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Recommendation 6: 

Passenger Transport Maps 
 
It is recommended that, subject to funding, different levels of passenger
transport maps are produced, including: 
 

• County level map, to include: 
• Title indicating the area the map covers and the publication date 
• Linear based bus routes with route numbers (often coloured by

frequency) 
• Basic bus frequency guides, detailing origin and destination with

key timing points (numerical order) 
• Operator contact details and local authority contact details  
• Railway lines & stations, rail frequency guides and operator

contact details 
• Places of interest (e.g. Hospitals, Tourist Information Centres,

Churches, Youth Hostels) 
• Information on local non-conventional passenger transport

services (e.g. community transport schemes) 
 

• Area/city/town level map, to include: 
• As above 

 
• Individual passenger transport route map, to include: 

• Linear based route of the service 
• Origin and destination points of the service 
• Stops and stations along the route 
• Route/Service number or description 
• Key characteristics (e.g. vehicle accessibility) 
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Recommendation 7: 

Roadside Information 
 
It is recommended that: 
 

• Subject to funding all bus stop flags are provided exclusively by
Worcestershire County Council, and should include: 

• A passenger transport network logo and local authority logo 
• The allocated bus stop name 
• Directional information (e.g. towards Town Centre) 
• All bus service numbers using that stop (including night buses) 
• The individual SMS eight lettered or numbered code 

 
• In partnership with passenger transport operators, roadside bus

timetable display information is developed and agreed to a uniform
best practice standard and adopted across all of Worcestershire’s
timetable display cases, to include: 

• Composite or service specific timetable 
• A line diagram showing timing points 
• The service number 
• Accessibility symbols such as whether the bus is likely to be

wheelchair/pushchair friendly 
• Operator details 
• Worcestershire County Council details and contact information 

 
• The above service would be provided at a cost-covering charge to

operators who do not have the provision of in-house resources to
supply this level of information 

 
It is also recommended that roadside information is graded in line with the
Passenger Transport Infrastructure Best Practice Report Recommendation 5 –
Bus Route Grading Structure for Prioritisation of Bus Infrastructure Investment
(see Table 1) & Recommendation 6 – The Worcestershire Standard for Roadside
Bus Infrastructure. 
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Table 1: Bus Route Grading Structure for Prioritisation of Bus Infrastructure 
Investment 
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The “Worcestershire Standard” for Roadside Bus Infrastructure 

 
The Gold (High Use) Standard (In excess of 500 users a week) 

• FLAG – The bus stop flag design and content should adhere to best practice 
and include: 

• A passenger transport network logo and local authority logo 
• The allocated bus stop name 
• The individual SMS eight lettered or numbered code 

• TIMETABLE INFORMATION – For all routes serving the stop.   
 

The Silver (Moderate Use) Standard (250 to 499 users a week) 
• FLAG – The bus stop flag design and content should adhere to best practice 

and include: 
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• A passenger transport network logo and local authority logo 
• The allocated bus stop name 
• The individual SMS eight lettered or numbered code 

• TIMETABLE INFORMATION – For all routes serving the stop.   
 

The Bronze (Low Use) Standard (less than 249 users a week) 
• FLAG – The bus stop flag design and content should adhere to best practice 

and include: 
• A passenger transport network logo and local authority logo 
• The allocated bus stop name 
• Directional information (i.e. towards Town Centre), 
• All bus service numbers using that stop (including night buses), and 
• The individual SMS eight lettered or numbered code 

 
 

Recommendation 8: 

Interchange Information 
 
It is recommended that: 
 

• At bus only interchanges all bus timetable and service information is
provided in partnership with Worcestershire County Council and bus
operators, to include: 

 
• Full bus service timetable information for that interchange 
• Full bus service route map for that interchange 

 
• At rail only interchanges rail timetable and service information

continues to be provided by the franchised rail operators, as part of
their franchise commitments 
 

• At multi-modal interchanges Worcestershire County Council work with
all passenger transport operators, to ensure that comprehensive
information is provided for all passenger transport services, to
encourage multi-modal travel, and include: 

 
• Full bus, rail and other passenger transport service timetable

information for that interchange 
• Area maps displaying destinations served by passenger transport

services from that interchange 
 

• Clear and appropriate signage to platforms or bus stands must be
provided for all services 
 

• Clear and appropriate signage must be provided for walking links both
within the interchange and also towards town/city centre locations 

 
• Subject to funding, a staffed travel shop should be provided to access

further information relating to passenger transport services 
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Interchange Information cont. 
 
It is also recommended that interchange information is aligned with
Recommendations 1 & 2 of the Passenger Transport Infrastructure Best Practice
Report: 

• Recommendation 1 - The “Worcestershire Standard” for
Interchanges – Gold Standard (Main Rail & Main Bus Stations), and 

• Recommendation 2 – The “Worcestershire Standard” for
Interchanges – Silver Standard (Minor Rail & Minor Bus Stations). 

 
 
 

Recommendation 9: 

Dissemination of Information 
 
It is recommended that: 
  

• All outlets should be explored for the dissemination of information, and
should include as a minimum:  

• Libraries 
• Customer Service Centres (e.g. Worcestershire Hub) 
• Tourist Information Centres 
• County and District/Borough Council offices 
• Passenger Transport Interchanges (including rail stations) 
• Ticket Sales Outlets/Travel Centres 
• Post Offices 
• Hospitals, Health Centres and Surgeries 
• Leisure, Shopping, Sport and Community Centres 
• Jobcentres 
• Major Employers 
• Schools, Colleges and Universities 
• Museums and Art Galleries 

 
• Full use should be made of the bus, rail and other operators vehicles

and carriages, where practical 
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Recommendation 10: 

On-bus / On-train Information 
 
It is recommended that: 
 

• Full service specific timetable information should be provided on the
vehicle or carriage operating that service, available upon request from
the bus driver or train conductor 

 
• Full service specific fare information should also be provided on the

vehicle or carriage operating that service, available upon request from
the bus driver or train conductor 

 
 

Recommendation 11: 

Other Paper-based Information 
 
It is recommended that: 
 

• Full information should be provided for non-conventional forms of
passenger transport, including: 

• Comprehensive community and voluntary-sector transport
information 

• Guides on how to access and use passenger transport 
• Guide to alternative means of transport, e.g. cycling and walking 

 
• Appropriate information should be displayed on concessionary fares

and fares information 
 

• Appropriate information should be provided on accessibility at bus
stops and rail stations, passenger transport interchanges and on
vehicles/carriages 
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Electronic Information 
 

Recommendation 12: 

Real Time Passenger Information (RTPI) 
 
It is recommended that: 
 

• Worcestershire County Council work in partnership with passenger
transport operators, district/borough authorities and other key
stakeholders to provide, where appropriate and subject to funding,
passenger transport information in electronic format including Real
Time Passenger Information at key passenger transport interchanges,
such as bus and rail stations. 

 
• The further roll out of RTPI systems to other locations should be

explored in terms of costs and benefits. The additional locations to
include: 

• Hospitals 
• Town and city centres 
• Major leisure and sport facilities 
• Along key passenger transport service corridors that carry a large

volume of passengers 
 
It is also recommended that RTPI follows best practice and is aligned with
Recommendations 1 & 2 of the Passenger Transport Infrastructure Best Practice
Report: 
 

• Recommendation 1 - The “Worcestershire Standard” for Interchanges –
Gold Standard (Main Rail & Main Bus Stations), and 

• Recommendation 2 – The “Worcestershire Standard” for Interchanges –
Silver Standard (Minor Rail & Minor Bus Stations). 
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Recommendation 13: 

Database Information 
 
It is recommended that Worcestershire County Council: 
  

• Review the extent to which current passenger transport databases are
being used 
 

• Explore how passenger transport databases could be managed to
support provision of integrated passenger transport information 
 

• Explore the development of an integrated passenger transport
database with other functions within the local authority 

 
It is recommended that, subject to the findings of the above review and the
availability of funding, a new information database is sourced to perform the
following vital roles in passenger transport information provision: 
 

• Help in the coordinated delivery of printed interchange/passenger
transport stop/station specific timetable display information 

• Directly update the Worcestershire County Council-maintained
passenger transport website 

• Directly update the Traveline database 

 
 

Recommendation 14: 

 

Website Information 
 
It is recommended that: 
  

• A review is conducted on the extent to which the Worcestershire
County Council passenger transport website is being used for access to
passenger transport information 
 

• A review is conducted on the entire content held on the passenger
transport website and its format 
 

• Following the review, ensure that Worcestershire County Council’s
passenger transport website is: 

• Concise, accurate and understandable in its provision of
information 

• Maintained and up-to-date 
• Structured in a way that key information is easily located 
• Has appropriate links to other websites (e.g. Traveline, passenger

transport operators) 
• Designed to be aesthetically pleasing 
• Regularly updated and monitored by appropriate staff 
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Recommendation 15: 

Traveline 
 
It is recommended that Worcestershire County Council: 
 

• Ensure information held on Traveline for the county’s passenger
transport network is regularly updated and accurate 
 

• Ensure that the information is provided to Traveline in a cost effective
manner 
 

• Work in partnership with all passenger transport operators in respect of
financially contributing to Traveline calls relating to their services 
 

• Fully promote Traveline on all county and operator-produced literature
and infrastructure 

 
 
 

Recommendation 16: 

Electronic Information Points 
 
It is recommended that Worcestershire County Council: 
  

• Explore the development of alterative formats of information provision
through kiosk-based technology 
 

• Understand how alternative formats of electronic information meet the
needs of users, perhaps through conducting market research 
 

• Conduct an initial trial of kiosk-based journey planning technology in
key areas, e.g. major passenger transport interchanges 
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Recommendation 17: 

Face-to-face Information 
 
It is recommended that Worcestershire County Council: 
 

• Review how information is disseminated in a face-to-face fashion 
 

• Implement the following: 
 

• Staff Training: Front line staff to undertake regular customer
service training, in addition to attaining a recognised qualification
in Customer Service. 
 

• Informing Staff: Staff must be provided with all the necessary
information. Well informed and well prepared staff will be
sufficiently empowered to serve the public effectively and
provide impartial advice on all passenger transport enquiries.
Relaying information to staff could be via information technology,
formal training or printed information or a combination of these,
dependent on the enquiry. 
 

• Working Environment: All council and operator owned outlets
should be clean, maintained and fully stocked with all relevant
passenger transport information, as a result staff are much more
likely to take pride in their jobs and the quality of service that
they provide. 
 

• Dress: Smart, tidy and appropriate clothing presents a
professional image to customers. It is strongly recommended that
all front line staff are provided with uniforms. This is to promote
“belonging”, develop pride in the service, empower staff and
make them easily recognisable to members of the public. 
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Recommendation 18: 

Marketing 
 
It is recommended that: 
  

• All marketing activity should be customer focused, seek to increase
passenger transport patronage and support the achievement of local,
regional and national policies and targets relating to passenger
transport 
 

• A clearly defined marketing strategy should be produced in order to
develop passenger transport within Worcestershire 

 
 
 

Recommendation 19: 

Market Research 
 
It is recommended that 
  

• Regular market research is undertaken to: 
• Identify key market segments for targeted marketing campaigns 
• Identify key areas and services for improvement in the passenger

transport network 
• Confirm current marketing and information strategies or to

initiate change 
 

• Market research is conducted through both quantitative (i.e.
numerical) and qualitative (i.e. emotive) methods, and in regular
consultation with representative user groups as defined in the
Passenger Transport Consultation Strategy 

 
• Quantitative methods are used, and include: 

• Annual satisfaction surveys (postal/web-based) 
• Regular face-to-face service and/or topic specific questionnaires 
• Mystery Shopper surveys 
• Promotion monitoring and evaluation 

 
• Qualitative methods are used, and include: 

• Focus groups 
• In-depth interviews 
• Consultation with representative user group 

 
• Worcestershire County Council adopt a best practice market research

approach, such as the Translink model  
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Recommendation 20: 

Campaigns 
 
It is recommended that: 
  

• Service, area or network specific marketing campaigns should be used
to rejuvenate existing services or launch new passenger transport
services 
 

• Integrated passenger transport marketing campaigns should be
conducted to highlight multi-modal travel opportunities 
 

• Worcestershire County Council and passenger transport operators
should work in partnership to develop targeted marketing campaigns 
 

• A structured marketing campaign model is developed to include: 
• Planning 
• Implementation 
• Evaluation of each campaign 

