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Survey #12 focused on how transit agencies provide scheduling information to its
customers (either by printed materials or electronic devices). The survey also identified
recent trends in this topical area.
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Question #1 asked respondents where their agencies currently provide printed service
information. See below for results. The other responses included on the bus, and at
every train station (Tri-rail).

Question #2 asked what types of service information is provided “on the street”. See
below for results. The other responses included info on bus shelters, Title VI statement,
periodic service updates, Google Transit, and findmyroutes.com info.

2013 FDOT/FPTA/CUTR
Professional
Development Workshop
June 18-19, 2013
Embassy Suites USF
3705 Spectrum Boulevard
Tampa, Florida 33612
(813) 977-7066
For more information, visit
the Conference website at:
http://www3.cutr.usf.edu/fpta/

Question #3 asked if the volume of printed schedule information changed over the last
few years. The pie chart shows the results.
Large Increase - (9%)
Small decrease(45%)

Published by the Center for Urban
Transportation Research (CUTR)

About the same (45%)

(Continued on page 2)
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Topical Survey #12 - (continued from page 1)
Question #4 asked if printing costs have decreased or increased over the last few years. The general
conclusion was that while print quantities have decreased overall, the actual cost per piece has risen,
resulting in minimal changes to the overall total cost of printing. One respondent cited that setting up
coordination between their website, the Google transit feed and printed schedules has led to increased staff
time and therefore a higher cost of printing.
Question #5 asked how the level of online schedule/route information provided has changed over the last
few years. The pie chart shows the results.
Large Decrease - (9%)
Large Increase (45%)

About the Same (9%)

Small Increase (36%)

Question #6 asked if the customer service call center has benefited by providing electronic/online
information to the public. Of the eleven responses: nine cited a specific benefit; one responded there have
been no benefits, and one was not sure. Of the benefits mentioned: two stated reduced number of calls and
four stated being able to provide quicker response time while providing more in-depth information. The only
drawback mentioned was that the customer service call center can be overwhelmed with inquiries when the
online system fails.
Question #7 asked what kind of feedback was received from customers that access transit information
electronically. five respondents cited that customers are generally pleased. Two respondents claimed that
overall, customers still prefer to speak to staff on the phone. One respondent stated that not enough
feedback has been received to warrant reporting. One respondent claimed that customers want more
interactive features.
Question #8 asked if there are future plans to provide more electronic/online information options. The pie
chart shows the results.
No, not a priority at this time - 9%

No, but would like
to and will strongly
consider - (27%)

Yes, currently in the
process of doing so (36%)

Yes, definite plans within the next year - (27%)

Question #9 asked respondents to describe one specific project in detail. RTS in Gainesville responded: “We
are currently in negotiations with the University of Florida to place electronic signage indicating when the
next bus will arrive at heavily used stops on campus. We also hope to place this signage at our major transfer
points and hubs.” SFTRA responded: “Tri-Rail Smart Phone App. Commuters can plan their trip, identify train
arrival and departure times, locate the nearest train station, calculate fares, learn how to ride Tri-Rail to
popular destinations, obtain general information, and even receive notifications on service interruptions.”
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Topical Survey #12 - (continued from page 2)
Question #10 asked respondents to describe overall observations regarding the trends and changes needed
for public transportation systems to effectively and efficiently provide customer information. One
respondent stated, “It depends on the type of riders your agency has. Choice young riders are very into using
all the latest online options; and ask for more. Other riders, who are not computer savvy or have limited
internet access are very happy to have the standard route information posted in multiple areas. We are
looking forward to a new AVL system with real-time information that will be displayed on large screens at the
terminal. That will be a terrific benefit for all.” Another respondent said, “Transit, like other industries, are
trying to catch up to the various new forms of media.”

