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Paid Media

The campaign utilized traditional radio advertising on the local Livingston County radio station, streaming
audio ads, online display advertising, and streaming video pre-roll ads within the targeted area. This paid
media strategy was intentionally structured to achieve high-frequency exposure and reinforce message
recall among prospective applicants. All paid media directed interested candidates to BeABusDriver.org,
which served as the campaign’s central recruitment landing site.

Across the various paid media platforms, the campaign included:
+ 2,555,151 display ad impressions
+ 142,865 video pre-roll impressions
+ 111,558 streaming audio impressions
+ 100,000 digital out-of-home (billboard) impressions
+ 500 traditional radio ads

With over 2.9 million digital and outdoor impressions and 500 radio advertising placements, the paid media
aspect of the campaign reinforced both awareness and message recall in a competitive labor market.
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Media Relations 4 )

The communications team leveraged media
relations to inform the community and
prospective applicants about the Bus Driver Try-
[t-Out Day. A press release and media advisory
were distributed to local and regional media
outlets, resulting in coverage from multiple

local news organizations as well as a regional
television station.

Top: Sample display ads
Right: Media hit in local newpaper
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Social Media

The social media content calendar included 20 posts per member district (two posts per week for 10
weeks). While the messaging remained consistent across districts, posts were staggered so that each
district shared different messages each week. This coordinated structure ensured repeated exposure
across the county and reinforced campaign messaging throughout the recruitment period. The full social
media calendar and graphics set can be viewed at https://bit.ly/4gXG60oJ.

Many of the graphics accompanying the posts were customized to reflect each member district’s branding
and imagery while maintaining overall campaign consistency. Most posts directed prospective applicants
to BeABusDriver.org, while select posts linked to the campaign’s video series to support storytelling and
engagement.

Livingston Educational Service Agency 77 Howsl Public School District
Aug 5 el June9, 2025 @
we'll wou AND pay you to learn. Become a fully licensed school bus driver with our paid

igram. Apply taday: Be

It sounds interesting, but I don't
have my CDL.

Post 1
Looking for a job that works around your life?

Being a bus driver offers a family-friendly schedule and mg

Post 1 Graphic Link

paid training to get you rolling. Apply now:
BeABusDriver.Org

Files can be accessed here: (CIEZE)

Post 2 Post 2 Graphic Link
Be the hero behind the wheel. an

Every morning, every ride, youre making a difference.
Learn how to get started at BeABusDriver.Org

Post 1 Post 1 Graphic Link
Be part of the moments they'll never forget. Drive the g.,

bus that takes them on their next big adventure. Learn ;v**%'?'
more at BeABusDriver.org ]a‘-

Post 2 Post 2 Graphic Link

A job with heart, purpose, and perks. Drive students to
success — and drive your career forward. Get started:

BeABusDriver.Org why drivers love their job video

Post 1

‘'our job. Their journey.
Bus drivers are trusted adults who guide more than just
routes, they guide lives. Drive with purpose: Apply

Post 1 Graphic Link

today: BeABusDriver.Org making a difference video
Post 2 Post 2 Graphic Link
Make mornings meaningful. e ] 1

Help kids start the day with a smile — and earn great
pay while doing it. Become a bus driver: g
BeABUSDriver.Org o j

X
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Sample social media posts and sample social media calendar.
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Print Materials 4 A
The communications team developed updated _ —

print materials for use across member districts. ;

Co-branded flyers were created and distributed We’'re

throughout member districts, used at in-person Hiring Bus “Amllytodayat.\
recruitment events, and included in back-to- Drivers' BeABusDriver.Org

school packets to reach families and prospective X

. Starting at $20.78/hr
applicants. Co-branded banners were also to $23.07/hr

developed and placed in high-visibility locations
within each member district to reinforce campaign
awareness and support ongoing recruitment.