 
• Marketing campaigns are innovative and creative in design to promote,

attract and encourage both existing and new users to the passenger
transport network 
 

• The most appropriate method of promotion is used for each marketing
campaign to ensure best value for money. Promotions may include: 

• Advertising (e.g. for countywide campaigns) 
• Promotion (e.g. for specific events) 
• Public Relations (e.g. for raising public awareness) 
• Direct Marketing Communications (e.g. for specific bus

services/routes) 
• Sponsorship (e.g. for raising network/key service profile) 
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Recommendation 21: 

 

Branding 
 
It is recommended that: 
 

• Worcestershire County Council in partnership with passenger transport
operators develop a county passenger transport network brand that:  

• Is clearly identifiable 
• Is carried on all passenger transport marketing and information,

including all ticketing where appropriate (further information on
ticketing can be found in the Passenger Transport Fares &
Ticketing Best Practice Report) 

• Is adopted in partnership with all passenger transport operators 
• Ensures a strong relationship between the brand, the passenger

transport network and the end-user 
 

• This network brand provides an identity to Worcestershire’s entire
county network of passenger transport services 
 

• Individual or area specific route branding should be developed to
rejuvenate or promote new services in line with primary or core routes
as identified in Recommendation 5 of the Passenger Transport
Infrastructure Best Practice Report, for example, Park and Ride 
 

• Worcestershire County Council work in partnership with passenger
transport operators to promote new areas of bus and/or rail services 

 

 
Recommendation 22: 

 

Events 
 
It is recommended that: 
 

• Worcestershire County Council host an annual passenger transport
conference focusing on amongst other things key themes relating to
passenger transport marketing and information 
 

• Regularly attend appropriate events to disseminate passenger transport
marketing and information including: 

• Local community/county events 
• County and/or District council–led events 
• Regional/National events 

 
• Arrange regular (e.g. quarterly) focus groups to discuss improvements to

passenger transport marketing and information 
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Recommendation 23: 

Stakeholder / Partnership Involvement 
 
It is recommended that Worcestershire County Council: 
 

• Improve partnerships and build strong working relationships, to support
the effective delivery passenger transport marketing and information,
with: 

• Both passenger transport operators 
• District and Borough authorities 
• Other key passenger transport stakeholders 

 
• Develop regular focused consultation with passenger transport

operators, and other transport stakeholders to improve passenger
transport marketing and information 

 
 
 

Recommendation 24: 

Funding & Staffing 
 
It is recommended that Worcestershire County Council: 
 

• Review its current annual budgetary spend on passenger transport
marketing and information 
 

• Develop an annual budget based on what is required to provide
passenger transport marketing and information to a best practice
standard that meets public expectations and ensures value for money 

 
• Work in partnership with passenger transport operators to realise

additional cost-savings and/or funding 
 

• Seek additional sources of funding such as Regional Development
Agencies and major employers through their travel planning, for the
provision of passenger transport marketing and information 

 
• Include budgetary provision for marketing and information as part of all

bids for passenger transport related projects 
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1. INTRODUCTION 

 
1.1 This report was commissioned as part of the project to develop the Passenger 

Transport Marketing and Information Strategy for Worcestershire. It sets out 
passenger transport marketing and information best practice and draws examples 
from within the UK and abroad. The Marketing and Information Strategy will form 
a vital input to the development and delivery of the Worcestershire Integrated 
Passenger Transport Strategy. 

 
1.2 The Methodology is set out in Section 2, and outlines the aims of this research 

project. This section also sets out the strategic context highlighting the national 
requirements placed on local authorities under the Transport Act 2000 in respect 
of a Passenger Transport Information Strategy. 

 
1.3 The Examples of Best Practice are covered in Section 3. These are taken from a 

series of Local Transport Authorities and passenger transport organisations that 
have performed well in relation to the delivery of their passenger transport 
information and the quality of their marketing of their passenger transport 
networks in their respective areas, including: 

 
• Printed Information  and the dissemination of this information, including the 

various forms of printed information and highlighting the consequent benefits 
thereof 

 
• Electronic Information highlighting best practice in respect of electronically 

produced or provided information 
 

• Face-to-face Information highlighting the best practice associated with the 
dissemination of passenger transport information “face-to-face” and how 
those organisations who are consistently high achievers provide information in 
this way 

 
• Marketing highlighting a number of successful marketing techniques and 

campaigns, the local authorities or organisations responsible and the positive 
impacts of these campaigns 

 
1.4 Stakeholder / Partnership Involvement is discussed in Section 4. This section 

indicates the importance of partnership working and the integrated delivery of 
passenger transport information. 

 
1.5 Funding & Staffing issues are examined Section 5. This includes the extent to 

which local authorities fund the provision of passenger transport marketing and 
information as well as the resources involved in the production and dissemination 
of materials. 

 
1.6 The initial Recommendations for Worcestershire County Council are provided in 

Section 6. These were prepared following the review of passenger transport 
marketing and information best practice from around the UK and abroad. 
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1.7 The Appendices are provided in Section 7. This contains a list of documents either 
read or used during the preparation of this report. As well as documents or 
websites suggested for further research. 
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2. METHODOLOGY 

 
2.1 Introduction 
 
2.1.1 A research plan was generated by the project team, which identified the topics 

considered pertinent to be included within any Integrated Passenger Transport 
Marketing and Information Strategy for Worcestershire. The research plan was 
condensed into four topics: 

 
• Printed Information 
• Electronic Information 
• Face-to-face Information 
• Marketing 

 
2.2 Performance Indicators 
 
2.2.1 All local authorities are measured on their service delivery through the Audit 

Commission2. The research plan focused on out turn performance of passenger 
transport marketing and information strategies across the UK and elsewhere. In 
particular, it drew on performance as measured through Best Value Performance 
Indicators (BVPIs). BVPIs and Comprehensive Performance Assessments (CPA) are 
two measures for local authority performance. 

 
 Best Value Performance Indicators (BVPIs) 
 
2.2.2 “BVPIs provide a rounded view of local authority performance delivery. They are 

designed to: 
 

• Enable central Government to monitor progress over a period of time, 
• Allow authorities to compare their performance against that of their peers, 
• Provide residents with information about the performance of their local 

authority.” 3 
 
 Comprehensive Performance Assessment (CPA) 
 
2.2.3 The CPA measures local government performance covering authorities' 

organisational capacity, and the whole range of councils' services.  
 
2.2.4 Each of these measures has specific indicators for local authority passenger 

transport. They are: 
 

BVPIs 
• BV102   Number of passenger journeys on buses 
• BV103   Satisfaction with local provision of public transport information 
• BV104   Satisfaction with local bus services 

                                               
2 An independent public body responsible for ensuring that public money is spent economically, efficiently, and 

effectively in the areas of local government, housing, health, criminal justice and fire and rescue services 
(http://www.audit-commission.gov.uk/aboutus/index.asp)

3http://www.communities.gov.uk/localgovernment/performanceframeworkpartnerships/bestvalue/bestvalueperfor
mance/ 
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CPA4

• E14   Satisfaction with local provision of public transport information 
• E15   Satisfaction with local bus services  

 
2.2.5 Local authority data for these performance indicators are submitted to the Audit 

Commission on an annual basis for BV102 and a triennial basis for BV103, BV104, 
E14 and E15. 

 
2.2.6 BVPI and CPA data from 2000/1 till 2006/7 has been analysed to show which local 

authorities have excelled with regard to the above performance indicators (see 
Appendix A). Of all the indicators BV103 and E14 are of most interest to this report 
as they relate directly to passenger transport information. The top ranking and 
most consistent local authorities from this data set have been put forward as ‘best 
practice’ performing passenger transport authorities. 

 
2.3 Other Sources of Best Practice 
 
2.3.1 There are also a number of organisations who have successfully achieved position 

recommendations and awards from various organisations, such as the UK Bus 
Awards, owing to their continued development and excellence in the provision of 
passenger transport information. These have been included within this report. 

 
2.3.2 In addition, there are a number of organisations who simply provide industry best 

practice, which conform to: 
 

• Various guidelines set down by the Association of Transport Coordinating 
Officers (ATCO) 

• The Royal National Institute for the Blind (RNIB) 
• The provisions of the Disability Discrimination Act (DDA) of 1995 
• The Transport Act of 2000 

 
2.4 Analysis 
 
2.4.1 A series of Local Transport Plans, Passenger Transport Strategies, Passenger 

Transport Information Strategies, Marketing Strategies and other related 
documents were collated from a wide range of best practice passenger transport 
authorities (see Appendix B). These documents were then scrutinised with relevant 
information extracted for further analysis. Where necessary, further 
communication with specific best practice passenger transport authorities was 
undertaken to best understand the delivery of their marketing and information 
strategy for passenger transport. 

 
2.4.2 The information contained within this report is, therefore, from a variety of 

sources and includes best practice examples from local authorities and passenger 
transport organisations who are deemed market leaders in the development, 
provision, production and dissemination of passenger transport marketing and 
information. 

 

                                               
4 Satisfaction from users of the bus service within the last 12 months 
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2.4.3 Where cited, the term ‘best practice’ is used to describe excellence in terms of 
strategies which: 

 
• Have high BV103 and CPA E14 levels of user satisfaction through the local 

provision of public transport information 
• Define clear parameters, providing clarity on the standard and quality of 

passenger transport marketing and information that can be expected from a 
transport authority 

• Set out a delivery process 
• Detail the criteria by which marketing and information schemes will be 

assessed to ascertain their value and relevance 
 
2.5 The Strategic Context 
 
2.5.1 The strategic context outlines those guidelines each local authority must work 

towards in the delivery of passenger transport information. This overarching 
guidance is set out within sections 139 – 141 of the Transport Act 2000 (see 
Appendix C). 

 
2.5.2 The Transport Act 20005 required transport authorities to produce a Bus or Public 

Transport Information Strategy to determine: 
 

• What ‘local bus’ information should be made available to the public 
(highlighted as the ‘required information’) 

• The way it should be made available (highlighted as being appropriate way) 
 
2.5.3 For the purpose of the act, the term ‘local bus information’, means: 
  

• Information about routes and timetables for local services to, from and within 
the county 

• Information about fares for journeys on such services 
• Information on facilities for disabled people, travel concessions 
• Connections with other public passenger transport services or other relevant 

subjects that the authority consider appropriate in relation to their area 
 
2.5.4 The act also requires each and every transport authority to consult with: 
  

• such organisations appearing to the authority to be representative of users of 
local services as they think fit 

• the traffic commissioner for the traffic area covering their area 
 
 
 
 
 

                                               
5 http://www.opsi.gov.uk/acts/acts2000/20000038.htm 
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3.2.12 This supplementary information conforms with ATCO guidelines with a size ‘12’ 
and simple font typeface. The information contained within the timetables 
themselves however, are not size 12 but a lower font size. This is a result of the 
space available and production costs in developing these books. It is commonplace 
for authorities to reduce the font size when producing area timetable books. 
However, it is not considered desirable to use a lower font size than point 10. 

 
3.2.13 These guides are however, renewed twice per year, with the colour of the cover 

changing to represent updates. A free updating service is also available. This is in 
the form of a tear out page contained within the book, which is sent – postage paid 
– back to the county council.12 

 
3.2.14 These three area guides have a cover price of 80p assisting the county in the 

production and administration costs. The cover price enables Derbyshire to pay for 
updates and to ensure the information is kept accurate and up-to-date. The county 
council has agreements in place for the sale and supply of these books in a number 
of outlets around the county. 

 
3.2.15 The area books are available for purchase at: 
  

• All bus station outlets 
• Tourist information centres 
• Public libraries 
• Specific news stands 

 
3.2.16 As well as the larger area guides Derbyshire County Council also produce a number 

of ‘Town’ specific guides - shown in Figure 3.3 - to supplement the larger 
publications. These guides highlight bus timetable information relating to specific 
towns within the county, and detail all services passing through that town. 

 
Figure 3.3 - Derbyshire’s Town Guides 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                               
12 http://www.derbyshire.gov.uk/transport_roads/public_transport/default.asp 
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3.2.17 Derbyshire also produce a free publication which contains all train timetable 
information for local services which pass through the county and longer distance 
trains. Copies of these publications are available at railway stations, information 
centres and public libraries within Derbyshire. 

 
3.2.18 Derbyshire have a good working relationship with rail and bus operators, relying 

upon the information they receive from them to produce their publicity. It is also 
considered within the best interests of the private operators to maintain a positive 
and partnership based  working relationship with the Council. 

