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Newsletter of the Flarlda Trans:t Marketmg Network September 201
DENTE S = Branding and Public Image for Transit
Branding and Public 1 Recently, the FTMN sponsored a webinar on the topic of branding and public imag
Image for Transit presented by Kelly Robertson, APR of BowStern Marketing. For those unable to atte
you will get a second chance to view this presentation at the Annual FPTA conferen
Survey #10 General 1 on Monday, Oct. 17at 10:30 a.m. Following is a brief synopsis of the presentation:
Fare Survey
2 KFGQa Ay | 06N} YyRK

Marketing News from 2
the Transit Industry

= A brand is not a logo.
= A brand is not a mascot.
(L2t AIKGE hy = A brand is not a product. (bus or terminal)

Christine Diaz R R B . A N
¢ KS NSI fAGE& A a z fekling@abedit your oganizatiof. YISi8 thérya

2011 Marketing reactionwhen they encounter you. Branding is about differentiating yourself from

Awards pack. Standing out. This means taking a look at your name, creative approachia
overall user experience. All organizations should take time to evaluate the impagt c

On the Horizon... their current brand. When you embrace the evolution of your brand, expect a clea@re

focus, ownership from key constituents and public fuy @ t SNX I LJA § .
re-evaluate yours?

Mark your Calendar Survey #1@General Fare Survey

2011 FPTA Annual The most recent mirsurvey was conducted to learn more about the fare structure a
Conference FINE LREAOASE 2F CE2NARIF Q& FAESR NI dzi
to the survey. Some specific results belofull feport available orfl-exchange.com

Oct 1618, 2011
Hyatt Regency Tampa = All responded that base fares had increased within the last four years with the nios

8132251234 recent change occurring in May 2011.
211 North Tampa Street
Tampa, FL All claimed that increasing the base fares was in response to the need to brifg |
more revenue either to offset budget shortfalls, improve farebox recovery, andfor
For more information, contac avoid service reduction.

Amber Reep
reep@cutr.usf.edwr Eight of 14 (57%) responded that there were no definite plans for a future change i
Jay Goodwiill the base fare but that the next change would be an increase. Four agenciesfis
jaygoodwill@cutr.usf.edu GKSe8 6SNBYyQlG &dzNBE AF GKSNB 6SNB | ye QT

Six of 14 (43%) said that gas prices were on their near term radar when it com

‘ determining fares. An equal amount said it was a consideration, but there are nffor
; important factors. Two agencies claimed it was not a factor at all.
= |

—

Nine of 14 (75%) use electronic farebox technology. Of those, seven use maghe

: stripe cards, two use smart card systems, and two offered payment with crédi
Published by the Center for Urban (Continued on pag®)
Transportation Research (CUTR)
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Florida DOT District One CommuterdS€raiges ng it t o t he

The Florida Department of Transportation (FDOT) District One Comnc 17,

Services program, brought together numerous organizations and local tri omm“ler/ ’:

systems, in a joint effort to encourage commuters to use travel alternati <
RAZNAY3 GKS ¢F1Ay3a Al (2-238Kbhe fedioNdbsuac unr it oy !
challenge encouraged Southwest Floridians, local governments, organizations, and local businesses tofthi
creatively and behave proactively, to reduce their fuel consumption, save money, and improve their he

by using alternatives to driving solo.

Partners throughout the region tailored their events to best suit the
¥ needs of local commuters. To kick off the Campaign in Manate
e County, the County and City of Bradenton hosted a laage kicloff
event in Bradenton, followed by a free ride day on Manatee Coun
. Area Transit (MCAT)In North Port, the City collaborated with
- Commuter Services, Sarasota County, Sarasota County Area Trafi§it
6{/ 1 ¢0ZX YR aS@SNIrt t20If NXaz2dMNDO
highlighting local alternative transportation resources and showcasin
{/1¢Q8 ySs 02YYdziSNI SELINBaa o6 dza S
FeT /2fttASN) /2dzydeQa /!¢ RAAGNAROdAzASR FTNBS o
T |/ KI NI-ARidé §lsojoatrihé aafphignaoiptofote its services.