Nights, weekends, and Eligible for retirement
summers are optional benefits!
These materials combined the Livingston County
. . . - Spend time relaxing with Not trained? We provide
Schools campaign color scheme with individual Paid Holidays quality PAID training.
dIStrICt |ogosl ensurlng bOth reglonal ConSIStenCy Medical Insurance Substitute Driver Bonus
and local recognition. et it oy

Sign-On Bonus Tiers

Incentives run through Sept. 2025, or until fully-staffed

. . Full-Time Route Driver Substitute Driver New Driver Needs
Below: A sample of the outdoor banner which

was produced in two sizes 3 feet x 6 feet and
5 feet X 12 feet' Sign-on bonus is paid out in two installments, second installment follows six months of employment

m ’N Livingston
EDUCATIONAL
BRIGHTON HOWELL SERVICE Agency i't

Bus Drivers Wanted

Up to $5,000 Sign-On Bonus XN
@ Health Benefits |
@ Paid Training
@ Competitive Pay

@ Full & Part-Time Options

P Livingston
(I 5 EDUCATIONAL
rowe. g SERVICE Agency

WCKNEY ¢
5 %,

BRIGHTON
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In-Person and Event Recruitment

The campaign utilized two types of in-person recruitment
activities. The first was a regional Bus Driver Try-it-

Out Day, which allowed prospective applicants to meet
current bus drivers, learn about wages and benefits, and
test drive a school bus in a supportive environment. The
second involved securing booth space at several summer
festivals and community events across member districts,
providing visibility to large numbers of attendees. Flyers and
promotional “squishy bus” giveaways were distributed at
these events, and volunteers collected names and contact

information from interested candidates. Transportation BUS DRIVER

directors from each member district followed up directly TRY-IT-OUT DAY HOINEDT
with prospective applicants, helping move interested

candidates into the hiring pipeline. WEDNESDAY, JUNE 25, 2025 | 4:00-7:00 P.M.
HOWELL TRANSPORTATION DEPARTMENT

Right: Social media graphic used to promote the Bus Driver 1313 W. HIGHLAND RD., HOWELL, MI 48843

Try-it-Out Day.

District Webpage and Digital Marquees

When possible, the campaign utilized Livingston ESA RTC member districts’ websites and digital marquees
to display banner images and messages reinforcing campaign themes. A series of graphics and messages
aligned with the campaign’s key messages, featuring each district’s branding and imagery, was developed
and shared with district contacts for local use. Messages and images were intended to be refreshed
approximately every two weeks to maintain relevance and avoid message fatigue. While materials were
provided to all member districts, implementation varied across districts.

Up to $5,000 Sign-0On Bonus

( EDUCATIONAL
o/ SERVICE

Bus Drivers Wanted
Up to $5,000 Sign-0On Bonus

¢ Health benefits

» Paid training

e« Competitive pay

e Full and part-time options |

Above: A sample marquee message.
Right: Sample website banner images. HOWELL

PUBLIC SCHOOLS
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Cross-District Implementation Coordination

To ensure effective implementation of the campaign plan, the communications team met weekly with
Livingston ESA RTC transportation directors and district contacts. These meetings provided opportunities
to share campaign updates and review progress, including interest form completions, hiring activity, and
training status.

Timeline
Despite limited staffing resources, the campaign timeline enabled the communications team to maintain
consistent messaging, sustained visibility, and strong operational alignment throughout the recruitment
period.

TACTIC/ACTION DEADLINE A PERSON RESPONSIBLE
Identify current bus drivers for video series ~ May 23 RTC gﬂgi?grr;aﬁon
Film bus drivers for video series Jun4 Video firm, HC, LC
Develop social media posts and calendar Jun6 HC

Develop social media graphics Juné LC

Develop web banner graphics Jun6 T Gould
Develop marquee messages Jun6 HC, LC

Design and order new banners Juné6 LC

Develop press release for try-it-out day Jun6 HC

Launch marquee messages Jun9 Districts
Launch web banner graphics Jun 9 Districts