 
3.2.19 Whilst both Derbyshire County Council and Derbyshire City Council produce an 

array of printed timetable information, this is supplemented by the information 
produced at operator level. The timetable information produced by bus operator 
Trent Barton13, which operates in Derbyshire, Nottinghamshire and Leicestershire, 
is also considered as best practice in its development and design of service specific 
branded timetable information, an example of which is shown in Figure 3.4. 

 
Figure 3.4 - Trent Barton Branded Timetable Information 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                               
13 Trent Barton have been the winners of many accolades in the recent past most notably the Bus Operator of the 

Year in 1999, 2001 and 2003 and runners up in 2000 and 2003. 
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3.2.20 The information contained within these timetables includes: 
 

• Introduction to the service, detailing origin and destination 
• Diagramatic map of the service 
• Timetable times from key timing points along the route (seven days per 

week) 
• Operators contact details (telephone number and website) 
• Map of key locations in Derby City Centre 

 
3.2.21 A number of other bus companies operating within Derby, most notably Arriva, 

produce service specific timetable leaflets in partnership with Derby City Council, 
who also provide financial support. 

 
 Example 2: Brighton and Hove City Council and Brighton Buses  
 
3.2.22 Whilst the success Brighton and Hove has achieved in respect of its BVPIs is very 

difficult to pin down to one particular aspect of its passenger transport 
information, the delivery of its printed information is certainly key to that success. 
Brighton and Hove City Council and Brighton Buses work very closely in the 
production and delivery of printed information and it is undeniably one of the best 
examples of partnership working seen anywhere within the UK today. The two 
organisations have taken on a partnership role to ensure the delivery of 
information is first class.  

 
3.2.23 Brighton Buses produces their free ‘Bus Times’ (Figure 3.5) publication twice per 

year detailing everything from: 
 

• Bus timetables  
• Maps 
• Fares 
• Additional information on bus hiring 
• Subsidised bus service information 
• Information on where to purchase tickets 

 
3.2.24 This publication is distributed in a number of outlets, including all Brighton Bus 

outlets (bus stations and travel shops), and is available for collection at:  
 

• Tourist Information Centres 
• Libraries 
• Local shopping centres 
• All local authority owned buildings  
• Hospital  
• Large employers throughout the town  

 
3.2.25 It is also available on request from both Brighton buses and the City Council 

themselves. 
 
3.2.26 All of Brighton’s paper based printed timetable information is set out with: 
 

• A clearly understandable and legible sans serif typeface 
• A legible font size ranging between 10 and 12 depending on the publication  
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• Appropriately coloured font  
• Additional information including service number and operator information is 

always included 
 
Figure 3.5 - Brighton Buses Bus Times 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.2.27 The information contained within Figure 3.6 conforms to the requirements laid out 

in the ATCO best practice guidance on the publication of paper based printed 
information. 

 
3.2.28 Brighton Buses also ensures that a ‘diagramatic’ map of the service is also included 

as this provides the user with additional visual information on where the service 
operates to and from, with key timing points along the route. Figure 3.6 shows 
how Brighton provides both a single service and composite timetable. It also shows 
the diagramatic map of the service(s) to provide those members of the public who 
have difficulty understanding bus timetables, where exactly the service operates 

 
3.2.29 In addition, Stagecoach South produces information on their services which 

operate throughout the area as well as their nationally renowned ‘Megabus’ 
network. 

 
3.2.30 The information produced by the two large operators is supplemented by 

additional timetable information provided by the city council for smaller operators 
within the area along with additional information for schools services. This 
information tends to be separate from the ‘Bus Times’ and is contained within 
separate standalone publications produced by the City Council. 
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Figure 3.6 - Example of Brighton Buses Publicity 
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3.3 Passenger Transport Maps 
 
3.3.1 A number of local transport authorities consider passenger transport maps to be 

the overarching focus of printed publicity, as it details all bus and rail based 
passenger transport with a county, city or town. Passenger transport maps are 
often seen as user friendly, all encompassing and cost effective. 

 
 Examples of Best Practice 
 
3.3.2 The following case studies have been highlighted as best practice examples in the 

development and use of passenger transport maps: 
 

• Derbyshire County Council 
• Brighton Buses 

 
 Example 1: Derbyshire County Council 
  
3.3.3 Derbyshire Council Council produce a countywide passenger transport map. In 

effect this is an overarching publication which underpins all other forms of printed 
passenger transport information that the county produces. The County Public 
Transport Map is produced by the county council passenger transport unit and is 
distributed in varying forms. 

 
3.3.4 It is distributed throughout the county free of charge as a single publication, as 

well as being utilised for area specific maps within the three area timetable 
guides, refer to 3.2.11. 

 
3.3.5 The map contains: 
 

• Title indicating the area the map covers and the publication date 
• Linear based bus routes with route numbers (often coloured by frequency) 
• Basic bus frequency guides, detailing origin and destination with key timing 

points (numerical order) 
• Operator contact details and local authority contact details 
• Railway lines & stations 
• Places of interest (e.g. Hospitals, Tourist Information Centres, Churches, 

Youth Hostels) 
 
3.3.6 As previously mentioned Derbyshire have developed this principal further to 

incorporate maps within their three area timetable guides. These maps have 
information printed on both sides, with a county map detailing bus routes on one 
side and an area map (i.e. Mid and South Derbyshire (Figure 3.7 & 3.8) shown 
overleaf. These maps are simple in design, yet visually attractive and are easily 
understandable and contribute to the continued success Derbyshire experience 
with satisfaction with local bus services and the provision of passenger transport 
information. 
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Figure 3.7 - Mid & South Derbyshire Route Map 
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Figure 3.8 - Derbyshire Town Map 

 
 
 Example 2: Brighton and Hove City Council and Brighton Buses 
 
3.3.7 Whilst many ‘Shire’ local authorities produce similar printed publications to that of 

Derbyshire, it is important to consider the printed publications which other areas 
produce, particularly those whose area is smaller or more compact. 

 
3.3.8 Brighton Buses produces an area based map for Brighton and Hove City itself, 

which includes: 
  

• Introduction translated into several languages 
• All roads which have a bus operating along them 
• All service numbers of buses 
• All bus stops and their location by name of stop (including accessible bus 

stops) 
• Rail stations 
• Places of Interest (including Parks, Leisure Centres, University Campuses) 

 
3.3.9 To supplement this city based bus map, Brighton Buses also produce area specific 

maps such as Peacehaven (Figure 3.9) and Shorehaven, which are a smaller scale 
version of the larger city map. 

 
3.3.10 These maps again contain: 
 

• All roads which have a bus service operating along them 
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• All service number of buses 
• All bus stops and their location by name of stop (including accessible bus 

stops) 
• Places of interest 

 
Figure 3.9 - Brighton Buses Peacehaven Map 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
3.3.11 In addition to these two ‘area’ based maps, Brighton Buses also produce route 

specific diagramatic maps for all bus timetables (Figure 3.10), which contain: 
 

• Linear based route of the service 
• Origin and destination point 
• Bus stops along the route (by bus stop name and location) 
• Service number 
• Key points (e.g. vehicle accessibility) 
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Figure 3.10 - Example of Brighton Buses Diagramatic Map 

.4 Roadside Information 

.4.1 A number of local authorities recognise the importance of roadside information 

 
.4.2 In November 2004, ATCO produced an interim good practice guide regarding 

 
.4.3 Roadside information includes a number of aspects, in particular: 

• Bus stop flag information  
rmation 

 
Examples of Best Practice 

 
.4.4 There are number of authorities who recognise the importance of roadside 

 
• Transport for London (TfL) 

 

                                              

 
 
3
 
3

and the role it plays in passenger transport information. Bus stops often represent 
the public’s first encounter with passenger transport information. It is important, 
therefore, that the information provision and format is fit for purpose. 

3
printed timetable information at bus stops14 (see Appendix D). The interim 
guidelines recognise that whilst there tends to be major investment by a large 
proportion of local authorities into the research and development of Real Time 
Passenger Information (RTPI) at bus stops, printed passenger transport roadside 
information still has a very large role to play. 

3
  

• Timetable case/display info
• Bus service timetable information 

3
information, and who stand out as providing industry leading examples. Those best 
practice authorities are: 

• Madrid 

 
 

 
14 http://www.atco.org.uk 
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Example 1: Transport for London (TfL) 
 
.4.5 Transport for London commonly known as TfL is a local government body 

 
.4.6 In 2005 there were just over 27 million passenger transport trips made within 

 
.4.7 TfL produce an excellent array of printed passenger transport information 

 
.4.8 The information contained on all bus stop flags (space permitting) includes: 

• Branded TfL logo 
 name 

.e. towards Town Centre) 
uses) 

 
.4.9 Following the recent introduction of SMS text messaging, a number of bus stops 

 
.4.10 Most ‘Shire’ local authorities struggle to maintain the accuracy of roadside 

 
.4.11 The roadside information contained at all bus stops within London, sets out full 

 
• A line diagram showing timing points 

ls such as whether the bus is likely to be 

• 

                                              

3
responsible for most aspects of the transport system throughout Greater London. 
The role of TfL is to implement the transport strategy for, and to manage 
transport services across London.15 Transport for London was chosen as a best 
practice organisation because of its ongoing provision of high quality printed 
passenger transport roadside information and the quality of the associated 
infrastructure. 

3
London, with 18% of these being made by bus, 10% by underground and 7% by rail. 
The volume of demand and the complexity of the network requires excellent 
passenger transport information. 

3
including route specific information, (in the form of service timetables and guides) 
as well as map-based information. The consistency and quality of the information 
is very high and maintained exceptionally well (by a third party organisation) with 
bus stop flags (Figure 3.11) and roadside information (Figure 3.12) updated as and 
when services are changed. 

3
 

• Allocated bus stop
• Directional information (i
• All bus service numbers using that stop (including night b

3
(particularly in London, but also being adopted elsewhere in the UK) now also 
display an individual SMS eight lettered or numbered code, refer to 3.13.4 for 
further information. 

3
information, owing in part to costs relating to frequent and irregular service 
changes and lack of resources to deliver those changes. However, TfL are 
exceptional in their production and delivery of roadside information, both in its 
standardised quality and accuracy.  

3
information on all bus services stopping at that particular location. The 
information also includes not only the composite or service specific timetable, but 
also: 

• The service number 
• Accessibility symbo

wheelchair/pushchair friendly 
Operator details 

 
15 http://www.tfl.gov.uk 
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• TfL details and contact information 
 
.4.12 TfL place the same emphasis on the quality of information they provide at 

 
igure 3.11 - TfL Bus Stop Flag  

igure 3.12 - TfL Roadside Information 

3
individual stops and shelters as they on do at their large bus stations and 
interchanges. 

F
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
F
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Figure 3.13 - TfL Printed Timetable Information (both for Leaflets & Roadside) 
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Example 2: Madrid 
 
.4.13 Madrid has an extensive passenger transport network catering for a population of 

 
.4.14 Figure 3.14 below, shows a full passenger transport map (bus, rail, and tram) on a 

  
Madrid Bus Stop Information 

.4.15 The information contained at this bus shelter and within the map includes: 

• Linear based map detailing which roads the bus services operate along with 

• ices within the local urban area 
ty 

lar and for all services in 

• ssenger 

• 
s provided on each shelter, with full service number and 

 

                                              

3
just over 5 million16 inhabitants. The network is also fully integrated with 
comprehensive information on all tram, bus and rail services. Full multi-modal 
information is shown at all major interchanges and at the majority of those stops 
equipped with shelters. 

3
bus shelter within the City of Madrid. However, this information, whilst very 
accurate, can often only be displayed where space allows. 

Figure 3.14 - 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3
 

service number 
Map of train serv

• Details on underground services throughout the ci
• Basic timetable information, for that stop in particu

the city centre detailing origin and destination and key timing points 
Places of interest and how to access these places, either by pa
transport or walking routes 
Operator details 

• A bus stop flag i
colour coding for branded routes 

 
16 http://www.munimadrid.es 
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3.4.16 The information provided at bus stops and key locations, such as interchanges and 

 
igure 3.15 - Madrid Street Signage 

.5 Interchange Information 

.5.1 An interchange is commonly know as locations where passengers can change 

 
.5.2 Passenger transport interchanges are often local authority owned, staffed and 

underground stations within the city centre are complemented by directional signs 
(Figure 3.15) which highlight places of interest, walking routes and access to 
nearby passenger transport interchanges. The information is colour coded for ease 
of use. 

