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TAP Sales Categories

•
 

Group Sales 

•
 

Individual Sales
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Group Sales Programs 

•
 
Approved in Feb 2003

•
 
Initial TAP use before general public release

–
 

Annual Pass Program or A-TAP

–
 

Employee Pass Program or B-TAP

–
 

Institutional Pass Program or I-TAP

–
 

Visitors Pass Program
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A-TAP 

•
 
Businesses can purchase individual annual passes 
for their employees

•
 
Pass price is prorated throughout the year

•
 
2008 Sales:

–
 

23 accounts

–
 

934 passes sold

–
 

$575,441 in revenue
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B-TAP 

•
 
Businesses buy annual passes for ALL employees 

•
 
Group rate based on Metro service to worksite

•
 
90% of new accounts renew each year

•
 
2008 Sales:

–
 

384 accounts enrolled

–
 

8,408 passes sold

–
 

$1,143,267 in revenue
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I-TAP 

•
 
Colleges buy Metro passes by semester or quarter  

•
 
Pricing is negotiated based on Metro’s 
College/Vocational Pass & student survey data

•
 
8 participating campuses

•
 
Revenue to date is $2,928,470
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Web information on Group Sales

•
 

Featured in TAP section of metro.net

7



Visitors Pass Program

•
 
Convention groups request passes on TAP

•
 
2400 TAP cards ordered this year

•
 
Rotary Club International, Book Sellers and 
Green Media Enterprises

•
 
$28,000 in revenue
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Individual Sales

•
 
Oct 2007:

 TAP sales tested at 
select outlets
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Individual Sales 

•
 
Feb 2008: 
Six outlets sell

 TAP exclusively
–

 
Metro’s four 
Customer Centers

–

 
LADOT & Foothill 
Transit stores

10



Individual Sales 

•
 
Sept 2008: 
129 sales outlets 
converted to TAP 
(26% of vendors)

•
 
75 additional 
conversions 
planned this month 

•
 
Remainder to be 
converted by       
Dec 2008
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Individual Sales 

•
 
Products sold on TAP are regular monthly and 
weekly passes only

•
 
Current TAP sales approximately 7600 monthlies 
& 18,100 weeklies per month
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Current Strategies

With fewer than 50% of 
outlets selling TAP:
•

 
POP materials 

•

 
“Metro Monthly”

 
stories

•

 
Website
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Web information on TAP

•
 

TAP section
 of metro.net
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Current Strategies

With 50% or more of outlets selling TAP, add:
•

 
On-board materials

•

 
Transit TV spot

•

 
TPIS message 

•

 
“Messages on Hold”

•

 
Field marketing reps

 at major transit hubs
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Current Strategies

With 75% + outlets selling TAP, add:
•

 
Print/Outdoor ads

•
 
Internet/Broadcast ads

•
 
Press event

•
 
TAP giveaways

•
 
Customer testimonial contest
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Gating

•
 
First gates on Gold Line Eastside 
Extension

•
 
Customer materials will explain use

•
 
Included as part of Grand Opening 
promotion

•
 
Continued as gates are installed system-

 wide
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