europe and Asia, the 
American market is likely to consider cars and planes first in their 
planning process for intercity travel

If one airline advertises a sale, it is likely other airlines will benefit 

Unlike other suppliers, Amtrak is “the category” and consequently 
must market aggressively to stimulate purchase among new 
customers
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Marketing Challenge and NTD Strategy

Consideration for rail as a travel mode for intercity travel is low

With 43 distinct products and a limited budget, resources support 
the Amtrak master brand in top markets and Acela Express

The NTD strategy extends marketing reach and impact:

– Generates extensive free-media through aggressive PR 

– Stimulates route-level engagement of stakeholders and partners

– Employs social media to reach new audiences

– Leverage current media plans to integrate the NTD messaging

– Engage employees and senior management in the celebration

– Institutionalize NTD going forward
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Event/Entertainment Marketing
Amtrak had historically executed fully integrated marketing campaigns 
utilizing television, radio, print, online, direct mail, email, sports, etc.

NTD was the first effort in event marketing that leveraged paid media with 
PR, multiple partnerships and employee and grass routes engagement

It led to exploring entertainment and product placement initiatives

Major 2008/09 initiatives that delivered strong earned media results:

– The “Good Morning America” (ABC television network) train

– The historic “Obama” train the weekend before his Inauguration

– NTD in May 2008/9

– “Disney’s Christmas Carol Train Tour”, a 6 month 40 city tour leveraging 
Disney’s PR and star power of Bob Zemeckis and Jim Carrey

– “Amtrak Series”, leveraging Amtrak’s Charter travel arrangements with 
the Philadelphia Phillies and New York Yankees during the World Series

– “Dr. Phil” show broadcast on Acela Express
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National Train Day (NTD) Rationale

NTD - one of many ideas generated at an FY08 planning 
session

Consumer travel frustrations were high - rising fuel prices, 
crowded flights, security hassles, high gasoline prices and 
traffic congestion

Consumers becoming more environmentally conscious

The growing relevance of train travel as an alternative mode 
evidenced in strong ridership/revenue performance since 2004

NTD leveraged this momentum to celebrate rail travel--past, 
present and future through events and integration of the NTD 
message in internal assets and existing media placements

May 10, 1869 marked the completion of the transcontinental 
railroad in Promontory Summit, Utah—”Golden Spike”
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NTD Key Messages

Rail travel has a rich history and strong future in the American
transportation system

Rail offers a modern, greener and more human way to get there

Amtrak represents a haven from frenzy; the nicer way to travel

Amtrak’s ridership and revenue have never been stronger

There’s never been a better time to take the train
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NTD Objectives

Generate positive awareness for NTD, and the rail industry

Institutionalize as an on-going celebration to drive free media    
and engage grass roots organizations nationwide

Drive attendance at NTD events in 4 major cities and generate 
“grass roots” events across smaller markets

Increase ridership/revenue during March-May period vs. 2007

Engage marketing partners to develop promotions

Utilize non-traditional and entertainment based marketing to 
generate significant PR exposure

Engage front line employees to instill a sense of pride
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National Train Day:  
A Fully Integrated Marketing Execution

Advertising
(Paid Media)

Employee
Engagement

Grassroots
(Route Level Marketing)

Partnerships

Promotions
(MasterCard, NPS, WOF)

Events &
Entertainment

PR
(Free Media)

National
Train
DayEmployee

Engagement

Grassroots &
Local Activities

Stakeholders & 
Partnerships

Promotions
(MasterCard, NPS, WOF)

Station Events &
Entertainment

PR
(Free Media)

= New / Additional Communication Tactics
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NTD 2008 Timeline
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Tactical Elements – Overview
NTD Spokesperson: the announcement of Al Roker’s selection positioned the NTD 
PR & media communications program

Stakeholder Outreach: to engage employees, states, local governments, tourism 
partners, operators, and rail support organizations

NTD Microsite Launch: on March 17th, provided information on events, press kits, 
and interactive components to engage consumers and organizations

NTD Messaging: rotated into the existing Winter/Spring advertising campaign in 
television, print, radio and online vehicles

Station Events: top markets of NY, WAS, CHI, & LA hosted concerts, 
entertainment and family activities to draw consumers and media alike to the NTD 
celebration.  Equipment displays included Amtrak cars, private rail cars and 
commuter rail cars

Major Partnerships: the MasterCard & National Parks Service sweepstakes, 
Coachella Music Festival, Jeopardy and Wheel of Fortune promotions delivered 
positive brand association for Amtrak and exposure to their respective audiences
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Tactical Elements – Overview - Creative
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NTD creative—Station Poster
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Collateral Example – Microsite Homepage

Email to 
4 million members 

of the
Wheel Watchers Club 
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Collateral Example – Take-One
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Collateral Example – Direct Mail Postcard