Throughout the week, numerous businesses and organizations hosted independent worksite challenges il an
effort to support the regional initiative and provide options for employees. Commuters were asked
confirm participation by logging their alternative travel in Trip Track, an online system to record vehicle S
and associated emissions reductions. In April, 462 people tracked their trips, and documented a colle
savings of $50,238 in fuel and maintenance costs, 50.24 tons of pollution reduced, and 100,476
removed from the roadway.

Strong partnerships, communication, and broad irdgency cooperation made this campaign a success a
set the bar even higher for future challenges. The popularity of this campaign and the demonstrated |
support for public transit has grown; more commuters are reporting their transit ridership, and ma
commuter campaigns are underway for 2011. For more information on the Commuter Services prog
please contact program director, Christine Diaz, at 1.866.585.RIDE or Christine.Diaz@dot.state.fl.us.

Survey #10 General Fare Guinreyd from page 1)

cards. Other responses included: in the process of purchasing smart cards (tap cards), credit cards
be used at terminals or online only (not on buses), and the use of ticket vending machines.

= Twelve of 14 (86%) have a specific farebox recovery ratio target. The responses ranged from a low 0
to a high of 35%. A majority of agencies were in the 20% to 25% range. One agency did not have a
and another stated the highest percentage possible without losing ridership.

= Three of 14 (21%) still offer transfers, with two of the three being free and the other charging $0.25. e
other eleven agencies require passengers to pay full fare each time they board or buy a pass.
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its 3,200 bus stop signs and poles throughout the county. Palm Tran is
replacing older signs that are not as customer friendly, especially fa
customers with disabilities. Every bus stop will feature a larger sign that i

fully ADA compliant with color contrast and bigger letters and numbers.

LY FTRRAGAZ2YZT F2N) dKS TFANRG GAYS
raised letters and in Braille will be attached to every pole. This makes
easier for visually impaired customers to distinguish bus stop signs fro
| other sign poles and helps make the system more navigable.

@88 The $417,000 project was awarded to AC Signs of Orlando. Paim T
received funding for this project through the Urbanized Area Formulz
federal grant program. Palm Tran purchased 5,000 bus stop signs ang
poles from AC Signs, which is also responsible for installation. Additio

- signs will be stored for spares, replacements, and new service offering

AC Signs began installation July 11 with an ambitious plan to finish by the end of October. The compahly is
installing the signs in numeric route order, though many stops serve multiple routes.

PSTA Creates New Guides for Passengers witAugissibidies

In an ongoing effort to educate the public about transit options, PSTA

recently revamped its marketing materials for passengers with

disabilities. The colorful Mobility Options Brochure explains that by usijng

t{¢! Qa ySiasaN] 2F | O00SaaroftsS o Mobililg21L%S Oy
and enjoy affordable, frequent, and reliable transportation. It details th Options

accessibility features of the fleet including wheelchair ramps ar

kneeling devices, and outlines ID requirements for special discount fezes

fares. For those unable to use the regular bus, the brochure also give §

ONAST 20SNBASg 2F t{¢! Qa LI NI Gn

Transportation (DART).

A coordinated DART Quick Start Guide was also developed to as:
passengers who are accepted into the paratransit program. The guic
contains the basic information that a new user would need to start using "
the service, including: providers, service area, reservations, cancellations,
fares, wheelchairs, and other important guidelines.

Pinellas Su 'COast Tran Sit Author ty
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Citrus Connection Reinvenigulye011
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L ; After almost 30 years of public transit service in the Lakeland area,
Lakeland Area Mass Transit District, operating as Citrus Connection
has morphed into a new, more streamlined bus system. }
The plan to revamp routes was designed to improvetiome
efficiencies. The new routes took effect July"18 Twentytwo
routes were reduced to thirteen routes, which minimized the
number of transfers required. Rather than having 22 individua
route maps, a new System Guide was introduced, which provides &
routes, time points, service and general information in one handy booklet.

Information about the changes were provided to riders and Iabeli. ‘
bus stops for removal in the preceding two months. During the fiss
week of the changes, Personnel were on hand to assist customel
the terminal and customer service phone volume set a record.

Riders are beginning to get more comfortable with the new routy
and times and the response has been mostly positive. U!
additional finances are secured to allow the system to expa
services, Citrus Connection will continue to focus on enhanc
efficiencies.