F
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3
 
3

between transport modes and services. They can be “multi-modal” with a variety 
of transport modes, e.g. car, rail and bus, such as major interchanges in city or 
town centres or they can be single mode interchanges such as rail or bus stations. 
Details of the quality of infrastructure that Worcestershire County Council is 
aspiring to at interchanges are provided in the Passenger Transport Infrastructure 
Best Practice Report. 

3
maintained, however in certain cases they can be private operator managed and 
maintained such as Bedford Bus Station; which is managed and maintained by bus 
operator Stagecoach; or Worcester Crowngate Bus Station, which is owned and 
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managed by The Crown Estate and maintained and operated by the bus operator 
First Group. 

 
.5.3 Interchanges contain a number of key elements for an integrated passenger 

 
• Integrated, comprehensive, accurate and up-to-date passenger transport 

• ignage for links to facilities and services, e.g. rail platforms, bus 

• passenger transport information both within the 

• nt waiting areas, at which passengers can wait for 

• venient parking/waiting areas, e.g. at Park & Ride sites 
 

• focused staff – to assist passengers in using 

• d secure public areas 
 
.5.4 Well located and designed interchanges with good quality information can: 

• Increase accessibility 
sport information provision making it easier for 

• ssengers with a safe, secure, comfortable and accessible 

 
Examples of Best Practice 

 
.5.5 A number of local authorities have new, modern interchanges in their locality or 

 
Example 1: Wolverhampton Interchange 

 
.5.6 The Wolverhampton City Passenger Transport Interchange (Figure 3.16) is being 

 
.5.7 When complete, the interchange will provide: 

• Integrated information for passengers, both printed and electronic, including: 

ks 
 

as 

3
transport network, including: 

information 
Appropriate s
bays and car parking areas 
A travel shop for further 
interchange and beyond  
Safe, secure and convenie
connecting services 
Safe, secure and con

• Electronically displayed information – usually in the form of Real Time
Passenger Information 
Professional and customer 
passenger transport services 
Light, clean, modern, safe an

3
 

• Integrate passenger tran
people to understand services and their origins and destinations and the route 
they serve 
Provide pa
interchange environment 

3
are recognising the need for such interchanges in their towns and cities. One of 
the most notable and recent is Wolverhampton Interchange. This is discussed 
below: 

3
developed to provide a showcase multi-modal interchange encompassing road, rail, 
bus and metro transport modes. The interchange is centred on Wolverhampton 
Railway Station and is currently used by over 7 million passengers per year. The 
new interchange will provide a modern and clean environment for passengers.  

3
 

• Real Time Passenger Information panels 
• Passenger transport journey planning kios
• Individual timetable panels at bus bays/stops
• Composite timetable panels within waiting are
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• Bus stop flags, detailing service numbers, operators and Traveline 

• Impro thin the interchange giving clear direction to services, 

rms 

rmation booths 
entres 

• St f er transport information 

oved parking 
 
igure 3.16 - Artist example of the Wolverhampton Interchange 

 

.6 On-bus / On-train Information 

.6.1 There are a variety of views on the role and format of information provided on-

 

contact details 
ved signage wi

including to:  
• Bus bays 
• Rail platfo
• Taxi rank 
• Waiting areas 
• Ticket and info
• Nearby locations such as town c
af ed travel shop to access further passeng

• Improved waiting areas and accessibility to passenger transport services 
• Improved access to bus, rail and tram services 
• Improved walkways 
• Bike stands and impr

F
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3
 
3

board rail and bus vehicles. Some operators view it as an opportunity to provide 
further information to passengers during their journey. However, other operators 
place a lower emphasis on this form of information taking the view that passengers 
are already aware of their services. Operators providing on-board passenger 
information believe that they are using a cost effective method of information 
delivery. 
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3.6.2 There are, therefore, differing opinions on providing passenger transport 

 
Examples of Best Practice 

 
.6.3 Best practice would suggest to only display information relating to the service 

 
• Fare information 

umbers 
ey operate 

 
Example 1: Brighton Buses 

 
.6.4 Brighton Buses provide on-bus information relating to: 

• Bus services 
ion 

her information 

 related information.  
 
.6.5 This approach is seen as being a contributing factor to their success in increasing 

 

.7 Dissemination of Information 

.7.1 Accurate information provided in the correct format and style is of critical 

 
.7.2 The Transport Act 200017 required transport authorities to produce a Bus or Public 

 
.7.3 Whilst many local authorities assume that producing paper based timetables and 

                                              

information on vehicles. Since the late 1980s some operators advertise non-service 
related information as a way of generating additional income, through on-board 
advertising panels. It should be noted that those operators who successfully 
achieve high rating customer satisfaction rankings often display only passenger 
transport-related information or no information at all in their vehicles. 

3
operating company, such as: 

• Customer service n
• Other bus or rail services th

3
  

• Fare informat
• How to access furt
• Operator contact details 
• Other passenger transport

3
passenger satisfaction with their services and increasing patronage. It is suggested 
that focusing on service-only related information strengthens the perception of a 
quality passenger transport service. In addition, excluding any non-service-related 
advertising does not detract from the brand of the service. 

 
3
 
3

importance. It is also important, however, to ensure that information is 
disseminated effectively and to the appropriate travel markets. 

3
Transport Information Strategy to determine what ‘local bus’ information should 
be made available to the public, it also required that local authorities look at the 
way it should be made available (see Appendix C). 

3
maps is sufficient in achieving positive results in Best Value Performance 
Indicators, those local authorities who spend time, money and effort in ensuring 
they have appropriate and effective channels of dissemination in place often 
achieve high rankings. Commercial passenger transport service operators also 

 
17 http://www.opsi.gov.uk/acts/acts2000/20000038.htm 
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recognise the importance of the effective dissemination of information in retaining 
existing and attracting new patronage. 

 
Examples of Best Practice 

 
3.7.4 There are a number of best practice examples of the delivery of passenger 

transport information. For local authorities the most effective distribution outlets 
include: 

 
• At stop/interchange information (including bus and rail stations) 
• On vehicles 
• Operators offices and ticket sales outlets 
• Local Authority ‘One-Stop-Shops’ 
• Private operator travel centres (e.g. Nottingham City shown in Figure 3.24) 
• Tourist Information Centres 
• Libraries 
• Reception areas of Council Offices 
• Foyers and receptions of major employers 
• Care homes and other council owned property 
• Hospitals, dental and doctor surgeries, local health centres 
• Church halls and Community Centres 
• Airports 
• Schools, Colleges and Universities 
• Leisure and health centres 

 
3.7.5 It is very difficult to quantify the success that these information dissemination 

methods achieve in terms of local performance indicators. However, public 
perception of the difficulty in accessing passenger transport information is cited by 
local authorities and private operators as one of the biggest problems in attracting 
new patronage to passenger transport services. 

 
3.7.6 The best practice authorities in terms of the dissemination of passenger transport 

information include:  
 

• Nottinghamshire County and Nottingham City Council 
• Hull City Council 
• Derbyshire County Council 
• Northamptonshire County Council 
• Transport for London 
• Brighton and Hove City Council 

 
 
3.8 Other Paper-based Information 
 
3.8.1 Whilst many local authorities and passenger transport operating companies place 

considerable emphasis on the development and production of their timetable 
based information, they also produce considerable quantities of non-timetable 
information. Examples of non-timetable information include: 

 
• Non-conventional transport information (e.g. Community Transport) 
• Fares and ticketing information 
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• Information for travellers with disabilities or those who find it difficult to use 
passenger transport 

• Information on the location of passenger transport facilities (e.g. rail and bus 
stations, Park & Ride) 

• Information on individual travel planning 
• Information on concessionary travel 

 
Examples of Best Practice 

 
3.8.2 There are a number of best practice examples of non-timetable related 

information. Some of these are summarised below: 
 

Example 1: Hampshire County Council:  
 
3.8.3 A free publication is produced by the Passenger Transport Group at Hampshire 

County Council. It includes information, provided by a number of additional 
organisations such as Community Transport groups. The guide (Figure 3.17) details 
information on how older users and those with disabilities can access passenger 
transport information. The booklet provides its target audience with information 
on: 

 
• The facilities available at all rail and bus stations in Hampshire 
• Scheduled coach services 
• Air services at Southampton Airport 
• Ferry services 
• Car access to and parking facilities at road service stations 
• Where to obtain information on bus, community and voluntary transport 

services 
• Concessionary fares 

 
3.8.4 The guide is produced as and when necessary. With revised versions being 

produced following significant changes to passenger transport services and 
facilities. The booklet also provides an integrated approach between the County 
and District Councils as well as passenger transport operators and voluntary 
organisations. 

 
3.8.5 Hampshire also produce a number of other passenger transport-related 

publications and leaflets, including: 
 
• Dial-a-Ride leaflets 
• A guide to train services and stations in Hampshire 
• A bus and train travel guide 
• A guide to bus, train and ferry services in Hampshire 
• Individual area passenger transport guides 
• Demand Responsive Transport guides18 

 
3.8.6 Whilst it is difficult to quantify the success of this type of information, it does 

provide vital information for those sections of the community who may find it 
difficult to use the passenger transport network.  

                                               
18 Conventional bus services have fixed routes and fixed times 
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Figure 3.17 - Travel Information for Older and Disabled people 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.8.7 There are other examples of the provision of non-timetable related passenger 

transport information, including: 
 

• Buckinghamshire and Bedfordshire County Councils  - Guides to alternative 
transport schemes in their areas 

• Brighton Buses ‘On Route’ publication – designed as a “lifestyle” 
publication centred around the bus services and the locality as opposed to 
solely being bus timetable focused 

• Centro Publications – leaflets which provide a variety of information, 
including on: 

• Concessionary fares 
• Accessibility 
• Security of passenger transport 
• Park and ride 
• Under 16 travel cards 
• Information to non-users on how to use the passenger transport network 

• Derby City Council – a leaflet explaining how to access health facilities using 
passenger transport 

• Bedfordshire County Council – Demand Responsive Transport information 
• First Transpennine Express – marketing campaign which highlights how to 

travel to various horse racing courses 
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• First Transpennine Express ‘Leaf fall’ leaflet – tongue-in-cheek look at the 
types of leaves in autumn and the difficulties in operating trains during this 
period 

 
 
3.9 Electronic Information 
 
3.9.1 With the advances in technology, more and more local transport authorities are 

now able to implement electronic forms of passenger transport information. The 
use of information technology at one time used to be confined to back office 
processes, often without the transport user being aware they even existed. It is 
also a mandatory requirement from the Department for Transport for passenger 
transport information data to be provided for Traveline19 and Transport Direct20 
websites. 

 
3.9.2 However, following the introduction of Real Time Passenger Information (RTPI), 

Traveline, SMS texting, touch screen kiosks and websites coupled with 
technologically aware transport users and non-users, the use of electronic 
passenger transport information is increasing and more local authorities are 
recognising the successes. 

 
3.9.3 Electronic information now comes in a variety of different forms, and a number of 

authorities are adopting various elements of information. The use of electronic 
information includes: 

 
• Real Time Passenger Information (RTPI) 
• Database Information 
• Website Information 
• Traveline 
• Electronic Information Points 
• SMS Texting 

 
 
3.10 Real Time Passenger Information (RTPI) 
 
3.10.1 Real Time Passenger Information (RTPI) is a method of giving passengers 

information – electronically, via satellite and radio technology on the status of 
their bus services as it travels along its route. The information is shown on panels 
or screens at selected (or all) bus stops along a given route or in a particular 
locality within a city or town. In most cases, these systems which are operating in 
a number of cities and towns throughout the UK, update information minute by 
minute on services operating along a particular route or on a particular service. 

 
Examples of Best Practice 

 
3.10.2 The following case study has been highlighted as best practice in the development 

and use of Real Time Passenger Transport Information (RTPI): 
 

                                               
19 http://www.traveline.info 
20 http://www.transportdirect.com - Transport Direct is a Department for Transport funded website that offers 

information for door-to-door travel for both passenger transport and car journeys around Britain. 
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• Warrington Borough Council and Warrington Borough Transport 
 

Example 1: Warrington Borough Council and Warrington Borough Transport 
 
3.10.3 Warrington Borough Council and Warrington Borough Transport were chosen 

because of the success they have had in the implementation and delivery of their 
Real Time Passenger Information System, and the perceived benefits in delivering 
transport information to passenger transport users in an electronic format. The 
RTPI system was introduced in the mid 1990s and has been operational for 
approximately 10 years. In 2005 the Borough increased the number of RTPI displays 
from 150 to 22521. 