PSTA Introduces New Connector Bus Service—December 2012
On December 10th, 2012, PSTA introduced a new type of flexible bus
service called the North County Connector. Connectors are designed
to improve mobility for people who don’t live or work on a bus line,
and are often used as a feeder to connect people with regular, fixedroute service. In this case, (as their name implies) the routes
“Connect” to services and locations in nearby Pasco and Hillsborough
Counties. PSTA’s Connector service uses smaller buses, similar to those
used for airport shuttles, which are able to get around on narrower
neighborhood streets, and will trek up to ¾ of a mile off the route to
pick up passengers. Riders who want to be picked up and/or dropped
off away from the pre-set route call in advance to make a reservation.
PSTA embarked on this new project to provides flexible Connector
service to northern areas of Pinellas County with three routes. Prior to developing these routes, PSTA
conducted public outreach. Over 35 presentations were made at local neighborhood associations, civic
groups, and libraries. Staff explained the service and surveyed the attendees to find out where they wanted
to travel. This information helped PSTA figure out which streets to put the routes on.
A comprehensive marketing campaign was implemented to encourage
people to ride. The special vehicles used to deliver the service were
branded with the traditional PSTA logos, and also the North Connector
wording. Three individual full color schedule brochures were designed and
distributed in racks and at community events. The same information was
translated into an 8 ½” x 11” flyer that was delivered in the Tampa Bay
Times and the Flyer (an in home direct mail piece), all to targeted zip
codes. The service was promoted on Clear Channel digital billboards, social media outlets, PSTA’s web site,
and also advertisements on PSTA’s own buses. Fares were free for the month of December. A very targeted
cable television campaign was conducted on the Bright House Network. Channels such as TNT, the Animal
Planet, BayNews9, OWN, and many others made up the buy. Each home in the targeted area would see the
commercial message at least 16 times during the run.
So far the service has been a huge success with over 2,000 rides provided during the first month on the road.
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Electronic Signage Information Systems to be installed on Metrorail platforms
In an effort to keep up with the demands of digitally savvy passengers and a more technologically complex
world, Miami-Dade Transit (MDT) is working on an Electronic Signage Information Systems (ESIS) project that
will ensure transit passengers have the most up-to-date transit information while waiting for the Metrorail.
The ESIS project, which is scheduled to be completed in
late summer 2013, will equip all 23 Metrorail stations
with LED screens that face both the north and
southbound tracks. These displays are useful for
providing passengers with the estimated arrival time of
the next train, and are much like MDT’s smart phone
app, the Train Tracker.
Another benefit of the ESIS project will be alerting
passengers of elevator and escalator disruptions, making
it easier for patrons to plan their trips.
The ESIS project will also allow MDT to post information regarding route detours, special events and other
important announcements in an ADA-compliant format so all transit passengers are kept informed of
changes to their daily commutes and schedules.
This new project will also provide wireless access at the Metrorail station platforms for patrons wishing to
use their electronic devices while waiting for the train, and within the Metrorail cars, which have had Wi-Fi
since 2010.

JTA providing mobility options to veterans, families through One Call-One Click
Northeast Florida has a strong military presence and is home to more than 125,000 veterans. As such, there
are a multitude of services for veterans including the Veterans Outpatient Center which serves area veterans
with a broad range of medical, dental, surgical, psychiatric, nursing and ancillary services. However, veterans
requiring hospitalization must travel more than 60 miles from Jacksonville to the Gainesville or Lake City VA
medical centers. While the large military bases are located within the Jacksonville city limits, many military
families and veterans live in the bedroom communities in the counties surrounding Duval County.
Currently, there is no single source of transportation information in the region. The telephone numbers and
processes for scheduling trips, in addition to, the eligibility requirements and fares, vary greatly. The entire
process is confusing—even to the experienced rider and mobility manager. It is also a financial strain on the
transportation system, as uncoordinated trips cause duplication and gaps in the services provided.
As the largest transportation provider in the region, the Jacksonville Transportation Authority received a $1.9
million grant to create a “One Call-One Click Transportation Resource Center.” This comprehensive and
cohesive system will incorporate all of the potential transportation options, including traditional transit,
walking, bicycling, volunteer driving programs, car pools and opportunities available from various social
service and veteran organizations, as well as the cost of these options and their availability at a particular
location or for a particular trip. Area veterans, military families, support organizations, transportation
(Continued on page 5)
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JTA providing mobility options to veterans….. (continued from page 4)
coordinators and members of the general public may retrieve this information by using Internet-enabled
devices to access an interactive regional website or call a toll-free telephone number to locate exactly where
transit vehicles are and their anticipated arrival times at certain locations. Users will also be able to reserve,
review, cancel or modify previously booked trips on their own or with assistance from a regional customer
service representative. With one call or one click, veterans, military families and agencies that support them
can easily identify, plan, and book transportation within their communities or across county lines.
The plan is anticipated to be completed in 2013 with the project fully implemented in early 2014.

HART Kicks Off Digital Advertising System - January 2013
This month, HART kicked off a new advertising program that will use
the existing annunciation system on buses to broadcast 10-15 second
messages. The program is managed by the transit media firm,
Commuter Advertising, which enables time and location-based announcements triggered by GPS systems.
HART is one of ten transit agencies in the United States to embrace this new transit advertising technology.
The contract with Commuter Advertising represents a new advertising revenue stream for HART; projected
revenue to HART over a five-year period is more than $460,000. In addition, HART will use this system for
public service announcements to inform passengers of changes to bus routes or schedules, and to build
relationships with businesses at bus stops - all with zero impact to HART operations.
"HART has always been diligent about operating as efficiently as possible and identifying innovative practices
that save taxpayer money and improve the long-term financial sustainability of this agency," said HART Chief
Executive Officer Philip Hale. "Not only does this represent new revenue for HART and introduces a new
advertising option for this market, HART and Commuter Advertising are offering the opportunity for
advertisers of small businesses to affordably promote their services or products to very targeted audiences."
Commuter Advertising will complement current HART advertising options, such as bus and shelter
advertising. These programs exceeded projections in fiscal year 2012. Total actual revenue generated from
these programs was $770,771, while the budgeted revenue was $530,000.
Commuter Advertising is the first and only company to create, manage and sell GPS-based, short-form audio
and text-scroll advertising on transit vehicles in the United States. All advertisements are ADA compliant.
Other transit agencies throughout the country using this technology are: Cincinnati, Dayton and Toledo, OH;
Champaign and Chicago, IL; Kansas City, MO; Rockland County, NY; Pittsburgh, PA; and Jacksonville, FL.
"Commuter ads are a great way for Tampa-area businesses to reach customers at an exact location," said
Katie Hill, founder of Commuter Advertising. "We’re excited to bring new revenue to HART. They're
dedicated to providing great service, and we're onboard with that."
Customers began hearing HART public service announcements through January and February as the system
was tested. Paid advertisements, for which Commuter Advertising has already garnered interest, will begin
after the initial testing stages. Commuter Advertising will then conduct surveys within 6-9 months to ensure
advertising announcements are well received by HART customers.
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Spotlight On… Cyndi Raskin-Schmitt, PSTA
NAME: Cyndi Raskin-Schmitt
TITLE: Manager of Communications
BIRTHPLACE: Dunedin, Florida
EDUCATION:
 BA in Humanities from Eckerd College
 AS in Business Administration (Marketing) from St. Petersburg College
YEARS WORKING IN TRANSIT INDUSTRY:15
YEARS WORKING WITH PSTA:15
PROFESSIONAL HISTORY: When I started at PSTA in 1998 I had a squeaky new AS degree in marketing