20

Collateral Example – Bumper Stickers
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Collateral Example – Stickers for riders and NTD 
visitors

&  Kid’s Temporary Tattoos
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Collateral Example – Online MasterCard Banners
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Collateral Example – Online Brand Displays
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Collateral Example – In-Station Signage
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Collateral Example–Poster, Button, Hats, and Whistle
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MasterCard/National Parks Service 

Promotional Period

March 17 – May 31, 2008 

Promotional Concept

Green issues were on the rise and consumers were more sensitive to the 
environmental impact of their travel, Amtrak & MasterCard supported a green 
initiative and sweepstakes during the NTD promotional period

Promoted Amtrak as the greener mode of travel, and celebrated train travel in the 
United States

$.50 was donated to the National Park Service every time consumers used their 
MasterCard card to purchase Amtrak tickets, F&B and merchandise. The $500K 
cap was funded through MasterCard’s cooperative marketing dollars

In addition, customers were also automatically entered to win in the “America the 
Beautiful Sweepstakes”, with a variety of prizes related to National Parks travel.  
Grand prize value $15K
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MasterCard/NPS Creative
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Coachella Music Festival

The Coachella festival is a 3-day music and arts festival attended 
by 60,000 people daily—a new younger demographic

Amtrak operated a special charter train to the event, wrapping 
the locomotive in the NTD creative

The event has a national media profile and a photograph of a 
young lady dancing in the lounge car appeared on page 1 of the 
LA Times

Coachella provided in-station and on-board entertainment and 
sponsorship signage and PR
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Coachella Express

Train Wrap Coachella.com
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Wheel of Fortune (WOF)

WOF is the most-watched syndicated program since 1984.  It is the longest 
running syndicated game show in American television history.  WOF is broadcast 
by more than 200 stations nationally and is watched by more than 47 million 
viewers weekly

Amtrak’s partnership provided national exposure on March, April, and May 
episodes, in which an Amtrak Vacations PRIZE was featured as a “wedge” on the 
Wheel

Vanna White and Pat Sajak filmed :10 and :30 second vignettes in Chicago Union 
Station on March 6th.  These vignettes promoted NTD on The WOF show the first 
week in May

A wrapped Hiawatha Car operated CHI-MKE through May and delivered additional 
exposure and media opportunities.  The vignettes feature the wrapped Hiawatha 
car in motion

WOF included Amtrak in its “Going Green Theme” week.  Pat and Vanna called 
out Amtrak as a travel mode that reduces your carbon footprint
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WOF creative

Carlos Rosado from Addison, IL and his brother Ruben 
Rosado from Cicero, IL.  were contestants on Family Style 
Week on "Wheel of Fortune."  The show was taped in 
Chicago and will aired the week of May 5, 2008.

Hiawatha’s Train Wrap
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NTD Results

164MM impressions through broadcast, print and online 
exposures translating into more than $5MM in media value

4 hours of broadcast content, the equivalent of 445 thirty 
second spots

Mentions on TV generated 140 stories in 28 markets and 5 
national airings  

More than 20,000 attended the 4 major station events

An additional 90 cities were inspired to host their own 
events demonstrating grass roots support across the 
country

Ridership and revenue were up 10% and 12% respectively 
during the 3 month period compared to 2007, and 2008 
closed as the best year in the company’s history
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NTD results-cont’d

The cliché “Marketing is everybody’s job” proved true 

– 200 front line employees volunteered their time on a 
Saturday to participate

– The highest levels of senior management were personally 
engaged in the station events—members of the Board of 
Directors, the CEO and other Executive Committee 
members actively participated in the events

A sense of employee pride was established as evident by 
institutionalizing the event and growth in 2009 and 2010 

Another key constituency engaged---Capitol Hill

– Members of Congress signed a Resolution supporting NTD

– The FRA Administrator and DOT Secretary played active 
roles in the 2009 NTD event
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Amtrak today and the future of rail travel

Amtrak has historically requested federal funding on an annual 
basis making it challenging to plan necessary capital projects

In October 2008, Congress passed the Passenger Rail 
Investment and Improvement Act (PRIIA) which set national policy
for intercity rail and recommended funding levels for 5 years

PRIIA established a new partnership between the Federal 
Government (DOT), Amtrak, states and host railroads

– States plan rail service

– FRA integrates this state planning into a national system and 
provides capital funding to states and Amtrak

– Amtrak operates national network, helps design and operate 
new corridor services with states



35

Amtrak today and the future of passenger rail

American Recovery and Reinvestment Act of 2009 (AARA)

– Funds the PRIIA vision and grant programs

– $8B allocated to develop high speed rail service (HSR)

– First round of awards were announced in January 2010

Amtrak roles

– Grant recipient/partner

– Liaison between other partners

– Service operator/provider

Passenger rail travel will continue to grow as well as its 
relevance in the tourism industry
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THANK YOU!
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