 
3.10.4 Passenger transport corridors and routes equipped with RTPI systems were chosen 

for a variety of reasons, in particular: 
 

• The level of passenger transport service provided (usually measured in terms 
of service frequency). Crudely, the higher the level of service the greater the 
volume of users, with consequent positive impact on the benefits of 
investment in RTPI 

• To support the redevelopment of an area through the provision of high quality 
passenger transport 

• Supporting new developments designed to encourage use of sustainable 
transport modes 

• Scheme specific – may be part of a quality bus route or a route that is being 
rejuvenated to attract new patronage 

 
3.10.5 In order for the system to operate Warrington Borough Transport currently provide 

bus service timetable information (including scheduled timetable information, 
operator, service number and route description) to the supplier of the system – AIM 
Ltd – who process the data and upload it via radio telecommunication to the 225 
signs around the borough. The buses are tracked via Global Positioning System 
(GPS) satellite during their journeys. This “real time” information on the actual 
location of the buses is relayed to the control system. An algorithm then predicts 
the arrival time of each bus at their next bus stops based on historic data and the 
actual journey times of previous buses. This information is then displayed on the 
RTPI screens at “downstream” bus stops (Figure 3.18). The “backoffice” is made 
up of a network of computers, which ‘interfaces’ to ensure the system works 
properly and that data (service information) is transferred as agreed between the 
parties. 

 
3.10.6 Warrington Transport has reported a patronage increase of just over 13% for the 12 

months to April 2007. The majority of this growth is associated with fare paying 
adult passengers. Additional research by Warrington Borough had shown that some 
63% of the new bus users had previously used a car for social and work purposes. 
This signifies modal switching from car to passenger transport, a proportion of 
which will have been due to the RTPI system. 

 
 
 
 

                                               
21 http://www.warringtonboroughtransport.co.uk/ 
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Figure 3.18 - Warrington Bus Stop Information Display 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.10.7 Whilst it is difficult to quantify the patronage effects of Real Time Passenger 

Information systems, some authorities, Brighton and Hove for example, have 
indicated that patronage increases coincided with the introduction of their RTPI 
system. Some other local authorities have commented that it is the visual impact 
RTPI systems provides at bus stops and their accuracy in delivering up-to-date 
timetable information that is of most benefit. 

 
 
3.11 Database Information 
 
3.11.1 There are a number of transport-related databases in use around the country in 

both local authority and passenger transport operators. Those databases held 
within passenger transport operators are used to perform a number of tasks quite 
distinct from that of the local authority. These tasks include: 

 
• Timetable, bus working and crew scheduling 
• Fares data 
• Compilation of timetable information 

 
 On the other hand the local authority must have a database for tasks and functions 

such as the provision of timetable information to Traveline and producing roadside 
information for timetable displays. It is mandatory under Department for Transport 
requirements to provide data for Transport Direct and Traveline websites. 

 
Examples of Best Practice 

 
3.11.2 There are many different databases in use, some of which are bought in from third 

party suppliers such as the Routewise tool through Trapeze, whereas other 

- 34 - 



authorities simply use their own in-house produced systems. The most successful 
of these third party systems appears to be the Trapeze system, with the most 
authorities using it across the country for bus service timetable information and 
providing an integrated cross boundary link for transport provision. 

 
3.11.3 The Trapeze System uses a database system called ‘Routewise’ which has a variety 

of functions, providing: 
 

• Local public transport timetable information 
• Education transport timetable information 
• Bus stop data 
• Special needs transport information 
• Social services transport timetable information 
• Fares information 
• Mapping data 
• Passenger transport timetable information data to the Department for 

Transport (e.g. for Traveline and Transport Direct) 
 
3.11.4 It often takes some time to set up these systems, however they can often be 

merged with an existing system, with data being transferred in from older systems 
working on out-of-date software. Once these systems have been updated they 
require constant maintaince, either in-house usually by an officer(s) within the 
passenger transport team, or occasionally outside by a third party organisation 
such as Pindar22, or another local authority. 

 
 
3.12 Website Information 
 
3.12.1 The rapid increase in the use of electronically produced information started with 

‘websites23’ in the mid to late 1990s and every local authority in the UK today now 
has a website detailing the services they provide. Websites now appear common 
practice for local authorities and operators alike in disseminating passenger 
transport information, as they are easy to maintain and relatively cost effective in 
reaching a wide audience. 

 
3.12.2 Certain organisations such as FWT24 provide information on their website, 

www.fwt.co.uk, which suggests that ‘8 seconds’ is the maximum amount of time 
an organisation will get to hold the interest of passengers seeking information 
electronically. This also means that the information contained on the website must 
be: 

 
• Concise, yet complete 
• Accurate and up-to-date 

 
Examples of Best Practice 

 

                                               
22 http://www.pindar.com 
23 A set of pages relating to a person or organisation displayed on the internet, with an individual domain name 

starting with www.  
24 http://www.fwt.co.uk 
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3.12.3 The following case studies have been highlighted as best practice examples in the 
development and use of website information: 

 
• Nottinghamshire County Council 
• ‘The Big Wheel’ 

 
Example 1: Nottinghamshire County Council 

 
3.12.4 Nottinghamshire County Council has developed its own passenger transport website 

under the transport element of the county council website. This can be accessed 
under the ‘Traffic and Travel’ section (Figure 3.19) located at the following link 
www.nottinghamshire.gov.uk. 

 
3.12.5 Information contained on bus services on Nottinghamshire County Council’s 

passenger transport website is easily found within ‘several clicks’. Nottinghamshire 
have been extremely careful in what they provide and have been keen to offer 
information on and links to, a whole range of transport modes, including: 

 
• Walking 
• Cycling 
• Buses 
• Community transport 
• Trams and trains 
• Planes 

 
3.12.6 Whilst the Nottinghamshire website has a considerable amount of text, it is very 

well structured in that it is broken down by mode. It is laid out in an easy to use 
manner differentiating between: 

 
• ‘operational’ information 
• strategic ‘policy’ information 

 
3.12.7 The website has also been structured to point users to other appropriate sites such 

as: 
 

• Traveline25 (see 3.13) 
• Transport Direct26 for additional journey planning information 
• Plus a feedback enquiry form about the website 

 
3.12.8 For the electronic information element of the report Nottinghamshire County 

Council was chosen because it has an informative and visually attractive council 
maintained website, as well as being part of a wider transport initiative which also 
provides additional passenger transport information through a web portal, The Big 
Wheel (see below). 

 
 
 
 
                                               
25 http://www.traveline.info 
26 Transport Direct is a Government backed journey planning website providing multi-modal sustainable travel 

options. http://www.transportdirect.info 
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Figure 3.19 - Nottinghamshire County Council Website 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Example 2: The Big Wheel 
 
3.12.9 Nottinghamshire County Council is also included in a wider partnership which has 

been nationally recognised for its contribution to the promotion of sustainable 
transport. This is known as the ‘The Big Wheel’ project. The ‘Big Wheel’ website 
(Figure 3.20), www.thebigwheel.org.uk, is a partnership funded and delivered 
website providing passenger transport information for existing and potential users 
within Nottinghamshire.  

 
3.12.10 While the Nottinghamshire County Council website is more ‘operational’ in terms 

of delivering information to passenger transport users on a day-to-day basis, ‘The 
Big Wheel’ website is more ‘strategic’ and focused towards businesses and 
potential users through providing sustainable travel planning advice. The 
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overarching aim of the ‘Big Wheel’ is to explain the Local Transport Plan and 
encourage green travel. 

 
3.12.11 Backed by the Greater Nottingham Transport Partnership (GNTP), representing 

both public and private sector organisations throughout Nottingham, this multi-
modal site provides information on a whole host of information pertaining to: 

 
• Bus, rail and light rail services 
• Park & Ride services 
• Walking routes 
• Cycling 

 
3.12.12 The site provides information to business and schools on how they can encourage 

employees and the parents of school age children to choose more environmentally 
sustainable travel choices. The ‘Big Wheel Business Club’ is a dedicated transport 
management element of the group set up to encourage sustainable travel planning 
free of charge for local businesses to encourage employees to seek alternative 
travel options to the private car. 

 
Figure 3.20 - ‘The Big Wheel’ Website 
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3.12.13 There is little information indicating the impact these websites have other than 

results on the overall satisfaction with passenger transport information.  
Nottinghamshire County Council score very highly in this respect, achieving a top 
ten ranking for satisfaction with their provision of local passenger transport 
information.  

 
3.12.14 Nottinghamshire County Council use website monitoring, alerting and reporting 

services provided by Axzona to ensure their website is performing satisfactorily27. 
Headline figures indicate the following number of visits to the Nottinghamshire 
County Council website: 

 
Period of Cover28    Report  Totals 
October to December 2006  Total Visits  469,736 

Unique Visitors 290,938 
Page impressions 3,055,138 

 
January to March 2007   Total Visits  612,077 

Unique Visitors 370,814 
Page impressions 4,084,735 

 
April to June 2007    Total Visits  538,000 

Unique Visitors 331,254 
Page impressions 3,849,015 

 
3.12.15 The report definitions are: 
 

• Total Visits - indicate a consecutive view of a website by the same visitor. If 
the visitor remains idle beyond the idle-time limit, the next page viewed by 
that visitor is considered the start of a different visit 

• Unique visitor - indicates a distinct visitor to a website, regardless of how 
many times you visit a web site 

• Page impression - indicates a hit (visit) to a web page, excluding error hits 
and hits to user-defined files such as inline images (e.g. .jpeg, .gif) Java 
applets and specific redirects.  

 
3.12.16 Both Nottinghamshire County Council and ‘The Big Wheel’ websites are: 
 

• Easy to use 
• Informative 
• Clearly set out  
• Have appropriate links to other transport websites (such as Traveline, rail and 

bus operator websites) 
• Structured in a way that all information is only a few clicks away from the 

front page 
• Regularly updated (in some instances by the hour)  

 
3.12.17 There are a number of other good examples of web-based information relating to 

other local authorities and private operators, these include: 
                                               
27 http://www.nottinghamshire.gov.uk 
28 http://www.nottinghamshire.gov.uk/home/aboutthissite.htm 
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• Derbyshire County Council www.derbyshire.gov.uk – for its all inclusive, 

informative passenger transport information, additional timetable 
information, appropriate links to other sites such as Traveline. The transport 
pages are also easy to find from the ‘front page’ and very easy to use. 

• Stagecoach www.stagecoachbus.com  – for its area/region specific timetable 
finder, its ease of use and its colourful yet legible pages. 

• Die Bahn (German Railways) www.bahn.de – very easy to use, informative, 
legible and the website provides additional information on carbon footprint 
rating. 

 
 
3.13 Traveline 
 
3.13.1 Traveline is a service that provides impartial journey planning information on all 

passenger transport services – local buses, scheduled coaches, trains, ferries, 
metro and underground – throughout England, Scotland and Wales.29 Enquiries can 
be made for journeys between any two stops in the country – but many regions can 
also plan to, and from, postcodes and addresses. Traveline is accessed: 

  
• via telephone (on 0871 200 22 33) 
• on the internet (at www.traveline.info or www.travelinemidlands.co.uk),  
• by touch screen kiosks at transport hubs in some regions  
• by mobile via the Short Messaging Service (SMS) 

 
3.13.2 Traveline is operated in a series of partnerships consisting of Passenger Transport 

Executives, local authorities and passenger transport operators. These have been 
allocated to one of 11 “Traveline Regions”, with Worcestershire County Council 
being in the West Midlands Region. All local authorities are required to join the 
Traveline regions, however some local authorities maintain their own local 
telephone call centres. Failure to provide data to Traveline can result in the 
Department for Transport imposing financial penalties on the relevant local 
authority. All regions have adopted the same recognisable brand as shown in 
Figure 3.21. 

 
Figure 3.21 - Traveline Logo 
 
 
 
 
 
 
 
 
 
 
 
3.13.3 The funding for Traveline is split into two elements, revenue and capital.  
 

                                               
29 http://www.traveline.info/about.htm 
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• The revenue costs are funded by a charge back mechanism to local transport 
operators based on the information provided to the public on their services. 
The various call centres record, at the end of each call, the services enquired 
about and therefore the operator who should be charged. These call logs are 
then amalgamated into monthly invoices. This arrangement stems back to the 
setting up of Traveline when the Confederation of Passenger Transport (CPT) 
agreed to fund these costs. 