that I was keen to put to good use. I joined the PSTA team an Executive Secretary, and was quickly promoted
to an Administrative Assistant. By continually taking on more and more responsibilities and using my love of
communications I was able to see my position upgraded to Marketing Communications Coordinator in 2006.
When my daughter was just one year old I decided to go back to school to finish my bachelor’s degree.
Though there weren’t any advancement opportunities at PSTA at the time, I knew that having my degree
would make all the difference in the future. Working full time, and being a single parent to a toddler made my
schooling all the more fulfilling when I received my BA in Humanities, with “distinction” (similar to Magna Cum
Laude), from Eckerd College in St. Petersburg in 2010. In December 2012, I became the first ever Manager of
Communications at PSTA. As our industry and customers continue to change and grow, it will be my
responsibility to ensure that our messaging is clearly communicated.
BIGGEST SURPRISE IN MARKETING TRANSIT: That it touches so many different things in our

community – jobs, quality of life, and economic development
BIGGEST CHALLENGE IN MARKETING TRANSIT: Remembering to make everything we do about

people, not about buses!
COMMUNITY INVOLVEMENT: PTA VP of Outreach at my daughter’s school
PERSONAL BACKGROUND (family, pets, hobbies, pastimes, etc): I’m a single mom to a delightfully

bright 7-year-old daughter. I’m a reader, Pinterest addict, and I love a good sci-fi or cop show.
CHILDHOOD AMBITION: When I was a kid I wanted to be a teacher (I think a lot of kids do!)
INSPIRATION: The opportunity to make a difference in my community inspires me every day. That, and of

course, wanting to set a good example for my daughter.
FAVORITE BOOK: The Talisman by Stephen King, plus half the e-books on Amazon
FAVORITE COLOR: Green (And not just because public transit is a “green” product!)
FAVORITE CANDY: Skittles
ANY OTHER RESPONSE/QUESTION THAT YOU’D LIKE TO RESPOND TO:

Just know that all of you make a difference every day in the lives of the public that you serve!
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Florida
Department of
Transportation
605 Suwannee Street MS 26
Tallahassee, Florida 32399-0450
Program Manager: Liz Stutts
Phone: 850-414-4530
Fax: 850-922-4942
Email:elizabeth.stutts@dot.state.fl.us

On the Horizon…
May 5-8, 2013
Bus & Paratransit Conference
Renaissance Long Beach
Indianapolis, IN
http://www.apta.com/mc/Pages/default.aspx
June 18-19, 2013
FPTA/FDOT/CUTR Professional Development Workshop
Embassy Suites - USF
Tampa, FL
www3.cutr.usf.edu/fpta/

Center for
Urban
Transportation
Research
University of
South Florida
4202 E. Fowler Avenue, CUT 100
Tampa, Florida 33620-5375
Program Director: Rob Gregg
Phone: 813-974-8383
Fax: 813-974-5168
Email:gregg@cutr.usf.edu

The FTMN needs
your participation!
Please participate with your
ideas, articles, and expertise.
Send materials to Mark Mistretta,
Program Manager

mistretta@cutr.usf.edu

2013 APTA Marketing & Communications Workshop
The 2013 Marketing & Communications Workshop was held on
February 24-27, 2013 in Los Angeles, CA. Several transit marketing
professionals from Florida attended the conference, including
employees of Miami-Dade Transit (MDT), SFRTA, and Palm Tran.
Bobbie Carmona of MDT, had this to say about the conference:
“The workshop was wonderful. The one theme that stood
out was the increased use of social media and Apps to
keep the general public informed, engage customers,
promote programs and the agency brand. Apps for
regional maps and transit information were discussed in
detail. The breakout sessions were all terrific - it just
wasn’t about the presentations, but also the dialogue that
followed.”

As the conference alternates between a Southwest and Southeast
location every other year, I hope that more transit marketing
professionals in Florida will be able to attend the upcoming
conference in 2014.