Issue press release for try-it-out day Jun9 HC

Develop print, digital, and radio ads Jun 13 HC, LC, Beasley Media
Develop calendar of community events Jun13 Districts
Develop flyer for various locations Jun13 LC

Launch social media messages Jun16 Districts
Launch ads Jun 16 Districts

Host Bus Driver Try-It-Out Day Jun 25 Distrigisrégg?:‘pﬁétation
Launch video series Jun 26 Districts
Community Events Jun 27 Districtsdig?:?gpsortation
Information at back-to-school events August Districts
ggg;ggtlon in Backpacks for Kids Aug 6 LC

*HC represents the Howell Communications Team, and LC represents the Livingston ESA Communications Team.
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Staffing Outcomes

The primary measure of success for the campaign was whether the campaign’s objective,“By the first day
of the 2025-26 school year, Livingston ESA RTC member districts will have fully staffed Transportation
Departments, allowing each district to effectively and consistently provide transportation services” was
met.

While each Livingston ESA RTC member district faced RECRUITMENT RESULTS BY DISTRICT

different levels of need, all experienced driver shortages

prior to the campaign. Between June and August 2025, Brighton 18 2
staffing increased across all five member districts. In
. . . . g Hartland 14 2

total, 30 drivers were hired, representing significant
progress toward stabilizing transportation services Howell 39 8
across the cooperative. Livingston ESA 16 9

) . ) ) L Pinckney 4 7
With the 30 drivers hired, the campaign eliminated :
transportation vacancies across Livingston ESA RTC il o & =

member districts, allowing districts to begin the 2025-26 TOTAL 95 30
school year with the strongest staffing levels in several

years. Each district employed sufficient staff for a fully staffed department. However, because some staff
members were still in training or in the human resources process, not every department had all drivers in

place at the start of the school year.

Social Media and Video Performance
A coordinated social media calendar was implemented across four member districts to maximize reach and
maintain consistent messaging. One member district did not implement the social media calendar.

Across Facebook and Instagram, 72 recruitment posts were shared, generating 2,114 likes, 219 shares,
27 comments, and 2,359 total engagements. While detailed analytics were not available for each member
district that implemented the social media calendar, industry benchmarks suggest these posts likely
generated between 60,000 and 120,000 impressions.

Shares played a particularly important role in expanding the campaign’s reach beyond district-owned
audiences and into broader community networks.

; o 0 - c uw:é'rubewdeo Series @
I;ﬁz 2113 27 219 139-410 ~600

recruitment likes comments shares views per video  video engagements
posts shared  generated received recorded on social media
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A video storytelling series was developed to highlight the benefits of a bus driving career and reinforce
campaign messaging. Five themed videos were produced and distributed across multiple platforms
YouTube performance ranged from 139 to 410 views per video. While individual view counts were
modest on the hosting site, on social media nearly 600 engagements were generated by video posts.
Instagram generated the highest number of likes, while Facebook produced more shares, demonstrating
complementary strengths between platforms.

Paid Advertising

Paid advertising was designed to achieve message saturation across Livingston County and surrounding
areas through a combination of display, streaming audio, video, and outdoor advertising. Display
advertising generated more than 2.9 million impressions across the target area. Streaming audio advertising
delivered over 117 million impressions with a 98.5% completion rate, indicating that the vast majority

of listeners heard the full recruitment message. The YouTube pre-roll campaign generated 121,095
impressions, a 61.98% completion rate, and more than 79,000 full video views, ensuring strong exposure
to the recruitment message. Outdoor advertising further expanded visibility, generating more than 102,000
billboard impressions and reaching drivers across multiple area freeways. Together, these efforts created
sustained, high-frequency exposure and reinforced message recall throughout the summer recruitment
period.

In-Person Events

In-person events supported the recruitment of new drivers while also demonstrating to families in
Livingston ESA RTC member districts that each district was actively working to address bus driver
shortages. This visibility helped generate interest form submissions and increased awareness and
understanding of the need for additional bus drivers.