  
• The capital costs are funded by the Local Transport Authorities via the Local 

Transport Plan (LTP) mechanism. This capital funding is used to develop the 
service offered, the amount each local authority contributes is dependent 
upon the region and sometimes scale (number) of passenger transport 
services within each authority. 

 
3.13.4 Traveline is introducing a number of new developments over the coming years to 

expand the service further. These developments are likely to include: 
 

• An upgraded website 
• Using information kiosks to display Traveline information 
• SMS text messaging service, linked to a portal based on the individual ‘text’ 

codes found at each bus stop - each bus stop has an individual (eight 
lettered/numbered) code which can be text30 to a national number which 
then provides scheduled timetable information on bus services using that 
stop. This system does not require the significant investment in bus 
stop/station infrastructure and recognises that a large proportion of the 
public now carry mobile telephones. 

 
3.13.5 The success of Traveline is different across the regions and is influenced by how 

much emphasis each region places on its importance and the service it provides. 
One of the most developed regions, the South West (covering local authorities 
from Avon and Somerset to Cornwall and across to Hampshire) experience in 
excess of 600,000 calls per year, up by 46% over last year, and growing by 5% pr 
year. The South West region has also well in excess of 800,000 website hits per 
week (over 4.6m in 2006), up from only 40,000 in April 200431. 

  
3.13.6 Comparing these figures to a ‘national’ system, Traveline Scotland went live with 

the telephony system in January 2001, with the web-based portal system coming 
into effect in December 2002. The web-based system experienced in excess of 2.7 
million ‘hits’ in 2005, averaging approximately 7,300 per day.32

  
 
3.14 Electronic Information Points 
 
3.14.1 Standalone electronic information points or kiosks, as they are widely known, offer 

an additional method of disseminating passenger transport information. They can 
also provide integrated multi-modal information to passenger transport users. 

 

                                               
30 The SMS text charge costs the same as a normal text charge. The reply will cost 25p. 
31 http://www.devon.gov.uk 
32 http://www.scottishexecutive.gov.uk 
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3.14.2 The use of kiosks has, for some time, been disregarded by a number of authorities 
because of a number of factors including: 

 
• The initial cost in developing such systems 
• Maintenance – both cost and information provision 
• Vulnerability owing to their locations (and vandalism) 
• Superseded by mobile telephone and internet advances 

 
Examples of Best Practice 

 
3.14.3 There have, however, been a number of notable successes in the delivery of this 

information, and include: 
 

• Dundee City Council 
• Essex County Council 

 
Example 1: Dundee City Council 

 
3.14.4 The introduction of the journey planning kiosks (similar to that in Figure 3.22) 

around Dundee were the result of an initiative called ‘Bringing Confidence into 
Public Transport’ or BCPT. Dundee City Council received funding from the Scottish 
Executive to improve the provision of information in a bid to spread confidence 
amongst the city’s passenger transport users. 

 
3.14.5 The journey planning kiosks have been placed in 13 locations around the city 

centre which include locations such as the hospital, mainline rail station, major 
shopping areas and at major bus stations across Dundee. Users can enter a street 
name or landmark as their start point and destination and the system 
automatically calculates the most appropriate boarding point (e.g. bus stop or 
station), service and alighting point together with a full itinerary. The information 
covers Dundee bus, National Rail, National Express, Scottish Citylink, London 
Underground, and various light rail services and networks33. Since its launch at the 
end of May 2004, the journey planning software has been used to provide in excess 
of 106,000 journey applications for users, this is set to increase in the future. 

 
Example 2: Essex County Council 

 
3.14.6 A number of other authorities are developing a network of kiosks. One such 

authority, Essex County Council, is building on the success of other initiatives 
elsewhere within the county and has rolled out seven ‘City Space’ information 
smart columns (Figure 3.23), at five outdoor locations and two within County Hall. 
The county council hopes that the provision of passenger transport information 
electronically in this format will encourage people to use passenger transport by 
providing the information in a more accessible format. 

 
3.14.7 The idea of an on-street service was conceived following the Essex County Council 

Annual Public Transport Customer Satisfaction Survey in 2005, when the findings 
showed that 96% of respondents who had seen the kiosks considered them to be 
‘useful’ or ‘very useful’. It also highlighted the increasing role of technology in 

                                               
33 http://www.travelinfosystems.com 
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providing travel information, for example, through the internet or via mobile 
phones. 

 
Figure 3.22 - Example of a kiosk based journey planning system 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.23 – Essex County Council’s ‘City Space’ Information Columns 
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3.15 Face-to-face Information 
 
3.15.1 Many organisations place significant emphasis on the use of face-to-face 

information points. These are often combined with other functions such as 
providing tickets for travel, information hubs and citizens advice centres. Whilst 
this type of information dissemination can often be expensive, as there are 
significant overheads such as rent and staff costs, it is positively regarded by 
customers and, if properly implemented and managed, can help to support the 
image of a quality passenger transport network. 

 
3.15.2 Information points, sometimes called ‘One-Stop-Shops’ are becoming increasingly 

popular with local authorities as they recognise the benefits of providing a face-to-
face point of contact to the general public, often to alleviate pressure in 
answering requests for information elsewhere within the local authority. These 
‘One-Stop-Shops’ can provide information on a variety of local authority functions, 
including: 

 
• Housing information 
• Information on benefits 
• Highways information 
• Payments (such as council tax and rent) 
• Passenger transport 

 
3.15.3 These outlets are not new to the passenger transport industry, as rail operators 

have provided face-to-face information points for some decades now. Usually 
passenger transport information points are provided at bus and rail stations and 
interchanges. These information points provide information on: 

 
• Rail and bus timetable information 
• Fares and ticketing 
• Interchange information 
• Accessibility 
• Tourist information 

 
3.15.4 It is important that these outlets are presented in a positive manner and should 

always: 
 

• Have a positive ambience and be bright, modern and airy, 
• Have well-dressed, helpful, friendly and informative staff, 
• Be fully stocked and have full access to all types of ‘conventional’ and ‘non-

conventional’ transport information, which include timetables, fares and 
accessibility information 

• Provide information relating to the operators (e.g. contact details) 
• Where possible, be impartial in providing information on a host of operators 

services 
• Be open at convenient times of the day (e.g. should not be closed for lunch or 

be open office hours only) 
 
3.15.5 There are also a number of additional outlets where transport information is 

disseminated face-to-face, and they include: 
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• Local authority ‘One-Stop-Shops’ 
• Private operator travel centres (e.g. Nottingham City shown in Figure 3.24) 
• Tourist information centres 
• Libraries 
• Reception areas of local authority offices 

 
3.15.6 It is difficult to quantify the success of this type of dissemination of information, 

however those organisations who score particularly highly in satisfaction with local 
provision of passenger transport information and satisfaction with bus services 
operate face-to-face outlets, indirectly and often through the bus and rail 
operators, including: 

 
• Brighton and Hove City Council and Brighton Buses – at Old Steine and 

Brighton Station 
• Derbyshire County Council – various outlets located throughout the county 

including bus stations, rail stations, travel shops and libraries 
• Centro – information points at all rail stations, staffed bus stations, travel 

shops located around Birmingham and TICs34 holding relevant passenger 
transport information 

 
Figure 3.24 - Nottingham City Travel Centre – Nottingham City Centre 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                               
34 Tourist Information Centres 
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3.16 Marketing 
 
3.16.1 Marketing can be described as achieving business success through a process of 

understanding and meeting customer needs. This approach is a relatively new way 
of thinking for the passenger transport industry. 

 
3.16.2 For some time now, rail operators have been at the forefront of marketing and 

advertising their services, with bus operators having lagged behind. As a number of 
bus companies now ‘own’ rail companies, there has been knowledge transfer on 
the use of marketing for passenger transport services. Recognising that customer 
satisfaction invariably has an effect on patronage and profit, bus companies, in 
particular since the mid 1990s are now recognising the importance of marketing. 

 
3.16.3 Marketing covers a whole spectrum of techniques including branding, 

segmentation35 and market research. In an attempt to ensure passengers are 
attracted to using a particular passenger transport service, a considerable amount 
of money is now invested in marketing by a large proportion of operators, to the 
extent that some of the larger organisations, such as Stagecoach, First Group and 
National Express, have a considerable number of people working in marketing 
roles. 

 
3.16.4 There are two main ways of building awareness of services offered by the 

passenger transport operator and raising the profile of an organisation or service. 
These are usually defined as ‘Above-’ and ‘Below-’ the-line marketing: 

 
• ‘Above-the-line’ marketing is defined as using high profile advertising or 

media such as television, radio or newspapers to describe traditional 
marketing activities that do not require a direct response but instead build 
awareness or a response to a particular product or service. 

• ‘Below-the-line’ marketing is the exact opposite in that it requires a direct 
response, and uses low profile media such as the internet or direct mail and 
sales promotion methods and is more commonly used for smaller, more 
clearly defined audiences. 

 
3.16.5 Traditionally rail companies have used high profile marketing and advertising 

campaigns to generate patronage as rail travel, particularly inter-urban, was 
viewed as a form of prestige travel generating increased profits from higher fares. 
In comparison bus travel has focused more on low profile media relating to 
ticketing, for example. This reflects the profile of users and in particular, their 
choice of modes and their price sensitivity. 

 
3.16.6 This section of the report focuses on four specific aspects of marketing, identifying 

best practice and including: 
 

• Market research 
• Campaigns 
• Branding 
• Events 

 

                                               
35 Breaking the market into segments by establishing criteria by which groups of consumers with similar needs (i.e. 

shoppers & workers). 
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3.17 Market Research 
 
3.17.1 There are many definitions of market research and it is principally regarded as the 

process of gathering, recording and analysing data and information about 
customers, competitors and the marketplace. The intention of conducting market 
research is for organisations to create a business plan to move the business 
forward and/or in order to develop a new product or service. 

 
3.17.2 Market research is traditionally split into two research approaches: 
 

• Primary research - involves obtaining research first hand, through activities 
such as focus groups36, interviews or observations conducted or tailored to 
that specific product or service 

• Secondary research - involves using information compiled from other sources, 
both internal and external, that appear applicable to that specific product or 
service 

 
3.17.3 The market research process generally follows a standard consisting of four 

elements, which are: 
 

• Defining and researching the problem – such as understanding why there is a 
decline in patronage on a particular bus or rail service 

• Establishing the research design – such as how the organisation will go about 
identifying where the problem lies and how they will address it 

• Collecting and analysing data – the how, when and where the information is 
going to be collected – on vehicle, on-street, at the stop/station, using 
surveys 

• Formulating the findings – outlining the results from the research and 
formulating appropriate conclusions and a way forward 

 
3.17.4 Through market research, organisations are able to obtain an understanding of how 

the users (or potential users) view passenger transport services, in terms of: 
  

• The extent of the network of services (e.g. timetables, reliability) 
• Where they fail to meet expectations and why 
• Where they meet or exceed expectations and why 

 
On the basis of this research passenger transport providers can formulate a 
strategy to move the service and organisation forward. 

 
Examples of Best Practice 

 
3.17.5 Translink, which operates within Northern Ireland, has been highlighted as best 

practice for their ongoing use of market research and the thoroughness of their 
approach. 

 
 
 

                                               
36 Groups of interested people or consumers brought together to discuss and assess the product or service. 
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Example 1: Translink 

 
3.17.6 Translink is the brand name for the co-ordinated network of passenger transport 

services of Citybus, Northern Ireland Railways and Ulsterbus. These provide 
practically all of the passenger transport in Northern Ireland37. Their marketing 
strategy is directed by market research, formal passenger feedback mechanisms 
and on-going quality assurance tools (i.e. a passenger charter, see 3.18.6). 
Information gained from these sources establishes those service attributes which 
are most important to passengers, and which determine overall customer 
satisfaction. 

 
3.17.7 Translink conducts an extensive amount of research into marketing, marketing 

communications and consumer behaviour to establish the rationale behind 
consumer trends. Translink use a number of different tools38 in order to formulate 
their marketing strategy, including: 

 
• Passenger Behaviour and Expectations Modelling – comprising of focus 

groups, in-depth interviews, completion of household travel diaries and 
postal interviews to identify barriers perceived and experienced by users and 
non-users of passenger transport in accessing bus and rail services 
 

• Price/Demand Forecasting Model – a quantitative survey to model 
price/demand elasticity for all Translink services and comparable alternatives 
(e.g. private motoring, incorporating cost of car parking). The subsequent 
model is used to forecast demand scenarios for passenger transport and/or 
private car. 
 