The Citrus Connection board voteeD%on August 10th to choose Thomas Phillip
of Michigan City, Ind., as the new executive director. He is expected to start
August 29th, overseeing a staff of 125 and an $8 million budget. He will be p
$95,000 per year. A project manager for a suburban bus agency in Chicago, P
said Wednesday it was too early to talk about possible changes at the agency.

"My first goal would be to acclimate myself to LAMTD (Lakeland Area Mass Trg
District), to meet employees and give them a chance to meet me," he said. "We are extremely excited @
making Lakeland our new home." He said he realizes that these are tough economic times for the agenc
need to make sure we are utilizing all federal, local and state dollars," Phillips said. "We need to be
stewards of taxpayer dollars."

Phillips comes in at a difficult time. The search for a new executive director started after Danny Ours
former executive director left the agency in March. Phillips may soon face the prospect of unionization af
possible vote by the agency's blaellar workers.
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Spotlight Oné Christine Diaz

NAME: Christine Diaz

TITLE: Commuter Services Florida Department of Transportation, District One,
Program Director

BIRTHPLACE: New York, Manhattan

EDUCATION: Bachelors in Management & Marketing, Specialization in Corpora
Training Development, CPM, MOUS, Train the Trainer and Field Instructor
PROFESSIONAL HISTORY: Over 15 years of marketing and management
experience working in private, neprofit, federal, and state government

YEARS WORKING IN TRANSIT INDUSTRY: 4 years

YEARS WORKING AT CURRENT JOB:  URS Corporation, 4 years as a Consukdunaging the

Commuter Services Program

BIGGEST SURPRISE IN MARKETING TRANSIT: Commuters that have never tried public transit
perceive that only people who cannot afford a car use public transit. "Change is never easy. You fight to
on, you fight to let go."

BIGGEST CHALLENGE IN MARKETING TRANSIT: Budget constraints in a large 12 county territory with
a small outreach team

COMMUNITY INVOLVEMENT : Fundraising, youth groups, theatrical productions and very active with
Church

PERSONAL BACKGROUND: Husband Frank and teenage daughter Bianca

CHILDHOOD AMBITION:  Loved performing and dance

INSPIRATION: Faith in God and Family

FAVORITE BOOK: Enjoy a good mysterguspense novel

FAVORITE COLOR: Blue and Green

FAVORITE CANDY: Chocolate with nuts

FAVORITE QUOTES: A positive attitude brings strength, energy and initiatireUnknown writer
Creativity is contagious. Pass it enAlbert Einstein

2011 Marketing Awards

I NB e2dz NBI Ré F2NJ GoKAThe batfel NGB haveybeel
drawn. Transit teams have been sharpening their marketing tools

preparation. And now is the time when our warriors will be recognized for tl

hard work, innovation and impeccable execution.

2 yid G2 o6S GKS ftFad 2y-@f Alcongiidrs/ de
welcome. Gather your marketing materials and start laying out your strategy
battle! In fact, putting together an entry is painless. The submittal deadlin
5:00 pm on Friday, September 16, 2011. Questions should be directed to| *
Robertsorng emailkrobertson@bowstern.coror telephone 904.881.7912.

And mast importantly, join us in October at the awards banquet as we celek 41> florida public |HYATT REGENGY TAVIPA
these marketing milestones and achievements throughout the industry. _ "easEadiation |0CT.16-18 | TAMRA
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Floddes - On t he Hori zoné
Department ol
Iransportation’ et JIg  Wloiki
- 2011 APTA Annual Meeting & EXPO
Ernest N. Morial Convention Center
New Orleans, LA
www.apta.com/

605 Suwannee Street MS 26
Tallahassee, Florida 3239450

October 1618, 2011

37th FPTA Annual Conference
HYATT Regency Tampa
Tampa, FL
www.cutr.usf.edu/fpta/

Program Manager: Liz Stutts
Phone: 856414-4530
Fax: 8560224942
Emailelizabeth.stutts@dot.state.fl.us

Center for
| I Urban
Transportation
CUTR Research

Sout Fore

4202 E. Fowler Avenue, CUT 10
Tampa, Florida 33628375

Program Director: Rob Gregg
Phone: 813874-8383
Fax: 81398745168
Emailgreqg@cutr.usf.edu

The FTMN needs
your participation!

Please patrticipate with your
ideas, articles, and expertise

Send materials to
Mark Mistretta,
mistretta@ cutr.usf.edu
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