The Bus Driver Try-it-Out Day attracted 10 attendees and generated 9 completed interest forms,
representing a 350% increase in attendance compared to the previous Try-it-Out Day event.

Additionally, space at six community events helped support the campaign. At each event, flyers and
promotional items, including bus shaped stress reliever giveaways, were distributed to increase awareness
and encourage interest in bus driving positions. Following each event, there was an increase in interest
form completions. Informal feedback from events also showed that families in Livingston ESA RTC member
districts acknowledged the increased efforts to recruit new bus drivers.

In-person events proved to be a cost-effective way to recruit candidates and demonstrate the Livingston
ESA RTC’s commitment to addressing transportation challenges.

Lessons Learned & Future Recommendations

While the campaign successfully achieved its goal and significantly reduced the critical bus driver shortage
across Livingston ESA RTC member districts, the evaluation confirmed that transportation staffing requires
ongoing attention. Staffing levels can shift quickly due to retirements, resignations, and substitute coverage
needs, making sustained recruitment efforts essential to maintaining reliable transportation services.

To support long-term staffing stability, Livingston ESA RTC should maintain a year-round recruitment
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and awareness effort. A smaller-scale campaign during the school year would help maintain visibility and
preserve a pipeline of prospective drivers.

Maintaining competitive incentives will remain critical. The sign-on bonus structure introduced during this
campaign proved effective and should be continued or adjusted as needed to remain competitive within
the regional labor market.

Future large-scale recruitment campaigns should begin earlier in the calendar year. Planning for the 2026
summer recruitment effort should begin in February, with a

coordinated launch in mid-April. This timeline would allow RECOMMENDATIONS FOR FUTURE CAMPAIGNS
sufficient time for hiring and training before the start of the
. . . : U=U
s 2. EXPAND

school year and reduce the risk of service disruptions. --£%| 1.LAUNCH EARLIER 999 AN e
The Bus Driver Try-1t-Out Day proved to be a valuable eIl plang I ebilan FHoS AL CoNty et

i  Launch campaign in mid-April « Add southern coverage area location
recruitment tool and should be expanded. Because attendees . aiowmoretime forhiring & training ~~ « Increase geographic access
were primarily interested in northern RTC districts, hosting
at least two events, including one in the southern portion /2 3.STRENGTHEN 4. ENGAGE
of the service area, would expand geographic reach and nliCL TRackiN SERSEROLIERSIEAREN
increase the candidate pool. Incorporating a live radio remote « Improve BeABusDriver.org webpage + Present plan to Transportation Directors
broadcaSt from the BUS Driver Try_lt_out Day into the pald  Update referral source questions « Include local district contacts

« Enable accurate attribution  Continue weekly check-in meetings

advertising strategy could increase event awareness and drive
additional attendance.

Evaluation also identified opportunities to strengthen the BeABusDriver.org webpage. Improving referral
tracking and updating the “How did you hear about us?” options to include all campaign channels will
allow more accurate attribution and better-informed resource allocation.

The communications team identified a need to engage Transportation Directors and local district contacts
earlier in the process. While the plan was presented to superintendents, school business officials, and the
Livingston ESA RTC Executive Director, campaign details did not initially reach all Transportation Directors,
leading to early confusion about activities and responsibilities. Presenting the plan to Transportation
Directors and local district contacts before the launch, along with continuing weekly check-in meetings, will
strengthen future coordination.

The final area for improvement was the need to include staff time in the campaign budget. While each
district identified a local contact, the bulk of the work was completed by the Howell and Livingston ESA
communications teams. Accounting for staff time would allow measurable tracking of staff expenses
incurred by Howell and Livingston ESA and could potentially provide an opportunity for those districts to
recoup costs from the remaining RTC member districts.

Together, these recommendations provide a framework for sustaining and improving recruitment
momentum in Livingston ESA RTC member districts.
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