• Focus Groups – A series of focus groups are commissioned annually among 
users, non-users and staff to identify issues in relation to service delivery and 
act as a check on the ongoing validity of previous research models 
 

• Translink Passenger Groups – Translink has recruited seven passenger groups 
covering all geographical areas of operation within Northern Ireland. As 
regular users these groups meet quarterly to discuss service issues, whilst 
fulfilling a very valuable ‘watchdog’ role at a local/micro level of service 
delivery. 
 

• Passenger Charter Monitor – This is a fundamental quality assurance tool 
used by Translink. A published Passenger Charter (Figure 3.25) outlines 
standards and targets in relation to service delivery in terms of service 
reliability, punctuality, waiting time, standing on buses and trains. The 
methodology used is industry leading, having been bench-marked on the best 
practice available throughout Europe via the UITP39.  

 
• Political Affairs/Public Relations – Translink has a corporate commitment to 

openness, transparency and accountability in all political, media and public 
affairs. Dialogue on many passenger transport issues is generated through the 

                                               
37 http://www.translink.co.uk 
38 Sourced from the Translink Marketing Strategy website, http://www.translink.co.uk/marketing.asp 
39 UITP – Union International de Transport Public 
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development of Translink ‘Connect’, a briefing document for the political, 
community and voluntary sector. 

 
Figure 3.25 - Example of Translink Passenger Charter 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
3.17.8 With the aid of the market research generated as a result of the above methods 

Translink are able to deliver effective and targeted marketing, examples of which 
include: 

 
• ‘Enterprise’ – a pattern of advertising to create awareness and below-the-

line marketing promotions (including free travel vouchers and loyalty card 
offers in the form of ticketing) to fill off-peak capacity. This led to a 
significantly increase in bus patronage levels of approximately 800,000 per 
annum at its launch in 1997 to approximately 1 million presently 

 
• ‘Goldline’(Figure 3.26) – the approach taken is similar to the Enterprise 

marketing campaign, including free travel vouchers, loyalty card offers, 
branding - with both awareness of the service and its quality and journey 
time attributes being highlighted through above-the-line advertising such as 
television, radio and internet advertising, with below-the-line promotions, 
including free ticketing and loyalty card offers 
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Figure 3.26 – ‘Goldline’ Service Branding 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.17.9 Whilst Translink is held as a best practice organisation in market research and 

marketing, other organisations conduct market research, with some notable 
examples:   

 
• Trent Barton – on the concept of individual route branding and customer 

response both pre- and post- branding of services 
• Virgin – customer satisfaction surveys can from time-to-time be found on 

trains for completion and return to the conductor, direct to Virgin by post, or 
via the website, 

• British Airways – online web-based customer satisfaction surveys and market 
research, both on the service they provide as well as the routes they serve 

 
 
3.18 Campaigns  
 
3.18.1 A marketing campaign is a process by which an organisation promotes a new or 

existing service or product, in order to generate or rejuvenate profits and/or sales.  
In a passenger transport context, a campaign would be designed, for example, to 
increase patronage or increase ticket sales. 

 
3.18.2 A number of notable passenger transport marketing campaigns have taken place in 

recent years, and the more successful campaigns have included: 
 

• Virgin Trains ‘Go Greener, Go Cheaper’ – marketing campaign advertised 
recently (early to mid 2007) on the benefits of using Virgin trains as a method 
of travel 

• Easyjet – introduction of new routes with new origins and destinations 
offering discounted fares and additional capacity 

• South West Trains – highlighting the successful switch over from the 
successful Megabus brand to Megatrains (www.megatrain.com) 
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Examples of Best Practice 
 
3.18.3 The following organisations have been selected as best practice examples of 

marketing campaigns. They were chosen because of the impact the campaign had 
on patronage and revenue. They are: 

 
• Burnley and Pendle – ‘The Witch Way’ 
• Nottingham City Transport – ‘Go2’ Network 

 
Example 1: Burnley and Pendle - ‘The Witch Way’ 

  
3.18.4 The Burnley and Pendle operated ‘Witch Way’, (Figure 3.27) is a 44km long bus 

route connecting Nelson, Burnley, Rawtenstall with Manchester City Centre, with 
15 double deck vehicles operating at a 10 minute frequency in the morning and 
evening peak hours, and at 20 minute frequencies throughout most of the day. The 
service has a potential 400m walk distance catchment population in excess of 
82,000 people.  

 
Figure 3.27 - ‘The Witch Way’  
 
 
 
 
 
 
 
 
3.18.5 The Witch Way service started out as a marketing campaign devised to rejuvenate 

an existing ‘flagging’ bus service.  In 2005, a growth target of 5% per annum was 
established. To help deliver this a new fleet of buses were purchased at a cost of 
nearly £3m, which incorporated leather “airline-style” seats, more legroom, tinted 
glass, CCTV and a distinctive livery (brand). In order to assist the service both 
Lancashire County Council and Greater Manchester Passenger Transport Executive 
(GMPTE) implemented a programme of infrastructure improvements to the route, 
effectively establishing it as a Quality Bus Route.  

 
3.18.6 As well as a fully branded, high class bus, the operator also developed a marketing 

plan; consisting of a number of elements, including: 
 

• How the final product should look – including branding, advertising and 
timetables 

• The price/fare to be charged to recoup money spent on the improvements 
• Collaborations – where partnership/stakeholder working existed or should 

exist 
• Promoting the service – how this was going to be done, the effects and costs 

of promoting the service 
• The distribution channel of promoting the service – how advertising of the 

service was going to be done 
• Short and long term projections – particularly costs, how these will be 

recouped and brand improvements 
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3.18.7 The operator of the service, ‘Burnley and Pendle’ experienced a 16% growth in 
patronage between a four week period in February to October 2006, with 
patronage increasing to approximately 1.45m passengers per annum. Burnley and 
Pendle were also successful in winning the ‘Viacom Outdoor Bus Marketing 
Campaign of the year award’ for 2006, as well as being cited as one of the best 
performing bus services – in terms of patronage growth and revenue – within the 
UK40. 

  
Example 2: Nottingham City Transport – ‘Go2’ Network 

 
3.18.8 Nottingham City Transport’s Go2 Network (Figure 3.28) consists of a network of 

bus routes providing fast, frequent and direct services along 14 routes into 
Nottingham City Centre. Launched in September 2001, the Go2 Network was 
introduced to revitalise bus travel in Nottingham and reverse the decline in bus 
usage in the city. 

 
Figure 3.28 – ‘Go2’ Timetable Leaflet Campaign 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.18.9 The ‘Go2’ Network offers: 
 

• Buses every 10 minutes or better during Monday to Saturday day times 
• A direct route into the city centre 
• Regular evening and Sunday services (up to every 15 minutes) including 

midnight departures from the city Monday to Saturday 
• New modern, fully accessible (wheelchairs and pushchairs) buses, fitted with 

CCTV 
• Improved infrastructure at major bus stops, including raised kerbs 
• Improved bus shelters and improved access to information at the bus stops 
• 22km of bus lanes 

                                               
40 ‘Routes to Revenue Growth Report’, Ten Percent Club, November 2006 
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• Electronic RTPI displays at core bus stops and being rolled out across the 
network 

• Partnership working with local authorities 
 
3.18.10 Just over £23.5m was invested by Nottingham City Transport and the local 

authorities in providing 114 brand new low floor buses. 
 
3.18.11 A successful marketing campaign was instigated. This consisted of: 
 

• Over 4 million leaflets distributed, to homes, businesses and members of the 
travelling public 

• Distribution of pens, key rings and pocket sized timetables 
• Posters and advertising campaigns on the introduction of the new routes and 

buses 
• New liveried buses on display in city centre locations – displaying the virtues 

of the new vehicles - and taking various interest groups (e.g. Age Concern) on 
the new buses for a tour of the city, stopping at various city centre 
attractions 

• Local advertising through the press, radio and local television 
 
3.18.12 In conjunction with the service and infrastructure improvements, the marketing 

campaign resulted in: 
 

• 36% growth in patronage over two years from its launch in 2001/02 
• Ongoing patronage growth of approximately 6% year-on-year, with over 24 

million trips per annum being made using ‘Go2’41 
• High levels of user satisfaction with the most recent satisfaction survey 

carried out by RAMA42 showing that 7 out of 8 service features were rated 
better by ‘Go2’ customers than the old Nottingham City Transport network 

• Modal switching from car to bus, the RAMA research identified that 24% of the 
‘Go2’ bus passengers had a car available for the journey they were making, 
yet chose to use the bus, and of the new passengers surveyed in 2006, 20% 
stated that they previously made their journey by car 

• ‘Go2’ network has been highly commended by the UK bus awards panel for 
winning new customers 

 
 
3.19 Branding 
 
3.19.1 The overall aim of branding is to create an identity for the product or service that 

is distinctive and also in line with the organisations marketing strategy. Branding 
did not play that big a role in the pre-1986 regulated bus industry, however post 
deregulation, when competition was introduced to the bus industry, the use of 
branding increased. This was, however, predominantly in the form of corporate 
branding with company liveries displayed on services. The concept of individual 
service branding increased as bus operators had positioned themselves in the 
marketplace and were looking to ensure their services stood out from that of their 
competitors. 

                                               
41 http://www.nctx.co.uk 
42 Research and Marketing Associates Ltd 
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3.19.2 In today’s passenger transport industry branding plays a vital part in differentiating 
both from one operator and another, but in a number of cases from one operator’s 
service to another’s. Whilst the concept of branding within the bus and rail 
industry is not new, as all organisations had liveried vehicles or carriages, perhaps 
the concept of individualised service branding is today more prominent in the bus 
industry than in the rail industry. The rail industry has tended to maintain 
organisation or operator specific branding, whereas a number of bus companies 
now are developing service or area specific branding. 

 
Examples of Best Practice 

 
3.19.3 The following case studies have been highlighted as best practice examples in the 

use of brands and branding: 
  

• Trent Barton Buses 
• Wilts and Dorset ‘More’ 

 
Example 1: Trent Barton Bus Company 

 
3.19.4 Defined with a strap line as ‘the really good bus company’, Trent Barton is one of 

a very small number of independent bus companies operating in the UK today. The 
company currently operates in Derbyshire, Nottinghamshire and Leicestershire43. 

 
3.19.5 Trent Barton has developed Quality Bus Partnerships with a number of local 

authorities, notably with Nottinghamshire County Council with the ‘Cotgrave 
Connection’ service and the the ‘Calverton Connection’ (Figure 3.29). These 
partnerships included Trent Barton investing in vehicles and services with the 
county council providing enhanced infrastructure at bus stops and bus priority 
measures. 

 
3.19.6 Trent Barton have committed to improving passenger transport, introducing a 

number of branded bus services including the Red Arrow and H1, which have been 
so successful that frequencies have been increased several times since they were 
launched. Trent Barton are also particularly strong on producing route specific 
timetable information, with each branded service having a corresponding branded 
timetable leaflet (as shown in Figure 3.30).  

 
3.19.7 Arguably one of the most prolific bus operators in the UK in terms of marketing, 

communications and market research, the company has received numerous awards 
including amongst others: 

 
• Bus Operator of the Year in 1999, 2001 and 2003, and Runner-up in 2000 and 

2002 
• Bus Good Practice Awards 
• Bus Industry Innovation Awards and Bus industry Awards for Marketing44 
• Bus Industry Recommendations and awards for individualised ticketing with 

the ‘Frio’ Brand (Figure 3.31) 
 
 

                                               
43 http://www.trentbuses.co.uk/company/ 
44 http://www.trentbuses.co.uk/company/awards.html 
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Figure 3.29 - Calverton Connection livery branding 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.30 - Trent Barton individualised route branded leaflets 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
  
Figure 3.31 - Trent Barton individualised ticketing brand ‘Frio’ 
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5. FUNDING & STAFFING 
 
5.1 The key to developing an effective and efficient passenger transport network is 

the funding and staffing available to improve the current provision. It is important 
that there is adequate provision for the development of passenger transport 
marketing and information and that this funding is not simply a ring fenced 
proportion of local authority’s bus subsidy budget. 

 
Examples of Best Practice 

 
5.2 In order to fully develop passenger transport marketing and information, a 

dedicated amount of money needs to be identified and agreed by the local 
authority, and a delivery plan established setting out how this money is to be 
spent. Those local authorities who excel in the development of passenger 
transport information have highlighted the links between the spending on the 
provision of marketing and information and the results this will achieve. Those 
local authorities, who work closely in partnership with their operators, also realise 
cost savings in both the production and maintenance of marketing and 
information. 

 
5.3 Budgetary spend on the provision of passenger transport marketing and 

information varies between local authorities. Each authority’s passenger transport 
network is individual to the area as is the level of partnership working between the 
local authority and bus/rail operators. However, it is widely accepted that in order 
to provide a comprehensive package of paper and electronic based information, as 
well as targeted marketing campaigns, a budget in excess of £175,000 per annum 
is required. 

 
5.4 Examples of local authority passenger transport marketing and information budgets 

include: 
 
 Local Authority     Annual Budget (approx.) 

Derbyshire County Council   £260,000  
Hertfordshire County Council   £250,000  
Bedfordshire County Council   £125,000  
Nottinghamshire County Council   £110,000  
Gloucestershire County Council   £110,000  

 
5.5 There are also alternative ways of seeking funding and funding channels, for 

example, through the application for central and regional government grants. 
 
5.6 With regard to staffing a number of authorities have one or two people working 

full time on the provision of information, whereas some have a whole team of 
people. This is influenced by the size of the passenger transport network and the 
level of partnership working with passenger transport operators.  

 
5.7 A number of authorities including Bedfordshire, Northamptonshire, Essex and 

Luton have recognised the importance information plays in developing a network 
and have outsourced the production of their information to thirds party 
organisations such as Pindar or FWT. 
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6. RECOMMENDATIONS 

 
6.1 This section of the report proposes a set of recommendations, based on best 

practice within the UK and abroad, for the delivery of a passenger transport 
marketing and information strategy for Worcestershire. These recommendations 
take account of the context within which local passenger transport operates in 
Worcestershire and also the national and regional policies on sustainable transport 
provision. 

 
6.2 Recommendation 1: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Overarching Recommendations 
 
It is recommended that any prospective strategy must be constructed in such a 
way that Worcestershire County Council is sufficiently prepared to apply a 
consistent and cohesive approach to the marketing and delivery of information 
on passenger transport services in Worcestershire. 
 
It is also recommended that Worcestershire County Council prepare a review of 
all their printed, electronic and face-to-face information and marketing in line 
with this best practice report and other strategic documents to ensure that 
information needs of existing and potential users are met. The use of focus 
groups is recommended to support this. The review must also identify the 
extent to which the marketing and information strategy must be amended to 
enable the county council to access external funding opportunities from bodies 
such as the Department for Transport and Advantage West Midlands. 
 
It is also recommended that all passenger transport marketing and information 
that is produced by, and on behalf of, Worcestershire County Council adhere to 
the branding guidelines as set out in Worcestershire County Council’s Brand 
Book. 

 
6.3 Recommendation 2: 

 
 
 

Transport Act 2000 
 
It is recommended that, where an operator fails to ensure the provision of
required information, Worcestershire County Council uses its powers under the
Transport Act 2000 to arrange for the necessary information to be made
available to the public and to recover from the operator the reasonable costs of
doing so. 

 
 
 
 
 
 
 
6.4 Recommendation 3: 
 ATCO Codes of Good Practice 

 
It is recommended that Worcestershire County Council adopt, wherever
possible, the appropriate Association of Transport Coordinating Officers (ATCO)
Code of Good Practice in the development of its passenger transport marketing
and information provision. 
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6.5 Recommendation 4: 
 

Printed Information 
 
It is recommended that in order to deliver cost-effective printed information
the number of timetable changes per year remains at the three scheduled
currently. More frequent timetable changes will jeopardise the quality, cost and
delivery of high quality printed information. 
 
It is recommended that, subject to funding and where practical, Worcestershire
County Council, produce a countywide passenger transport map in partnership
with local bus and rail operators. As it may not be cost effective to produce a
printed countywide map for dissemination, an electronic version of a
countywide passenger transport map should be explored in the first instance.  
 
It is also recommended that printed district, town and city maps, which meet
best practice design standards, supplement the countywide passenger transport
map. (See Figure 6.1) 
 
It is recommended that printed timetable booklets and leaflets are produced in
partnership with rail, bus and community transport operators. This will provide
the public with the opportunity to build a bespoke portfolio of individualised
passenger transport information, thereby ensuring value for money for both the
local authority and passenger transport operator. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6.6 Recommendation 5: 
 

Timetable Publications / Leaflets 
 
It is recommended that: 
 

• Worcestershire County Council work in partnership with passenger
transport operators in the production of printed timetable information 

 
• When a multiple timetable booklet is produced, it should include: 

• How to use the book 
• Advice for users and non-users 
• Single or composite bus and rail timetable information 
• Full area passenger transport service route map(s) 
• Indexes on how to find your passenger transport service

information 
• Information on concessionary fares, service changes, community

transport services 
• Worcestershire County Council’s role in passenger transport

planning and provision 
 

• When a single service timetable leaflet is produced, it should include: 
• Full passenger transport service timetable information 
• Full passenger transport service route map 

 
• Any printed information should be complementary to and supplement

that produced by passenger transport operators 
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Figure 6.1 – Illustration of Worcestershire County Council Map & Timetable Production 
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Tier 2 – Printed versions
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6.7 Recommendation 6: 
 

Passenger Transport Maps 
 
It is recommended that, subject to funding, different levels of passenger
transport maps are produced, including: 
 

• County level map, to include: 
• Title indicating the area the map covers and the publication date 
• Linear based bus routes with route numbers (often coloured by

frequency) 
• Basic bus frequency guides, detailing origin and destination with

key timing points (numerical order) 
• Operator contact details and local authority contact details  
• Railway lines & stations, rail frequency guides and operator

contact details 
• Places of interest (e.g. Hospitals, Tourist Information Centres,

Churches, Youth Hostels) 
• Information on local non-conventional passenger transport

services (e.g. community transport schemes) 
 

• Area/city/town level map, to include: 
• As above 

 
• Individual passenger transport route map, to include: 

• Linear based route of the service 
• Origin and destination points of the service 
• Stops and stations along the route 
• Route/Service number or description 
• Key characteristics (e.g. vehicle accessibility) 
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Electronic Information 
 
6.13 Recommendation 12: 
 

Real Time Passenger Information (RTPI)  
  
It is recommended that:  
  

• Worcestershire County Council work in partnership with passenger
transport operators, district/borough authorities and other key
stakeholders to provide, where appropriate and subject to funding,
passenger transport information in electronic format including Real
Time Passenger Information at key passenger transport interchanges,
such as bus and rail stations. 

 
 
 
 
 
 

  
• The further roll out of RTPI systems to other locations should be

explored in terms of costs and benefits. The additional locations to
include: 

 
 
 

• Hospitals  
• Town and city centres  
• Major leisure and sport facilities  
• Along key passenger transport service corridors that carry a large

volume of passengers 
 
 
  
 It is also recommended that RTPI follows best practice and is aligned with

Recommendations 1 & 2 of the Passenger Transport Infrastructure Best Practice
Report: 

 
 
  
 • Recommendation 1 - The “Worcestershire Standard” for Interchanges –

Gold Standard (Main Rail & Main Bus Stations), and  
 • Recommendation 2 – The “Worcestershire Standard” for Interchanges –

Silver Standard (Minor Rail & Minor Bus Stations).  
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6.14 Recommendation 13: 
 

Database Information  
  
It is recommended that Worcestershire County Council:  
   

• Review the extent to which current passenger transport databases are
being used 

 
 

  
• Explore how passenger transport databases could be managed to

support provision of integrated passenger transport information 
 
 

  
• Explore the development of an integrated passenger transport

database with other functions within the local authority 
 
 

  
It is recommended that, subject to the findings of the above review and the
availability of funding, a new information database is sourced to perform the
following vital roles in passenger transport information provision: 

 
 
 

  
• Help in the coordinated delivery of printed interchange/passenger

transport stop/station specific timetable display information 
 
 

• Directly update the Worcestershire County Council-maintained
passenger transport website 

 
 

• Directly update the Traveline database  
 
 
6.15 Recommendation 14: 
 

Website Information  
  
It is recommended that:  
   

• A review is conducted on the extent to which the Worcestershire
County Council passenger transport website is being used for access to
passenger transport information 

 
 
 

  
• A review is conducted on the entire content held on the passenger

transport website and its format 
 
 
  
 • Following the review, ensure that Worcestershire County Council’s

passenger transport website is:  
 • Concise, accurate and understandable in its provision of

information  
 • Maintained and up-to-date 
 • Structured in a way that key information is easily located 
 • Has appropriate links to other websites (e.g. Traveline, passenger

transport operators)  
 • Designed to be aesthetically pleasing 
 • Regularly updated and monitored by appropriate staff  
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6.16 Recommendation 15: 
 

Traveline  
  
It is recommended that Worcestershire County Council:  
  

• Ensure information held on Traveline for the county’s passenger
transport network is regularly updated and accurate 

 
 

  
• Ensure that the information is provided to Traveline in a cost effective

manner 
 
 

  
• Work in partnership with all passenger transport operators in respect of

financially contributing to Traveline calls relating to their services 
 
 

  
• Fully promote Traveline on all county and operator-produced literature

and infrastructure 
 
 

  
 
 
6.17 Recommendation 16: 
 

Electronic Information Points  
  
It is recommended that Worcestershire County Council:  
   

• Explore the development of alterative formats of information provision
through kiosk-based technology 

 
 

  
• Understand how alternative formats of electronic information meet the

needs of users, perhaps through conducting market research 
 
 

  
• Conduct an initial trial of kiosk-based journey planning technology in

key areas, e.g. major passenger transport interchanges 
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6.18 Recommendation 17: 
 

Face-to-face Information  
  
It is recommended that Worcestershire County Council:  
  

• Review how information is disseminated in a face-to-face fashion  
  

• Implement the following:  
  

• Staff Training: Front line staff to undertake regular customer
service training, in addition to attaining a recognised qualification
in Customer Service. 

 
 
 

  
• Informing Staff: Staff must be provided with all the necessary

information. Well informed and well prepared staff will be
sufficiently empowered to serve the public effectively and
provide impartial advice on all passenger transport enquiries.
Relaying information to staff could be via information technology,
formal training or printed information or a combination of these,
dependent on the enquiry. 

 
 
 
 
 
 
 

  
• Working Environment: All council and operator owned outlets

should be clean, maintained and fully stocked with all relevant
passenger transport information, as a result staff are much more
likely to take pride in their jobs and the quality of service that
they provide. 

 
 
 
 
 

  
• Dress: Smart, tidy and appropriate clothing presents a

professional image to customers. It is strongly recommended that
all front line staff are provided with uniforms. This is to promote
“belonging”, develop pride in the service, empower staff and
make them easily recognisable to members of the public. 
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6.19 Recommendation 18: 
 

Marketing  
  
It is recommended that:  
   

• All marketing activity should be customer focused, seek to increase
passenger transport patronage and support the achievement of local,
regional and national policies and targets relating to passenger
transport 

 
 
 
 

  
• A clearly defined marketing strategy should be produced in order to

develop passenger transport within Worcestershire 
 
 

  
 
6.20 Recommendation 19: 
 Market Research 
  
 It is recommended that 
   
 

• Regular market research is undertaken to:  
• Identify key market segments for targeted marketing campaigns  
• Identify key areas and services for improvement in the passenger

transport network 
 
 

• Confirm current marketing and information strategies or to
initiate change 

 
 

  
• Market research is conducted through both quantitative (i.e.

numerical) and qualitative (i.e. emotive) methods, and in regular
consultation with representative user groups as defined in the
Passenger Transport Consultation Strategy 

 
 
 
 

  
• Quantitative methods are used, and include:  

• Annual satisfaction surveys (postal/web-based)  
• Regular face-to-face service and/or topic specific

questionnaires 
 
 

• Mystery Shopper surveys  
• Promotion monitoring and evaluation  

  
 • Qualitative methods are used, and include: 
 • Focus groups 
 • In-depth interviews 
 • Consultation with representative user group 
  
 • Worcestershire County Council adopt a best practice market research

approach, such as the Translink model   
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